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NPN SURVEYS 


TODAY’ 
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@ What he owns 
@ What he sells 


@ How he plans to spend his money 


@ How he sees the future 


WHY JOBBERS GET MAD AT MAJORS— 
AND WHAT CAN BE DONE ABOUT IT page 104 
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in charge of aircraft petroleum service opera- 
tions at leading airports and bases across the 
country. We believe you'll find more Brodie 
Meters in dependable service than any other 
make. This is accounted for by the rugged 
construction, high sustained accuracy and low 
maintenance provided by precision-built Brodie 
Meters. You'll find Brodie Meters everywhere 
in every use wherever petroleum products are 
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Brodie BiRotor Meters are par- 
metered. 


ticularly designed for truck tank 
use in fueling aircraft. 


RALPH N. BRODIE COMPANY > San Leandro, California, U.S.A. 
MT. VERNON, N. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ul. 271 9th Ave. N. 5401 Sheila Street 
REPRESENTATIVES WITH STOCKS SERVICE FACILITIES I#N ALL cireies 
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RING OF FUTURE 


Identifies service station men as for- 
ward-looking. Their business has grown 
many fold in the past few years and 
will continue to grow in the future. 
Today, service stations are an im- 
portant part of America’s daily life... 
an important part of the oil industry... 
and important to your car’s well being. 


LINE OF FRIENDSHIP 


Labels men who like people. Warm, 
friendly men who believe in being help- 
ful. Men you can count on, day in and 
day out, to do the best job possible 
for you. . 


. 
fee 
. 
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LINE OF TRUST 


Marks the men who bear responsibility 
well. Trustworthy men who will take 
expert care of one of your major in- 
vestments—your automobile. 


eeeeeere 


LINE OF SKILL 


Reveals an ability, shared by all service 
station men, to work with hands, Skilled 
hands that can keep an automobile 
happy. Training . . . and the many fine 
products provided by America’s oil 
industry aid this inherent line of skill. 


LINE OF DEPENDABILITY 


Shows that service station men are de- 
pendable citizens. They are important 
members of their communities . . . men 
whose neighbors and millions of motor- 
ists think well of. 


Over 200,000 just like it! 


You'll find men with these qualifications ready to help you, and every 
motorist on every highway and byway throughout America. 
Knowing that experienced and friendly help is as near as the next 
service station makes modern motoring a carefree pleasure. 
America’s service station teams give today’s motorist the road-long 
reassurance that he never drives completely alone. 


= be ee a ed a ee) i 
GIVES DEALERS A “BIG HAND” 


This is the first in a series of advertisements de- 
signed by Ethyl to give the men in the service 
station a “big hand” for the outstanding job they 
do for their customers and their community. 


These ads present the service station man as he 
is—an important man—a useful and valuable mem- 
ber of the community—a solid citizen. 


Ethyl is running this advertising to help estab- 


lish the dealer in his rightful place in the public 
mind. Its objective is also to increase public appre- 
ciation for the important role played by the na- 
tion’s network of service stations in our daily lives. 


Look for this special Service Station series in the 
pages of LIFE, TIME, SATURDAY EVENING POST 
and other leading consumer magazines—starting 
this month. 


ETHYL CORPORATION NEW YORK 17, N. Y. 





A Contamination-Free Product 














No. 187 
Bottom Outlet Type 





with OPW a dl 


Bottom opening 
type. 125 pound. 





linestraine 


No. 387 
Top outlet type. 
125 pound. 


Is your product clean enough, your pump, meter and 
loading valve protected against scale, grit, dirt, rust and 
other foreign materials? 
Be sure! Install OPW Line Strainers in any pipe line 
system for a cleaner product. Tight fit of cage and 

4 é No. 387-F 
screen assures all product passing through strainer. Top outlet type 
Screen areas are many times pipe size for full flow. flanged. 125 pound. 
The simplicity of screen removal, cleaning and replac- 
ing facilitates regular, periodic checkup in the shortest 
possible time. 
Choose your size, type and mesh! 125-pound standard 
or 200-pound high pressure types. Bottom or top outlet 
cage, reinforced for sturdiness and precision fit. Screwed 
or flanged end. Flanges, bolts and gaskets to suit. Strain- 
er meshes from 14 to 300. 














OPW CORPORATION 


2735 Colerain Ave. © Cincinnati 25, Ohio © Kirby 1-5400 A : in ain 


Top outlet type 
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Contents for May 


Trend: Today's jobber handles a wider variety of products 


That’s one major finding of NPN’s latest nationwide jobber survey. You'll find a report 
packed full of useful information about today’s jobber starting on page 95. 


You can make more profit from lube oil sales . . . 


. if you put these useful facts to work. New surveys show motorists need a lot more 


oil than they buy. But they have to be sold . . . page 131 


Should you build a bigger terminal than you need? 


Rite Fuel did and it pays off four ways. This jobbership even has major-company ten- 


ants in its $750,000 barge plant .. . page 117 


Month in Full... 


SPECIAL REPORT 
Today’s Jobber: A survey shows he’s a changing man 


GENERAL 
Why jobbers get mad at their suppliers 
New approach: Why Sun calls it “motor fuel” 


BULK PLANTS and TERMINALS 


How a new terminal pays off four ways................ 117 


MANAGEMENT 
Case study: Ten years to build a $1-million volume 
Take a note and turn your ideas into action 
API plans workshop program at mid-year meeting 


STATIONS 
How an independent puts modern design to work 


LUBRICATION 


New surveys point the way to bigger lube profits....... 131 


FUEL OIL 


Manpower problems? Try pre-testing your applicants..... 133 
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Here’s a three-point program to double your sales........ 136 


That stranger, the dealer 


TRANSPORTATION 
Shell’s pipe line control goes west 


New TEL tanker plows the seas................0ee cece 147 
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Farm business: Is the soil bank program helping you?.... 


West Coast independents try a joint PR effort 
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An advertising manager thinks out loud 
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Supply and Demand 
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Advertisers’ Index 
Associations 

Behind Our Headlines 
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OIL MARKETS AND PRICES 

Oil market reviews 

Refinery & terminal prices. 178 
Prices by tank wagon 

Crude oil prices 
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VYYoripS MIGHTIEST— THE U.S.S. SARATOGA 

iS THE LARGEST, MOST POWERFUL WARSHIP AFLOAT. 

HER FLIGHT DECK MEASURES 1,039’ x 252’... COULD 

ACTUALLY ACCOMMODATE THE S.S.UNITED STATES AND THE 

S.S. QUEEN ELIZABETH SIDE BY SIDE. HER 200,000-HP MAIN ENGINES 
ARE PROTECTED BY OILS DEVELOPED BY THE MAKERS OF MOBILOIL 


LOT an | — 


[SASTEST CAR IN THE WORLD! JOHN COBB'S 
RAILTON SPECIAL ZOOMED ACROSS THE BONNEVILLE 
SALT FLATS AT OVER 403 MPH.... FASTEST SPEED EVER 
ATTAINED BY MAN IN A RACING CAR. TWO 1,300-HP ~ 
ENGINES PROPELLED THIS 3/2-TON GIANT. AND BOTH 
ENGINES WERE PROTECTED ~— BY MOB/LO/L/ 











It it’s the fastest . . . if it’s the first of its kind . . . if 
it’s the largest ever built—if it needs the finest lubrication 
protection—then the chances are it’s lubricated by Mobil. 


WwW YORK 17, N. 


SOCONY MOBIL OIL CO., INC., ana Attiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP 
. ¥.—150 BE. 42nd St. « at 5, ILIANOIS—659 FE. Van Buren St. ¢ BALI 
y VISCONGIN—067 South First Pal . aoa 


MORE 18, MARYLAND—1914 North Charles 
CITY 13, MISSOURI—025 Grand Aves. « D IT 82, MICHIGAN nos West Grand we SS « ST. 
4140 Lindell Blvd. « DA eee i mete Petroleum Co., Magnolia Building « LOS ANGELES 


a -. mLae UKEE 1, 
54, CAL.—General Petroleum Corp., 
Mobil maintains many other ‘cenvenientiy located service offices to give you close and fast 


MISSOURI ~ 
t2 ‘ St., 
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Behind Our Headlines 


What NPN Knows About Jobbers 


N™” and pertinent information about the jobber of 

1957 came out of a fresh survey completed by NPN. 
Our last survey before this was taken in 1953; a study of 
the two sets of findings make a striking comparison. 

An article based on this material starts on p 95. In ad- 
dition, much of the statistical data will be published later 
this month in NPN’s third annual FACTBOOK. 

This is the first of a series of comprehensive articles 
about the jobber segment. The next one, in June, will 
discuss jobber problems, based on a careful sampling. The 
third, in July, will be aimed at helping jobbers become 
more efficient, based on suggestions from successful job- 
bers and informed supplying company executives. 

Later, we'll have a solid article on jobber financing. To 
cap the series, NPN will offer a comprehensive study on 
the future of the jobber. 


Coming: Your Special Dividend 


"Te are getting as hectic around here as a CPA’s 

office at income tax time. For our editors, it’s Fact- 
BOOK time. Staff writer Doris Wells, who is in charge of the 
project, is re-checking for the umpteenth time the thou- 
sands of figures that have been accumulated. 

If you thought the first two FACTBOOKS were good— 
and most of you did—you’ll find this year’s edition even 
better. 

One of the new features will be statistical data on NPN’s 
latest jobber survey, as mentioned above. There will also 
be the compilation of annual reports, a popular feature . . . 
an up-to-date listing of oil company marketing personnel 
. . « data on bulk plants. For the first time, we'll have a 
directory of oil equipment manufacturers. This, with the 
regular TBA directory and buyers’ guide, makes the 1957 
FACTBOOK the most complete source of oil marketing buy- 
ing information that has been developed. 

The postman should be delivering your copy about the 
last week of this month. 

FRANK BREESE, Editor 
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In Neptune Remote Control System, control 


valve at rack opens automatically when ticket is at Metr opolitan Petroleum’s new Bronx Bulk Plant... 


“printed in.” 
Register at rack is accurately synchronized with 


ticket-printing register in office. These Red Seal with Red Seal Remote Control Metering 


meters are 18 years old, still highly accurate. 


Smooth, fast flow of dealers’ trucks through 12 loading bays is 


handled by one man in this modern, automatic bulk plant. Aided by 
Neptune Remote Control Meters, the dispatcher stays inside the 
office, with complete control over every delivery. 

The 12 registers in the office are accurately synchronized with the 
rack meters. When a truck rolls into a bay, the dispatcher “prints in” 
a ticket in the proper office register. This automatically opens a 
Neptune control valve at that bay. No product can be drawn until 
this is done. The action of “printing out” the ticket closes the valve 
again. On his way out, the driver stops at the office just long enough 
to sign the ticket. 

There’s more to this story: All of these Red Seals were salvaged 
from Metropolitan’s old plant and are up to 18 years old. Instead 
of wearing out, they have mellowed into a condition of extremely 
stable accuracy. Now part of a system as modern as tomorrow, 
they’re good for decades more of accurate, dependable service. 


NEPTUNE METER COMPANY 
19 WEST 50TH STREET * NEW YORK 20, N. Y. 





Wide-open run-ways speed traffic. 12 light-fuel ind tectinih ... M@veiiaaiu 
bays are at this end; 16 bunker bays are at far sists ennteaaiiieiat iii 
end. In background is tanker unloading at 


terminal. & 
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How Neptune Meters Make Money and Save for Others: 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the i & 


best that can be bought. We have used just about every type that is on the market . . .” states Mr. ie 
= 


T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. » ao! 
a = “ ra 


SINCLAIR 
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Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


25 in-plant vehicles are refueled through Red Seal 
LP-gas “compact” meter at Torrance, Calif., plant of 
National Supply Co. This fully approved LP-gas meter- 
ing system included all accessories in one safe, easy- 
to-install unit. 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


ne wll Sia 


Small outlay keeps New York dealer's 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 
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This B.E. Goodrich hose is 
20% lighter, much more flexible 


Keeps its shape, stays flexible and strong far longer 


oo discharge hose is so flexible it 
can actually take a U-turn without 
flattening. It keeps its round shape at 
all times, won't collapse to cause shut- 
offs or slow deliveries. 

B.F.Goodrich uses a new braided 
wire and cotton construction to give 
the hose its high flexibility. This makes 
the hose 20% lighter, too, so handling 
is easier. What's more, it’s so much 
stronger that even if crushed, this hose 
springs back to full size—no trouble- 
some pounding back to shape. 

Its thick, tough cover is built for 


rough use. Drag it over concrete or 
gravel driveways—it won't be harmed. 
You can let it stand in gasoline, oil or 
grease without damage. And there's no 
danger of cracking or checking from 
hot sunlight. 

Special rubber compound makes 
the tube of this hose completely gaso- 
line-proof, eliminates a and 
flaking. You have your choice of either 
one-time or reattachable couplings. 
And the wire braid in the reinforc- 
ing plies acts as a static ground to the 
couplings. 


All these improvements add up toa 
better tank hose for faster deliveries, 
reduced operating costs. Your B.F. 
Goodrich distributor can give you more 
information. B.F.Goodrich Industrial 
Products Company, Dept. M-913, Akron 
18, Ohio. 


nu 


B.E Goodrich 
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Letters 


An ad man thinks out loud . . . some provocative 
comments on the anti-good-faith bills . . . the 
controversy over frame-contact hoists 


Every Ad Counts 


To THe Epiror: 

Your round-up of oil company ac- 
tivities “Is Your Advertising Keeping 
In Step?” in the February issue (p. 
112) did an excellent job of summa- 
rizing the problems and opportunities 
in this area. I’m sure it will serve as a 
helpful checklist for many oil company 
advertising managers. 

Some of the points raised may well 
bear a second look. The section, “What 
Should Advertising Do?,” sets forth 
some very defensible objectives or 
purposes. I should like to maintain 
that, as you stated them, they are 
again check points. Many campaigns 
or even individual ads might have 
none or only some of the stated “pur- 
poses,” and not necessarily all of them. 
But this part of your story starts out 
with the veritable key to successful 
communication. This key—which, you 
call “purpose” and I call “objective” 
—is surprisingly often virtually over- 
looked. Too many ads are run with- 
out a recognition of the need for a 
more specific objective than, “Well, 
we want to sell the product. You ad 
fellows are pretty clever, let’s see 
what you come up with.” 

No Slide Rules—As for measuring 
the effectiveness of advertising, certain- 
ly volumes have been published trying 
to slide-rule this one. Naturally, every 
businessman has some manner of 
evaluating whether the hard money he 
paid out for advertising produced 
more than it cost or not. Some of those 
techniques are better than others, and 
some are very much more costly than 
others. None, except the controlled 
cash register count, are definitive. Nor 
do I think they will shortly be. 

For while advertising, which is a 
tool of marketing, must hew closer 


Esso’s Gray: You have to move people 


to results traceable to cause, advertis- 
ing is not a science, and no one, as 
yet, has found a way to produce 
guaranteed advertising results by Uni- 
vac. 

Here at Esso we work closely with 
our own and outside marketing re- 
search groups to learn everything we 
possibly can about our programs. Then 
we combine this information with our 
own knowledge and best business 
judgment for the final decision. 

How much to spend? Where? When? 
and Why? Your round-up certainly 
pointed up the importance of taking 
a good look into these areas. I’m sure 
that all of us do that, not on a spo- 
radic but on a continuing basis. We 
have to, for we must compete in the 
field of advertising just as we do on 
station locations, company position and 
reputation, or anything else. 

Hard and Soft Sell?—Sometimes 
our advertising competes in different 
ways, with different techniques. You 


(Continued on page 10) 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 


rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. Y. 





Letters 


(Continued from page 9) 

have characterized two of these ways 
as “hard sell” and “soft sell.” Which 
is which, and how does one differ 
from the other? 

Take gasoline marketing for one 
example: what is “hard” sell? When 
an ad tries to establish the personality 
of the company or a dealer in the 
company’s products, is this “soft” sell? 
Is it “softer’ in getting some attention 
from that prospective customer for 


that new Super-super-super-super fuel 
with built-in “Whoosh”? Perhaps both 
are needed; perhaps both sell. I don’t 
know. I think both techniques sell, 
sometimes to different people, some- 
times to the same people in different 
ways. 

I cannot agree with one 
ment in your story. It is that 
single ad sells by itself.” 

I believe that every single good ad 
sells! Not only can this be measured 


state- 
“no 





SPEED UP 
Shop 


Service- 


install a 


CURTIS all-purpose single post FRAME LIFT 


e Spotting and lifting chart for 1946 thru 1957 cars furnished 
with each Lift—permits easy spotting and safe Pick-up. 
Faster, easier under-car service. 

Maximum Accessibility ...everything you need to reach at 


your finger tips. 


Relaxes spring suspensions—for more thorough lubrication. 


Wheels hang free. 


Easy servicing of tires and brakes. 


Clear floor space. 


No recess in floor to catch dirt. 
Costs less to buy—less to install, than any type of two-post lift. 


~ COUN, 
r 
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REMEMBER... 


OUR 103rd YEAR 
MANUFACTURING COMPANY 


PNEUMATIC DIVISION 
1965 Kienlen Ave. 


AUTOMOTIVE 
AIR COMPRESSORS 


HIGH PRESSURE 
CAR WASHER 


10 


INDUSTRIAL 


St. Louis 20, Mo. 





by mail-order but by many other ad- 
vertisers as well. Department stores 
know almost to the penny the direct 
result of their advertisement in yes- 
terday’s paper. The point you are 
making is that consistent and contin- 
uous advertising pays off best. Granted. 
And recognizing that some advertising 
is designed to get a “share of mind” 
rather than immediate sales, I must 
maintain that every good advertise- 
ment moves somebody toward the pro- 
duct or the proposition. If I didn’t 
really believe that I'd not feel as con- 
fident about securing results from 
well-planned advertising as I do. 
Thanks for publishing “Is Your 
Advertising Keeping In Step?” 
Rosert M. Gray 
Manager, Advertising Division 
Esso Standard Oil Co. 
New York, N. Y. 


Hitting the Target 


To THE EpiTor: 

The article, “Why Gasoline Adver- 
tising Is Missing the Target” (NPN— 
March p 108), bears out to some ex- 
tent an opinion I have held for some 
time. However, the problem seems to 
be: How can we implement these sug- 
gestions? 

LESLIE CHOYCE 
Manager, Advertising and 
Sales Promotion 
Canadian Petrofina Ltd. 
Montreal, Que. 


To THE Epitor: 

It’s good stuff and should have a 
constructive influence on oil company 
advertising and sales emphasis. 

ARTHUR C. STEWART 

Vice President 

Union Oil Co. of California 
Los Angeles, Calif. 


To THE EDITOR: 

Gasoline advertising is probably one 
of the most difficult forms of adver- 
tising. Just as fast as one company 
improves its products, others do, or 
if they do not, they claim in costly 
advertising that they do. 

Long ago we came to the conclu- 
sion that exaggerated claims for our 
products are ineffective and do more 
harm to the reputation of our com- 
pany than good. We, therefore, at- 
tempt to develop over the long term 
a respect for our company and pres- 
tige for our products, 

J. K. MELVILLE 

Manager, Advertising and 
Sales Promotion 

Home Oil Distributors Ltd. 
Vancouver, B. C. 
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Where Hudson Markets 


To THE Epttor: 
We would like to correct the im- 
pression left by your “Ahead of the 
News” item in the March issue (page 
86) that Hudson Oil Co. had not op- 
erated in Texas prior to its entry into 
Houston. We have operated stations 
for quite some time in Dallas, Fort 
Worth, Odessa, Midland, Amarillo, 
Wichita Falls, Pamp, Brownwood, 
Longview, Sherman, Grand Prairie 
and Kilgore. 
IRVING C, KLINOCK 
General Manager 
Hudson Oil Co. 
Kansas City, Kan. 


Anti-Good-Faith Bill 
To THE EpiTor: 

“What the ‘Anti-Good-Faith’ Bill 
Would Do to Oil Marketing” (NPN— 
March, p98) is fairer than most of 
your articles but is still slanted toward 
suppliers. 

After all the debate, price discrimi- 
nation that substantially lessens com- 
petition or makes for a monopoly is 
still a viciously predatory destroyer to 
the druggist, the grocer, the lease 
service station operator and all small 
businesses. It is anti-free enterprise, 
anti-democratic, anti-American and 
can lead, and has led in other count- 
ries, to government control and so- 
cialism. Then the people vote in a 
dictatorship to get relief. 

Price discrimination is bad for small 
business, bad for the country and 
therefore bad for the supplier and 
the oil industry. 

MILTON F. ALLEN 

Executive Secretary 

Georgia Assn. of Petroleum 
Retailers, Inc. 
Decatur, Ga. 


To THE EpIiTor: 

I believe that this is faithful report- 
ing, but it does seem to ‘me that the 
leading trade magazine of oil market- 
ing should assume some leadership 
and develop out of all those points 
of view what it believes to be the 
solution for the best interests of the 
industry as a whole. 

JOHN HARPER 

Harper Oil Co., Inc. 

Long Island City, N. Y. 


Rep. Patman’s Side 
To THE Epiror: 


Your March issue (page 98) pre- 
sents a biased and misleading picture 
of the Equality of Opportunity Bill, 





H. R. 11 and S. 11. It repeats errone- 
ous statements from the propaganda 
brief prepared by the American Pe- 
troleum Institute. 

You say that the “Clayton Act puts 
the burden of proof on the defend- 
ant to show he . . . is not substan- 
tially lessening competition.” Non- 
sense. Any country lawyer could have 
told you that no law does or could, un- 
der the Constitution, set up a presump- 
tion of guilt and require the accused 


to prove himself innocent. 

Aside from the API brief, which 
also appears in the words of Otis Ellis, 
the most frequently-used authority for 
what this bill does is one William 
Simon, whom you call a “recognized 
expert”. Nonsense again. Simon came 
to prominence as a paid lobbyist 
against this part of the antitrust law 
.... You have Simon saying that an 
oil company “wouldn’t find it eco- 

(Continued on page 12) 
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Constant Flow 
at 20 gallons 
a minute 


Bennett 


Double Action 
BIG (5 Piston Type 


TRANSFER PUMP 


For pumping one gallon or 100, 
Bennett Big G does it easier, 
faster, safer—up to 20 gallons a 
minute and up to a 20 foot lift. 


Bennett Big G hand pumps 
are built with the same preci- 
sion accuracy that have made 
Bennett pumps the standard for 
comparison for accuracy, long 
life and low maintenance cost 
the world over. That’s why you 
find Bennett Big G pumps on 
farms, in garages and service 
stations, on big construction 
jobs, in paint and chemical 
plants, factories and wherever 
dependable, fast, easy-to-use 
transfer pumps are needed. 


Bennett Big G pumps are 
available in a variety of models 
to suit your pumping needs. 


Jo HN Wo 0D C OMPANY Bennett Pump Division Muskegon, Michigan 


(IN CANADA: JOHN Woop Company LIMITED Toronto * Montreal « Winnipeg * Vancouver 








Letters 


(Continued from page 11) 


nomic” to drop prices to all its dealers 
throughout a city in order to meet 
competition. Do you suggest that, as 
an alternative, a major oil company 
will find it more “economic” to let 
small refiners and local distributors of 
off-brands take over the business? 

Then you add that the FTC’s cur- 
rent case against the Pure Oil Co. 
takes the view that prices should have 
been dropped in more than one city. 
More nonsense. FTC’s complaint 
charges an illegal conspiracy to dis- 
criminate, which, if proved, overturns 
the presumption that the discrimina- 
tion was made in “good faith.” 

It is true that some of the oil job- 
bers, for reasons best known to them- 
selves, are opposing the bill . . . You 
didn’t mention that the National Oil 
Marketers Assn—the jobber associa- 
tion which has consistently refused 
major oil company guidance—has re- 
fused to oppose it. Actually, the bill 
extends the same protection to inde- 
pendent wholesalers as it does to re- 
tailers, although it places some respon- 
sibility, too, on the wholesaler—for 
treating his dealers fairly. Whatever 
the reason for some oil wholesalers’ 
opposition, it has to do with oil poli- 
tics, not the function of wholesaling. 

The reason for having some curb 
on discriminatory selling is not as you 
say, to have “soft competition”, but 
to have competition rather than mo- 
nopoly. The practice, if not curbed, 
results in bigger firms destroying 
smaller firms and concentrating all 
business into a few giant combines. 

WRIGHT PATMAN 

Chairman, Select Committee on 
Small Business 

U. S. House of Representatives 


We believe our analysis of the situa- 

tion was accurate and fair to both sides 
of the controversy—and that includes 
the strong views of Representative Pat- 
man, 
Major point in NPN’s article was the 
“complete disagreement” over the kind 
of changes the bill would bring to 
marketing. We noted that this was a 
big reason for growing opposition to the 
bill. 


This disagreement has made under- 
standing almost impossible. Even the 
strongest proponents and opponents ad- 
mit uncertainty over what would happen. 
At best, it would take years of court 
decisions to clarify the situation. 


Frame-Contact Hoists 


To THE Epitor: 

During the past year and a quarter 
I have been directly involved in the 
widespread controversy involving the 
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use and effect of frame-type hoists on 
modern passenger Cars. 

In this period, we have had num- 
erous contacts, mostly by letter, with 
both hoist manufacturers and oil com- 
panies. We have been watching closely 
the apparent increasing popularity of 
frame-type hoists. In this process, we 
have observed a great deal of mis- 
understanding in the allied industries, 
and apparently considerable buck-pas- 
sing and name-calling . . . 

Other than Nationai Petroleum 
News, the trade paper coverage of 
this hoist problem has been rather 
spotty and, in many instances, sketchy 
and inaccurate .. . 

I only wish the problem had been 
called to the attention of American 
Motors six months or a year earlier, 
which would have permitted us to 
make the necessary design changes in 
our present product. 

You are to be commended for 
maintaining your editorial integrity 
and independence in the face of crit- 
icism by uninformed and short-sighted 
representatives of the petroleum and 
hoist industries—also for performing 
a real (if unrecognized) service for 
these same industries, as well as for 
our automobile industry, by bringing 
the background factors into the open. 

L. H. NAGLER 
Safety-Administrative Engineer 
American Motors Corp. 
Detroit, Mich. 


Credit Card Pioneers 
To THE EpiITor: 


Congratulations on your comprehen- 
sive article in the March issue (page 
114) on “Boosting Credit Sales.” 

There is only one thing wrong with 
it. You didn’t give Atlantic credit for 
being the first major oil company to 
use a plastic credit card in its com- 
pany-wide marketing area. We were 
the pioneers who worked with Far- 
rington and overcame some of the 
initial problems . . . 

Incidentally, I would like to com- 
mend NPN for their frequent refer- 
ence to the credit side of petroleum 
marketing. 

WILLIAM STOCKTON 

Manager, Credits and Collections 

Atlantic Refining Co. 
Philadelphia 


What's Your Opinion? 


We'd like to know. Send your 
comments, criticism, sugges- 
tions to: Editor, National Pe- 
troleum News, 330 W. 42nd St., 
New York 36, N.Y. 








Bright Outlook: Morris Baldinger, head of Supreme Petroleum Co. of New 
Jersey, Inc., Somerville, N. J., and his son, Paul, view the future with confi- 
dence. Supreme is another success story of Independent Richfield Distributors. 


“A Bright Future For My Son” 


says Morris Baldinger, 
25 years an Independent Richfield Distributor 


“25 years as an Independent 
Richfield Distributor is a long 
time,” says Morris Baldinger, “but 
I wouldn’t trade it for anything 
else! The business has been won- 
derful to me, and it offers my son, 
Paul, a bright future. That’s why 
we're instituting a station moderni- 
zation and building program. Paul 
had actually chosen medicine as a 
career, but after working for a 
while in the gas and oil business 
with me, he decided to stay in it 
and is taking over when I retire. 


“Doing business with the Richfield 


people is a pleasure, too,” continues 
Morris. “Richfield executives in all 
departments are warm, friendly, 
cooperative. And Richfield does not 
compete with its distributors — in 
fact, Richfield does everything pos- 
sible to help you and to advertise 
the brand vigorously.” 


WOULDN'T YOU like to become 
an Independent Richfield Distribu- 
tor and write y ur own success 
story? Then why don’t you look 
into all the advantages of this big 
“name” brand. Write, wire or phone 
us now! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 
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BOB MELOCHE STANDARD SERVICE, where 4 National 
System helps make a more profitable business 


operation. 


ROBERT E. MELOCHE, Owner of this modern station. 


“Our @lalional System 
saves us °1,800 a year... 


CUSTOMERS’ CHARGES are posted on this National. This saves time, insures accurate records, 


pays for itself every 14 months!” —sob Meloche Standard Service 


Detroit, Mich. 


“In three years’ time our National 
System has proved over and over 
again what a wise investment it 
was!” writes Robert E. Meloche, 
owner of his own service station. ‘‘It 
saves us 15 hours a week in book- 
keeping time and pays for itself every 
14 months! 

“Our National totals and classifies 
all transactions into their respective 
departments. Charges are posted on 
the spot to the customer’s account 


card. This eliminates the old problem 
of forgotten charges and gives our 
customers the added assurance of 
seeing what goes on. The register’s 
four drawers and four attendant totals 
serve to pin point cash shortages and 
increase individual sales incentive. 
“By providing complete control 
and valuable time-savings, our Na- 
tional System HoledE Puleck- 
saves us over Gillen: itelede 
$1,800 a year!” Standard Service 


THE NATIONAL CASH REGISTER COMPARY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


14 


A National System in your service 
station can provide this important pro- 
tection and extra information. Na- 
tionals quickly pay for themselves 
through savings, then continue return- 
ing these savings as added yearly profit. 
Call your nearby National representa- 
tive today. His number is listed in the 
yellow pages of your phone book. 
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Money-Making Ideas 


Some jobber tips on service stations . . . 


Plenty of hot suggestions to get 
more service station business came 
out of the Texas Oil Jobbers Assn.’s 
latest management institute: 

Lubrication stickers—When servic- 
ing a regular customer’s car, a dealer 
can use double stickers. Put one on 
the car door as usual, the other on 
the firewall under the hood. This way, 
oil and lube needs can be checked 
without making the customer open 
the car door. 

Advertising for Help—When plac- 
ing a classified help-wanted advertise- 
ment for service station help, try ask- 
ing for “young men interested in 
learning the petroleum retailing busi- 
ness.” This should bring in_ better 
applicants who—when shown just 
what the service station business is 
and what economic benefits can be 
derived from it—won’t mind trying 
a station attendant’s job. 

Spacing customers—By aiming di- 


rect mail solicitation to hit custom iers 
on days when a station’s busines s is 
at its slack period of the week, a 
better balance of business can r esult. 

Women customers—If a neig hbor- 
hood dealer has any particular day he 
offers “bargains” to build up slack 
business, tie it in with nearby super- 
market “special days.” And then let 
the housewives know about it. 

Dealer Liability—To keep from 
running afoul of employe compensa- 
tion claims, it is often wise for the 
larger dealer to require phiysigal exam- 
inations. He can usually fined a doctor 
willing to give these exami: mtions for 
low, flat rate. 

Insurance Rates—lIt’s s2,id most in- 
surance companies are wi ling to low- 
er rates to a cheaper classification 
on fire and liability hazards if a 
station is kept sparkling clean. There 
is less fire risk involved, one speaker 
at the Texas institute explained. 


Two ways to handle tourist questions 


For dealers on busy tourist routes 
there is always the problem of how 
best to answer the many questions 
motorists ask. Here are two methods 
used by Mobil dealers in the far 
West. 

Wade Crawford in Lone Pine, 
Calif., finds most travelers who stop 
at his station want to know how far 
it is to some other point. So he has 
a large mileage table lettered on the 
wall of his station office. On it he 
lists a few distant cities along with 


An often forgotten feature of the 
checkbook style of credit card is the 
space on the stub where the customer 
can enter the mileage at each gasoline 
purchase. A Mobil dealer in Prescott, 
Ariz., Sam Dodson, promotes use of 
this stub. He says something com- 
plimentary about the car and asks 
the customer what mileage he is get- 
ting. Whatever the answer, Dodson 
has a chance to explain how mileage 
can be recorded on the checkbook 
stub. Once he starts, says Dodson, 
a customer will go out of his way 
to use the check book continuously 
so as not to break the chain of 
record-keeping. 


most of the points of interest tourists 
want to know about, including a 
dozen spots in "Death Valley. 

Carroll Sohr, of Mt. Vernon, Ore ., 
has a slightly different solution. He 
has a big tnap set up on one sick? 
of his station drive on which is 
painted every road, trail and cowpath 
in the region along with camp sites, 
springs and principal landmarks. He 
finds that answers the questions off 
visiting sportmen and _ prospectors; 
alike. id 


Standard Oil Co. (Indiana) bids for 
tourist trade even outside its 15-state 
marketing area with a vacation booklet 
for its customers. In addition to usual 
expense record items, Standard in- 
cludes a checklist for car, house, and 
vacation equipment for motorists to 
fill out before going on a trip. Also 
included in the booklet are lists of 
toll roads, national parks, and state 
traffic laws. Centerfold is a map of 
the United States showing marketing 
areas of Standard and its subsidiaries 
—Utoco, Pan-Am, and Amoco—in 
44 states. The brand symbol of each 
is shown for ready identification by 
Standard customers wherever they go. - 
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To protect his commission agents 
from credit losses, Texaco jobber 
Don Condon, of Ripon, Wis., de- 
ducts a 0.25¢ gal. on fuel oil sales 
from monthly commission checks. The 
money goes into a special fund called 
a Bad Account Reserve. Agents can 
draw on the fund if they have to 
charge off an uncollectable account. 


$ 


A good hand-out item to use in 
soliciting station business from nearby 
residents is a car-polishing cloth im- 
printed with the dealer's name. A 
Humble dealer, L. F. Peck, in Tem- 
ple, Tex., paid $50 for 500 of them. 
He had to start a campaign for local 
trade when a highway diversion took 
away a lot of his transient business. 
Personal calls do bring in mew cus- 
tomers, Peck reports, but it takes 
about three months for volume to 


build up. 
$ 


A program of advertising to motel 
visitors that costs $300 a year draws 
a profitable volume for Shell dealer 
Manuel Lozano, of Mountain View, 
Calif. For guests of two nearby 
motels, he provides regular copies of 
Sunset magazine in a leather binder. 
A full page ad on the inside front 
cover of the binder calls attention 
to the services available at the Lozano 
station. 

$ 


Visitors from elsewhere in the 
Sohio organization can’t miss the wel- 
come they get at Standard of Ohio’s 
Mansfield office. Names of scheduled 
visitors are passed on to the recep- 
tionist who posts them on a special 
bulletin board below a welcome sign. 
It’s the first sight that meets the eye 
of all who enter the division office 
front door. 


$ 


A group of Atlantic dealers in 
Harrisburg, Pa., have been experi- 
menting with battery cartons for drive- 
way displays. It has never been prac- 
tical to set up displays of batteries 
because of their weight, and battery 
cartons in the past were simple con- 
tainers with little eye appeal. For the 
Harrisburg test, Firestone worked out 
a pyramid display, provided extra 
-cartons, a sign and instructions on how 
to glue the cartons together into an 
-easily portable unit. All participating 
-dealers report better sales of batteries. 
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OPW No. II 
LPG NOZZLE 


» 


OPW’s No. 11 LPG Nozzle is 
a specialized valving mechan- 
ism engineered to dispense 
Liquid Petroleum Gas with the 
utmost accuracy, convenience 
and speed employing the 
latest advances in design and 
construction to insure opti- 
mum safety and the most 
positive of flow controls. 

Free Bulletin F-27 gives per- 
formance features and details. 


eo] A, Mere) ite]. 7. Gale). | 


2735 COLERAIN AVENUE 
CINCINNAT 5, OHIO 


Kirby 1-5400 





| 6@ Instead of griping and criticizing 
| everything your competitors do, why 
| not consider that, like the poor, they 
| are always with us. Invite them out 
to lunch once in a while. Try to estab- 
| lish a friendly atmosphere, or maybe 
| go fishing or golfing together occasion- 
| ally instead of just meeting once or 
| twice a year at conventions. I don’t 
| mean that you should get so carried 
away by good feeling that you actually 
| forget he is a competitor. But I do 
assure you that friendly personal con- 
| tacts often minimize mighty trouble- 
some situations.” Frederick H. Meeder, 
| President, Richfield Oil Corp. of New 
York, 


| 6G@1t seems to me that the important 
| thing about profits is what is done 
with them and what they do for 
| people, rather than their absolute size. 
| Our profits are large—and we have to 
| do a big job. I am convinced that 
the vigor and vitality of the Jersey 
| organization, and indeed the whole 
domestic oil industry, which can be 
sustained only by adequate profits, 
will serve our nation and consumers 
| everywhere.” M. J. Rathbone, Pres- 
ident, Standard Oil Co. (New Jersey). 


| 661 would like to point out that the 
principles and procedures used by the 
Middle East Emergency Committee to 
| meet this emergency successfully are 
| not new . . . People in the oil industry, 
| experienced in the application of co- 
ordinated industry effort to meet emer- 
gency situations, constitute an insur- 
ance reservoir that can be called on at 
short notice to meet such situations as 
our industry or country may face. We 
have not failed to meet previous 
| emergencies as they have arisen.” 
Stewart P. Coleman, chairman, Middle 
| East Emergency Committee, and Vice 
| President and Director of Standard Oil 
Co. (New Jersey) before Senate Sub- 
committee. 


6¢ Our antiquated pricing system 
should be discarded, In the future all 
increases or decreases should be on an 
equitable percentage basis and should 
cover all segments: producer, jobber, 
agent and service station operator.” 
Clint Elliott, President, National Oil 
Jobbers Council, before Wisconsin 
Petroleum Assn. 





What They're Saying 


About inviting your competitors to lunch. . . 
| what profits really mean... how MEEC works... 
| and the pipe line limitations of natural gas 


66 The big heating market of the East 
Coast is now served by five pipe lines. 
If gas were to attempt to take on the 
maximum demand of this area, and 
meet it day by day in the heart of 
winter, seventeen additional pipe lines 
would have to be built . . . This pipe 
line limitation gives ground for the de- 
duction that it seems physically im- 
possible for gas to grow so fast as to 
have critical consequences upon oil 
heating.” T. E. Carson, Executive Sec- 
retary, Oil Heat Assn. of Maryland. 


66Too many jobbers seem to feel that 
when they have done their wholesale 
job, when they have put the product 
in the station, their job is done. . . But 
in today’s complex marketing, it’s not 
that simple. A jobber’s organization is 
only as good and as strong as the 
dealers it serves.” Louis W. Leath, vice 
president and general sales manager, 
Sinclair Refining Co. 


66I'm convinced the turbine engine 
is coming. But I’m not convinced it’s 
going to replace the reciprocating en- 
gine. It’s certainly not right around the 
Corner.” Chief engineer of a major oil 
company. 


66 The domestic industry is now in- 
vesting over $4-billion a year on ex- 
ploration and production facilities. . . . 
That tremendous cost shows why oil 
producers need and are clearly entitled 
to 27.5% as a depletion allowance 
before taxes. Actually the cost of 
merely replacing the reserves used up 
in any normal year substantially ex- 
ceeds the allowable deduction for de- 
pletion.” Dr. Robert W. Wilson, chair- 
man of the board, Standard Oil Co. 
(Indiana). 


66 In cases where dual operation ex- 
exists, it is very difficult for an execu- 
tive to carry water on both shoulders. 
The jobber has a natural aversion to 
operation under a man with whom he 
is in direct competition. It is in the 
jobber’s best interest to deal with a 
specialist.” Philip R. Crippen, Jr., Pres- 
ident, Illinois Petroleum Marketers. 


READ Ahead of the News 
. ++ page 87 
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\ Awhere do we go from here... 
And HOW? 


YOU CAN’T FORESEE ALL HIGHWAY RELOCATIONS 
--» BUT YOU CAN PROTECT YOURSELF AGAINST THEM 


Mere’s HOW: Standardize on LUSTERLITE Porcelain Enameled Service Sta- 
tions now. Right away you’ll get the advantages of rapid construction, customer 
attraction, and thrifty maintenance. And as traffic patterns change, you will 
cash in on the big bonus advantage of LUSTERLITE Construction: 


LUSTERLITE Stations can be moved... easily, efficiently, econom- 
ically. You can put them where the business is. And as construction 
costs rise, your LUSTERLITE Stations will grow in value. 


For permanent value... LUSTERLITE Service Stations are your best buy! 
Actual Photos Prove Efficiency of Moving LUSTERLITE Buildings 
-+«May we send them to you? Photographs and specific figures show that it pays 


to move a LUSTERLITE Station where you'd wreck another type of building. 
Write for your free copy of this interesting brochure — no obligation, of course. 


CHICAGO VITREOUS CORPORATION - CICERO 50, ILLINOIS 


LUSTERLITE 


PORCELAIN ENAMELED SERVICE STATIONS 





NOW...DUPONT DELIVERS 
2 GREAT ADDITIVES PRE-MIXED 


NEW combination prevents gel-clogging 
in fuel lines as well as sludge-plugging 


of filters, screens and nozzles 


Now DuPont offers the protective 
qualities of two additives, pre-mixed 
for your convenience: Fuel Oil Addi- 
tive No. 2 (FOA-2) and DuPont 
Metal Deactivator (DMD). Respec- 
tively, they provide outstanding sta- 
tilizing and dispersant action, and 
protection against the effects of cop- 
per contamination. 

The result is a solution that guards 
against practically all the major chem- 
ical causes of oil burner troubles and 
failures. 

The new additive is available in two 
different concentrations. One, FOA- 
208, is composed of 8% DMD and 
92% FOA-2. The other, FOA-212, is 
a 12% DMD, 88% FOA-2 solution. 


Stabilizer and dispersant 
The stabilizing action of DuPont 
FOA-2 retards the formation of insolu- 
ble residues during bulk storage and 
in customers’ tanks. The dispersant ac- 
tion of FOA-2 reduces the size of the 
particles in any residues that may 
form. 

In these two ways, it prevents a 
build-up of sludge that causes clog- 
ging of filters, screens and nozzles. 


Prevents gel-clogging 
Clogged fuel lines are generally due 


to the formation of a gelatinous ma- 


terial. This is frequently caused by 
contamination from copper in screens, 
feed lines, valves and other fuel han- 
dling equipment. DMD prevents this 
effect of copper contamination . . 
thus preventing the need for many 
service calls due to gel-clogged fuel 
lines. 

Now, it is possible for refiners to 
add this complete three-way protec- 
tion in a single operation. For best 
results, DuPont FOA-208 or 212 
should be added to freshly prepared 
stocks at the refinery. 


GU PONT 


8E6.u.5 Pat.orf 


Better Things for Better Living 
. « « through Chemistry 


Petroleum Chemicals 


E.1. DU PONT DE NEMOURS & co. (INC.) + Petroleum Chemicals Division - Wilmington 98, Delaware 





American Potash & Chemical Corporation, through its subsidiary, 
American Lithium Chemicals, Inc., is a basic supplier of Lithium 
Hydroxide Monohydrate — vital to high quality multi-purpose greases. 


GREASE 


One grease...in place of many 
...£0r industrial lubrication needs! 


Ce ae ee ee “ONE-TYPE” grease for every purpose can now prevent the 
. . misapplication of lubricants in equipment, provide economies in 
gic hear provides storekeeping and manpower by eliminating special-purpose grease 
ese outstanding properties... products. Lithium-base, multi-purpose lubricants simplify 
Water resistance maintenance and minimize dispensing equipment required in 
+ High temperature bearing performance industrial, farm and mobile equipment. A vital ingredient in 
+ Low temperature pumpability | a these tough and versatile greases is Lithium Hydroxide 
: ptenoanpernet oberon stability Monohydrate, which imparts the ability to withstand wide 
o feat ond pty prevention ranges in temperature, water contamination and variable loads 
and speeds. For everything—from electric motors to locomotives — 
lithium-base greases will do the job and do it better. 





PE Eee 





Write for informational bulletin containing technical data on Trona* Lithium Hydroxide Monohydrate. 


LED American Potash & Chemical Corporation ~~ 


OFFICES - 3030 West Sixth Street, Los Angeles 54, California 
99 Park Avenue, New York 16, New York 
Producers of: BORAX « POTASH + SODA ASH + SALT CAKE « LITHIUM » BROMINE + CHLORATES + PERCHLORATES 235 Montgomery Street, San Francisco 4, California 
* MANGANESE DIOXIDE + and a diversified line of specialized agricultural and refrigerant chemicals 1320 S.W. Broadway, Portland 1, Oregon 
214 Walton Building, Atlanta 3, Georgia 
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Tee Tank Truck Meter 


with pre-set flow control 





Set gallonage in advance—you need never leave 
the nozzle! Tokheim PRE-SET FLOW CON- 


TROL does the rest! Stays on full flow longer— 
saves pumping time. Smoothly, automatically 
reduces to secondary flow of 11 g.p.m.— within 


A Tokheim dual meter installation. The extraordinary 
flexibility of Tokheim equipment permits such instal- 
lations to be made with maximum ease. 


three seconds of full delivery. Gently cushions 


stop—eliminates shock. Saves strain on pipe- CHECK THESE IMPORTANT PERATURES 
fittings and meter—prolongs equipment life. OF THE NEW MODEL 635! 

Accurately records gallonage delivered. Ticket 
Printer optional. Especially designed for tank 
trucks, bulk plants, airports, industry. See your 
Tokheim representative or write factory for 
literature and prices on this new Model 635. 


40 g.p.m. capacity—11 g.p.m. in last 3 seconds. 
Pre-set flow control determines gallonage—frees the 
operator—cushions shut-off. 
Standard 142” flanged inlet and outlet of meter, air 
separator and back-pressure valve. 
Same positive piston displacement-type measuring 
unit as in Tokheim Computer Pumps. 
Veeder-Root Register and Totalizer—exclusive, lever- 
type wheel settings. 

® Air separator inlet and strainer are reversible. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE S!NCE 1901 FORT WAYNE 1, INDIANA 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
in Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 
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“SUanoan Royal-T 


FIXTURE 


on ALL counts!’ 


««-flield proven! 


Guardian originated the Royal-T *—the island 
fixture that set the pattern for the whole 
industry—built it to the highest engineering 


and construction standards. And the 





Guardian Royal-T has been field tested 


and field proven for a full year! 


Get the facts; write for the bulletin that 
shows why the Royal-T is still first in 
preference—by a mile! 


*Patent Applied For 


ovanoian_fightcomrany 


SOO NORTH BLVD. OAK PARK, ILLINOIS 
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YOUR PURCHASE 


GALLONS 


808 


PRICE PER GAULON 





























rT i, 








THE GILBARCO Eee aceu reas 























YOUR BRAND STANDS OUT 
—AT THE POINT OF SALE! 


Your brand always stands out when the Sales-Maker helps merchandise 
your gasoline. And billboard-type brand panels are just one advantage of 
this great pump. For everything—yes, everything you want in a gasoline 
pump you'll find in the Sales-Maker. Attractive appearance? Compare it 
with any other pump you ever saw! Enduring dependability? For solid, 
rugged design, the Sales-Maker is in a class by itself. Ease of maintenance? 
Ask your mechanics if they’ve ever seen an easier, faster pump to work 
on! Quiet operation? Here again the Sales-Maker invites comparison with 
any other gasoline pump ever made. 


MONO-FRAME CONSTRUCTION one-piece 


steel frame eliminates top and side panels. Rigid, rugged construction 
guarantees better protection to internal components, longer life. 


LOW-COST MAINTENANCE -pdeep aie- 


formed, divided panels are easy to remove, provide immediate and complete 
access, reduce damage costs since replacement is quick and inexpensive. 


SUPER-ACCURATE METER -Gitbarco’s four- 


piston meter measures with split-drop accuracy—is field-proven in every 
corner of the world. 


Before deciding on any gasoline pump, 
be sure to investigate all the outstand- 
ing advantages of the Gilbarco saLEs- 
MAKER. Write today for a complete, 
illustrated brochure. 








New Standard plant foods help the West 
produce better meals at less cost 


“Ne 


$e) gag “4 
Sie - Pi i thy rT; ie ii Me , 
iy? ihe. A 


itt 4° fd *. Vis 


ys * ot 


. "4 fhe ‘ . 

+ “ar a, OG 7) MBA 4, " \ yi he , 
iste bi Ui; bi f nt is i) 

a Ay Oh 1 

nye ia Wi / Wp ‘vile ‘ ty 


(4 (% iy Wag WAY, Hi pt 
Ns MEE nie / R a A} vi if git ti iy wy 
vy ieee Peat, 





Progress in the West means... 


) eee 
Broadcasting of Standard’s new uniform he os Blended plant hed 
by airplane can turn sparse hilly acres into rich pasture for livestock 


RICHER SOIL means better crops, yet the West has never had food production must increase 
enough soil-building fertilizer. To help meet farmers’ needs, 35% to feed the 26/2 million 
Standard opens a $16 million plant next month which will pro- peapte whe'l five here hy 3868 
duce petroleum-derived plant food* in pellet form for Western 
soils and crops. 

This uniform blend of essential plant growth elements is so effec- 
tive that 400 pounds on an acre of grassland often enables it to 
feed 3 to 5 times more livestock. On other crops, too, it increases 
profits per acre. With this better use of Western land, your family 
will get tastier, more nourishing meals for every budget dollar. 











*One of many ORTHO PLANT FOODS, made and sold by Standard’s wholly-owned subsidiary, California Spray-Chemical Corp. 


STANDARD OIL COMPANY OF CALIFORNIA 


puts petroleum progress to work for you 
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THREE SELOIL CABINETS... 
A Model For Every Need 
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LOWBOY MODEL 56 


_DELUXE MODEL 72 


Shop here tor 


- TBA MODEL 60 


SFLOUL helps the man on the driveway! 
SLLOUL wots more motor oil at eye-level display! 


Because it makes the selling job easy, SELOIL helps the 
man on the driveway sell more Motor Oil. It saves time and 
steps. It puts everything needed to complete the sale at 
his fingertips . . . Motor Oil, can-cutter, and easy disposal 
of empty cans. 


SELOIL places a colorful, mass display of Motor Oil at 
easy-to-see eye level . . . near the customer and near the 
driveway salesman. Promotes better housekeeping because 
empty oil cans are drained and disposed of within the 
cabinet. You'll keep a cleaner station, give better service, 
and get more sales when you organize Motor Oil selling 
with a SELOIL Cabinet. 


All three models are equipped with overnight Locking 
Covers to eliminate lugging displays in and out of the sta- 
tion at night. 


The new TBA 60 SELOIL Cabinet has two shelves on 
each side for display of TBA specialty items plus a built-in 
windshield tissue cabinet which holds one standard-size 
pack of towels. Overnight locking covers are easily converted 
to be used as A-Type sidewalk signs. 


PRICES (FOB Greensboro, N. C.) 
@ Lowboy Model 56 $ 84.60 
@ Deluxe Model 72 $ 92.60 
@ TBA Model 60 $138.00 


< Increase Motor Oil Sales 
‘ Speed Up Driveway Service 
‘\. Promote Station Cleanliness 


SELOM 


x 


ca 





yr Inquiries To 


MODERN METAL PRODUCTS COMPANY 


P.O. Box 1798 
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Greensboro, N. C. 
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Just as Fram research and pioneering brought Only FRAM 
you a great oil filter market, Fram now brings 
you a giant new sales opportunity. Almost 50% has this feature! 
of the new 1957 cars are equipped with filtronic 
type air filters—a tremendous new source of 
cartridge profits for you and your dealers. 
Like Fram Oil Filter Cartridges, the new Fram 
Filtronic Carburetor Air Filter Cartridges are 
individually engineered to car factory specifica- 
tions—there is a Fram Cartridge for every 
requirement. Exclusive Fram patented built-in 
gasket absolutely prevents by-passing of dirty 
air. This Fram Cartridge has the highest filter- 
ing efficiency ever attained: 99.+%! And, that 
efficiency is maintained throughout its life. 
Cartridge replacement is clean and easy, too. 
New developments like this from FRam are 
just more proof that America’s best known, 
most advanced filter line belongs in your TBA 
program. Write or phone now for details that FRAM patented built-in 


ne ee ee ee gasket absolutely prevents 
*New FRAM Filtronic Carburetor Air Fiiter by-passing of dirty air! 
original equipment on these 1957 engines 

Continental » Ford + Lincoln « Mercury + Thunderbird « Turnpike 7ixD 

Cruiser » Packard » Studebaker » American LaFrance « Autocar 

Clark « Cummins « Diamond T « Divco « Continental Motors 


General Supply » Harley Davidson + Lycoming « Reo » Sheppard FRAM patented, built-in 

FRAM OFFERS A COMPLETE LINE OF REPLACEMENTS FOR gasket forms a perfect 

OTHER CARS EQUIPPED WITH A “FILTRONIC” TYPE CARBUR- air-tight seal. 

ETOR AIR FILTER: Imperial + Chrysler « Dodge « DeSoto 

Plymouth ss 
> All air must pass through 


FRAM Corporation, Providence 16, R.1. the filtering material. 
Fram Canada Ltd., Stratford, Ontario 





OIL * AIR * FUEL * WATER 
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Car manufacturers, car dealers, service depart- 
ments, and gas stations everywhere favor the 
“Frame-Kontact” method of lifting vehicles. 
After using ‘“Frame-Kontact” Hoists, many 
shops are finding it practical and profitable to 
equip every mechanic with one. The current 
trend in car design—with parts accessible under 
the car, instead of under the hood—makes 
“Frame-Kontact”’ lifting a must for economical 
service and repair. 





GLOBE “CONTINENTAL” ADAPTERS MAXIMUM ACCESSIBILITY Profits from service on a “‘Frame-Kontact” 
ACCOMMODATE ALL FRAMES “Frame-Kontact” design leaves the | Hoist are greater, because less time has to be 
entire underbody completely acces- | spent on the job. Mechanics work faster and do 
sible for lube, replacement and repair | better work. Servicing can be completed in 30 
work. Wheels and suspensions hang | to 60% of flat time estimates. In addition, 75% of 


free... all lube points, as well as muffler, 
brakes, rear end, springs, transmission, 
and starter are within easy reach. 


all repair and maintenance jobs can be handled 
more profitably on a ‘“‘Frame-Kontact’’ Hoist. 


Equipped with the new “Continental” 


Adapters, ‘““Frame-Kontact” Hoists lift ay @>- 

every car on the road today. Solid, be » UU i FREE! "FRAME 

widely-spaced support is given the car cane “ ONTACT” 

frame. European cars, “unitized” bodies, “e! The Decem mber po oe 

jeeps, light trucks, convertibles, even Hoist Data B ulletin , anus of the G 

three wheelers are readily lifted. Structions for 1957¢8 n gi rs, Wate ncte lifting ee 
or your copy, 


GLOBE PATENTS The world-famous principle of “Frame-Kontact” lifting was 
invented, patented, pioneered, and licensed by Globe Hoist Company. It is covered 
by the following U.S. Patents: 2458986—~ 2593630 — 2583635 — 2612344— 2612355— 
2654443. Other U.S. and foreign patents issued and pending. 


sf ' 
8. _. 
WORLD'S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 
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FEDERAL HIGHWAY PROGRAM 
PAVES WAY TO GREATER 


SERVICE STATION VOLUME 
a 7 





Increased travel created by 
new roads will benefit all. 
The 33-billion dollar federal highway program is sure 


to bring business to service stations everywhere. 

For the more good roads the country has, the more 
Americans will travel to all parts of the land, stopping 
at stations on and off these new highways. 

But new highways are not alone in stimulating 
travel. Cities Service Dealers do likewise with free 
maps and information from the Cities Service Touring 
Bureau. 

The Touring Bureau plans best routes to fit the time 
schedule and purpose of each customer's trip. 

Thus, Cities Service Dealers build travel, build good 
will, and build business simultaneously. 





Station Dollar Volume to 
Increase 26% by 1960! 


Things look good for the alert service station 
operator. 

Average dollar volume is expected to rise 
26% by 1960 and nearly 50% by 1966! 

Based on past history, the outlook is even 
brighter for Cities Service Dealers. In the last 
ten years, Cities Service station volume has 
increased 60% ! 








Cities Service Backs Dealers and 
Distributors with Biggest 
Advertising Push Yet 


400 radio stations...600 news- 
papers...top rated television 
shows...and countless posters 
and billboards are now telling 
motorists of the greatest gaso- 
lene development in Cities 
Service history. 

Never before has Cities 
Service advertised so heavily, 
so constantly...and never be- 
fore has it had a better story 
to tell. 

For Cities Service has 


mot 


scooped the petroleum industry with new fuels for every type 
of car, not just a single new premium fuel. 
Already, Cities Service Dealers report large sales increases 


from these new gasolenes . . 


.and all agree the best is yet to 


come. The big Cities Service advertising push assures it. 
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Cities Service Dealer Sells 
$1452 Worth of Tires inOne Month! 


Frank Capuro’s secret is 
simple. 

First, he decorated his Phil- 
lipsburg, N. J. station with 
pennants ...next, strung tires 
from the pump island...then 
placed handbills and tire in- 
spection reports on cars for 
miles around. 

Result: with materials avail- 
able to any Cities Service 
Dealer, Frank sold $1452 
worth of tires and tubes in 
one month. Who says it can’t 


be done! 


Cash in on Bigger Profits as a 
Cities Service Dealer or Distributor 


Never before has the outlook for Cities Service 
dealers and distributors been more profitable. Never 
before has Cities Service offered so much incentive, 
so much assistance to new dealers and distributors. 

If you're interested in the full Cities Service story 
write: Cities Service Oil Company, Sixty Wall Tower, 


New York 5, N. Y. 








This is the big difference in the 


new TRAILMOBILE ALUMINUM 
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tank trailer 


May, 1957 + NATIONAL PETROLEUM NEWS 


All tank trailers look pretty much alike on 
the outside. But there’s often a world of dif- 
ference on the inside—where the tremendous 
forces of surging loads and road stresses need 
to be contained. 

In the new Trailmobile aluminum tank a 
unique network of interior reinforcing mem- 
bers absorb and distribute these forces evenly 
over the tank shell. These strong internal 
structural members prevent the occurrence 
of fatigue points which ultimately show up in 
the form of leakage. And when you consider 
that there’s as much as 7% more payload 
capacity in aluminum tanks than in steel, it 
is important that you buy the kind of con- 
struction that will keep this extra capacity 
in profitable service. 

This is exactly what you get when you 
specify Trailmobile. 


Super Strength in the Shell retains the time 
proven Trailmobile internal design which 
includes dimpled heads reinforced with “V” 
shaped and wedge shaped stiffeners. 

Deep reinforcing structural members over 
the running gear, landing gear and fifth wheel 
absorb and dissipate the upward forces which 
concentrate in these areas. All of these mem- 
bers are firmly welded between bulkheads and 
baffles and to the tank shell. 

This entirely new internal structure—fab- 
ricated of the latest aluminum alloys—is 
helping Trailmobile aluminum tanks roll up 
record profit miles. TR-473 


TRAILMOBILE inc. 


Cincinnati 9, Ohio ¢ Springfield, Missouri 
Longview, Texas « Berkeley 10, California 








“Advertised-in-LIFE” 
clocks up more sales 


Automotive accessory ads in LIFE work di- 
rectly for you, by giving the right message to 
the right people in your neighborhood . . . be- 
cause in every average community right across 
the map LIFE reaches more car owning house- 
holds than any other weekly magazine. 


LIFE creates a pre-sold market—which be- 


comes your market ‘when you stock and 
feature the products advertised in LIFE week 
after week. 


Join the happy band of auto dealers, service 
stations, parts outlets and garage operators 
who are building more business with the aid 
of “‘Advertised-in-LIFE.” 








YOU GET MORE OUT OF 
‘““ADVERTISED-IN-LIFE”’ 


Because LIFE reaches 
more automobile owners 


An average issue is read by 30.4% 
of all car owning households. 


Because LIFE reaches 
more people everywhere 


Weekly circulation 

5,714,310 
4,861,638 
4,189,004 


Saturday Evening Post 
Look (bi-weekly) 


Sources: A.B.C. Publishers Statement (Jan.-June 1956) 
A Study of the Household Accumulative Audience of LIFE. 
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FRAM-WARNER LEWIS 


NEW VERTICAL SEPARATOR / FILTER 


FOR WATER AND SOLIDS 
REMOVAL FROM LIQUID FUELS 


OPERATES ON LIQUID FUELS 

(JP-3, JP-4, JP-5, AVIATION GASOLINE, 
KEROSENE, DIESEL FUEL, NO. 2 FUEL OIL, 
SOLVENTS, AROMATICS, ETC.) 


REVOLUTIONARY FEATURES TO SIMPLIFY MAINTENANCE 
(SWING BOLT COVER WITH MECHANICAL 
LIFTING JACK, SCREW, BASE CARTRIDGES) 


GOVERNMENT TESTED AND APPROVED — 
MEETS CURRENT MILITARY SPECIFICATIONS 


MANUFACTURED BY WORLD LEADER IN 
FILTRATION AND SEPARATION < ate 


DESIGNED FOR ANY CODE OR PRESSURE REQUIREMENT ‘agian 
} Sb od Sai Beet 
>, eee cai ae Ps naire S 
C : eo polit ' 


TOP EFFICIENCY ON WATER AND SOLIDS REMOVAL ee 7 
SPECIALLY DESIGNED. FOR 


REFINERY, MARKETING, MARINE, 
AIR FIELD, AND GOVERNMENT APPLICATION 


WARNER | 


PGA Divisio" OF FRAM CORPORATION — 
Company TREPRESENTATIVES IN MAJOR CITIES 7 


“Jn Conede: PRAM CANADA LTD., Sivetferd, Ontorio 
BOX 3096 eTULSA OKLAHOMA fam Hts 
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ADVERTISEMENT 


There are only two types of motors you can 
specify for service-station compressor use — 
repulsion-induction or capacitor. But one 

of them can help save your company 


thousands of dollars yearly . . . 


ARE YOU MAKING THE RIGHT CHOICE? 


You’ve often heard the lament— 
“It’s not the original cost, IT’S THE 
UPKEEP!”’ This is the key to the con- 
troversy over whether single phase 
repulsion-induction motors or capaci- 
tor-start motors are best for service 
station compressors. 

On the surface, there appears to be 
little to recommend one type over the 
other. Both perform satisfactorily on 
pump and compressor applications; 
they are competitive with each other in 
price; and both conform to NEMA 
motor specifications (although the ca- 
pacitor motor is shorter in length and 
is about 30% lighter on a rating-for- 
rating basis). 

So much for the “original cost’. And 
so much for the similarities between 
these two motor types. From this 
point on, the wrong choice can cost 
your company thousands of dollars in 
unnecessary ‘“upkeep’’. Here’s why: 

The capacitor motor is simpler and 
sturdier than the repulsion-induction 
motor. Simplicity means less main- 
tenance and greater reliability. How 
much simpler determines how much 
less maintenance—and therefore how 
much money you can save. So let’s 
compare the construction of these two 
motor types—feature by feature. 


1. THE CAPACITOR MOTOR HAS NO 
BRUSHES, while the repulsion-induction 
motor uses brushes. These brushes wear 
and stick in the brush holder and require 
periodic inspection and replacement. 
In addition, they are easily fouled by 
bits of dirt and grit, and wear out 
quickly in sandy environments—im- 
portant considerations in service station 
applications. 


2. THE CAPACITOR MOTOR HAS NO 
COMMUTATOR—the repulsion-induc- 


tion motor does. As you probably know, 
a commutator gets rough, particularly 
if there is sand or dirt in the air. It 
requires constant maintenance, and a 
badly pitted commutator causes motor 
failure. 

A second major disadvantage con- 
cerns the soldered connections on the 
commutator. When the rotor of the 
repulsion-induction motor overheats 
due «to heavy overloads, the soldered 
connections melt and solder is literally 
thrown from the commutator. If only 
one of these connections becomes un- 
soldered, motor failure results. 


3. THE CAPACITOR MOTOR RESISTS 
HEAT MORE SUCCESSFULLY. Rotor 
temperatures of a single phase motor 
average 50% higher than the stator 
temperature. The repulsion-induction 
motor has a wound rotor with many 
coils of wire which are vulnerable to 
this higher temperature. The capacitor 
motor has a solid casting which is im- 
pervious to it. This assures longer life 
for the capacitor motor. 


4. THE CAPACITOR MOTOR USES A 
SIMPLE SWITCH TO DISCONNECT THE 
STARTING WINDING. Every time a 
motor is started, the starting winding 
operates to produce starting torque. 
When running speed is reached, this 
winding is disconnected from the 
electrical circuit. In a capacitor motor 
this disconnection is usually accom- 
plished by a simple, highly reliable, 
centrifugally-operated mechanism and 
totally-enclosed switch. To accomplish 
the same operation, the repulsion- 
induction motor requires an intricate 
construction of push rods or other 
mechanisms that run through the rotor 
to lift the brushes and short the commu- 
tator segments. 
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5. THE CAPACITOR MOTOR HAS PER- 
MANENT ELECTRICAL CHARACTERIS- 
TICS. The characteristics of the ca- 
pacitor motor are permanent because 
they are cast into the motor. They 
cannot change with brush variations 
as the characteristics of the repulsion- 
induction motor can change when dirt 
and grime wear the brushes, or when 
the brush rigging is out of adjustment. 

These and other mechanical features 
of the capacitor motor mean simplicity. 
And simplicity means reduced main- 
tenance costs. 

In the face of this evidence, you 
might logically ask “Why have re- 
pulsion-induction motors been used in 
the past?” In years past, before the 
advent of General Electric’s Tri/Clad 
55* capacitor motor line, capacitor 
motors often came off second-best to 
repulsion-induction motors in starting 
torque and sometimes in running 
speeds. The modern Tri/Clad 55 
motor, however, performs just as 
capably (and much more reliably) on 
compressor applications across the 
board. You no longer have to pay a 
high maintenance premium in order to 
get high starting torques and running 
speeds, because the G-E Tri/Clad 55 
capacitor motor gives you both of these 
features—plus long motor life and vir- 
tually maintenance-free service. 

To learn more about how G-E Tri/ 
Clad 55 motors can help your company 
reduce costs, simply contact your 
nearby G-E Apparatus Sales Office; or 
write: Sect. 840-7, General Electric Co., 
Schenectady 5, N. Y. and ask for 
bulletin GEA-6240 and GEC-1419. 
*Reg. Trademark of General Electric Co. 


Progress /s Our Most Important Product 
GENERAL @® ELECTRIC 


35 
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: im. from U. S. Rubber, the world’s pioneer 
oil hose manufacturer, comes new additions 
to its line of Amazon® petroleum dock hose. 
There is a hose for every requirement—dock, 
barge loadirig and general loading services 

rough bore or smooth, for extra high or 
normal working pressures. 


Each hose has qualities that cannot be found 
in any other make hose of similar type — 
qualities of easier handling, greater flexibility, 
higher hydrostatic value — all of which make 
U. S. Amazon superior to any other hose 

on the market. 


The new, complete line of U. S. Amazon 
petroleum transport hose is obtainable at any 
of the 28 District Sales Offices, or by 
contacting us at Rockefeller Center, New 
York 20, N. Y. In Canada, Dominion 

Rubber Co., Ltd. 


Mahi od Din 
United States Rubber 
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opened up 
a 


“Closed 


Market’ 


Charles A. Vanlandingham 
was told the competition 
was plenty tough, 

but with Shell 

he put himself ahead 


of competition 


* 
83 


@ When Charles Vanlandingham opened a Shell station 
in Portland, Oregon, in 1953, this was the situation: 


The neighborhood was settled . . . no chance of a busi- 
ness boom bringing in more people. And there were plenty 
of well-established service stations taking good care of the 
neighborhood’s business. 


Here’s how Van got more than his share of this market. 
The first step was to hold daily “skull sessions’ with the 
Shell merchandising man. After studying the neighborhood 
and its potential, they agreed that the best plan was a 
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door-to-door campaign. So Van went out to meet 
his market. 


He rang doorbells and spoke to housewives and 
husbands .. . told them in a friendly way he’d like 
to service their cars. The personal touch paid off. 
Gradually folks started coming in... more and 
more each day! And once they came in, Van sold 
*em solid with fast, friendly service. 

The next job was to make all these people 
regular customers. Van did this by following the 
exclusive Shellubrication program to the letter. 
With Shell’s special lubrication cards and simpli- 
fied follow-up system, he was able to give the finest 
service in town and keep close tabs on hundreds of 
customers. His Shellubrication file now lists over 
400 regular customers, and it’s growing in leaps 
and bounds. 

Another favorite business booster of Van’s is 
direct mail. Van sends out about 9,000 cards a year 
to folks in the neighborhood, across town and out- 


Van's super Service includes pick-up and 
delivery of his customers’ cars. Here he takes 
an order on Shell’s exclusive easy-to-read 
customer receipt form. 


of-town. They carry messages like “Thanks for 
calling,” ‘“Time to lubricate” and ““We’re open 
around the clock.” 

These mailings must bring in a lot of customers 
because Van’s gallonage has jumped from 18,000 
gallons a month in ’53 to 40,000 gallons a month 
today. 

A big part of Van’s business is TBA sales. These 
were going along fine even before Shell introduced 
its TBA deferred-payment plan for credit card 
holders. Now TBA sales are going along at a fan- 
tastic clip! According to Van, Shell’s pay-later plan 
accounts for a substantial increase in TBA sales. 

Everything’s up at Van’s station . . . gallonage, 
TBA sales, and the number of regular customers. 
And it looks like they’re going only one way in the 
future . .. up even more! 

Yes, Van is a salesman. But as he has said him- 
self, ‘A salesman is only as good as his product. 
It’s lots easier when you’re selling Shell!”’ 


Van and his men specialize in quick, efficient 
service. Asa result, they’ve more than doubled 
the station’s gallonage in 3 short years. 


It pays to be a Shell Dealer 
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“’..and the fight was on!” 
said Mr. Mulrooney. 


Electric Auto-Lite Co. 
Toledo 1, Ohio 


Gentlemen: 


I am a peace-loving man and try very hard to be reasonable for a proper 
period of time before losing my temper. Yesterday, for example, I am 
repairing the fence when Mrs. Mulrooney yells from the garage that our year- 
old car is running in fits and spurts and what should she do about it. 


So, I say to stop in at Dennis O'Reilly's Frantic Service Station and have the man 
put in some new spark plugs. Yelling after her, I add, "Tell him, POWER TIP." 


You see, I pride myself on being an informed person and have been reading 
your Auto-Lite advertising in the magazines. With that I go back to figuring 
how I can take the longest possible rest period and still be hard at work by 
the time my good wife comes up the driveway. 


My timing is perfect and I retrieve the hammer just as she returns. Interested, 
as I always am, in where my money goes, I lift the hood to inspect my new 

Power Tips. "There must be some mistake," I say calmly to Mrs. Mulrooney, 
"these are not Power Tips like I asked you to get. WHY?" 


"Now, Michael," says Mrs. M., "don't get upset! Mr. O'Reilly wasn't there 
but the nice young man who works for him said as far as he knows these are 
just as good... and what difference does it make since these are the kind 
of spark plugs that came with the car in the first place. So there!" 


With that I lower the hood somewhat gingerly! My good, kind, considerate. wife 

(removing her hands from her ears) calls after me, "Michael, your blood pressure !" 
as I leave to have a nice friendly visit 
with Mr. O'Reilly and his helper on the 
subject of spark plugs. 








THE PROTRUDING TIP 
MAKES THE 
BIG DIFFERENCE! 


"I lowered +he hood gingerly !” 


Only 9 POWER TIP numbers give you coverage of 
all these cars with overhead-valve V-8 engines*.. . 


BUICK » CADILLAC * CHEVROLET » CHRYSLER » DE SOTO + DODGE 
FORD * HUDSON « IMPERIAL * LINCOLN * MERCURY « STUDEBAKER 
NASH * OLDSMOBILE * PACKARD * PLYMOUTH * PONTIAC *RAMBLER 


*And most 6-cylinder engines with overhead valves. 
Ordinary Plug Tip New Power Tip Auto-Lite also makes a complete line of conventional spark plugs for all cars. 





"Honest, Mr. Mulrooney," says the nice young man, "Mr. O'Reilly has never told 
me anything special about Power Tip and I figure one plug'’s as good as 
another. Besides -- "* 


"My boy," says I, calmly and pleasantly, "this new Auto-Lite Resistor Spark 
Plug with Power Tip is the first spark plug that has been specially designed 
for present day overhead-valve V-8 high-compression engines. Make a mental 
note of that, if you will. Furthermore, I have on good authority, that 

Power Tip ‘fires up’ your engine at all speeds. That is because, and I quote 
-- ‘the protruding tip gets hot enough at low speeds to resist fouling and at 
high speeds checks pre-ignition because the tip keeps comparatively cool’ -- 


"And what would you know about keeping cool, Mr. Mulrooney?" interrupts Mr. 
O'Reilly. "Furthermore, I'm perfectly capable of telling my helper these 
things about Power Tip which are true but which I, a mechanic, am more liable 
to explain clearly than you! First time I had a moment I was -- " 


"Sure, Mr. O'Reilly, the first time you had a moment -- in the meantime the lad 
gets blamed for not knowing something you meant to tell him only you didn't. 
He's the one who is meeting your customers and telling them all spark plugs are 
alike, while you, knowing better, sit back on your over-stuffed ... " 


"Careful, Mr. Mulrooney," says Mr. O'Reilly, 
"I'm a proud man and even if I do thank you for 
favoring me with your business you can't... 
And the fight was on! 





"Careful, Mr. Mulrooney...lm @ proud men!” 


"I'm sorry, Dennis," says I after the lad separates us, “but I'm thinking 
your customers are entitled to know that this new Power Tip has been tested 
in every make of car and is the first spark plug that delivers top performance 
both in town and on the road -- in today’s engines at today's driving speeds!" 


"You're right, Michael, I'll have a talk with the lad right after he finishes 
putting Power Tips in your engine, which will indeed make your car run better -- 
even with your horrible driving -- " 


"Careful, Mr. O'Reilly," says I, “remember I'm a mild-mannered man but -- " 


So that's how it was and, looking back, I say that ignorance is one thing, 
but when you know something is better -- like Power Tip <= and then fail to 
stock it or don't pass the fine word along to your help and your customers -- 
well, it's upsetting -- even to a peace-loving man like myself. 


Yours truly, 


Michael P. Mulrooney 


RESISTOR SPARK PLUG WITH 


AUTO-LITE. POWER TIP 


THE ELECTRIC AUTO-LITE COMPANY + TOLEDO 1, OHIO 


, 





Using a single loading rack, Goodling now 
fills 2,200 to 2,900 gallon oil delivery trucks 
in 4 to 5 minutes with a Marlow pump. 


The Goodling Electric Company 
of York, Pa., is one of the area’s 
largest fuel-oil distributors and 
one of the best equipped for cus- 
tomer service in the country. 
Goodling has a 1,750,000 gallon 
bulk plant and operates 10 retail 
delivery trucks, 2 emergency 
- stand-by trucks and two 6,000 gal- 
lon transports. Prior to moderniz- 
ing their present facilities, it took 
between 10 and 15 minutes to load 
delivery trucks and over a half 
hour to unload their transports. 


As Goodling’s oil operation has 


grown from approximately 4 mil- 
Bottom filling reduced foaming and rey Truck baffles were per- 4 fl 
forated and eof was done from the bottom up with telescopic lion gallons just prior to World 
loading pe’ » cal proved loading facilities at Goodling were sane 
developed w; Ee ucneaies of Marlow’s Engineering Department. War II to almost 9 million gallons 
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and unloading time 602 L 


High-Capacity Marlow Pump Loads 
Retail Delivery Trucks at 640 GPM... 


Goodling operates two trans 


today, Charles G. Eyster, Presi- 
dent, decided to modernize plant 
facilities for better customer serv- 
ice. Marlow’s Engineering De- 
partment and other suppliers, 
working with Roland Anstine, 
Manager of Goodling’s Fuel Oil 
Department, determined that the 
trucks could be filled at 640 gal- 
lons per minute. This was accom- 
plished by perforating the baffles 
in the trucks and by loading from 
the bottom up with a telescope 
loading tube cut at a 45° angle and 
using a Marlow Model 422HEL-9 
Self-Priming Pump. 


With the installation of the new 
equipment, customer service was 


which haul fuel oil from 
the refinery and pipe line to their own 1,750,000 gallon bulk 
plant. The same Marlow Pump used on loading rack service 
unloads the transport trucks in 9 to 10 minutes. 


speeded up and company cost re- 
duced. Goodling now rushes 2,200 
to 2,900 gallon oil delivery trucks 
from the loading rack in only 4 
to 5 minutes, instead of the pre- 
viously 10 to 15 minutes! This one 
Marlow Pump enables Goodling 
to keep pace with customer de- 
mand and allows them to unload 
their 6,000 gallon transports, as 
well. 


If you have a problem of han- 
dling petroleum products, either 
for bulk plants, retail delivery 
trucks or transports, see your Mar- 
low dealer for the right answer. 
Marlow has a complete range of 
self-priming pumps for petroleum 
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used to unload Goodling’s two 6,000 
one pump handles up to 6,750,000 gallons of fuel oil a year 
without delay to e 


A single Marlow pump used on loading rack service is also 


lion transports. This 
er retail trucks or transports. 


products. For complete informa- 
tion, write for Bulletin PM-06 and 
the name of your nearest Marlow 
dealer. 


BELL & GOSSETT CO. 


Midland Park, N. J. 
Morton Grove, Illinois Longview, Texas 
in Canada: PUMPS & SOFTENERS LTD., LONDON, ONTARIO 
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PROFITS IN LAMPS 


TUNG-SO 


Tung-Sol standards of lamp manufacture have been more 
than meeting the performance requirements for American 
car-makers for more than half a century. In the renewal 
field, Tung-Sol’s leadership in lamp engineering, in pack- 
aging and sales-aid material helps you maintain lamp 

volume at highest levels. Keep an eye out for 

customers’ lamp needs and push Tung-Sol for 





NEW! FOR 4-HEADLIGHT CARS 
The 5%4-inch, 4001 and 4002 12-volt lamps. 4001 has single 
—- beam filament. 4002 has double (high and low beam) 
ilament. 


Special Introductory Package For 4-Headlight 

: (at Car Service. Low-cost introductory package contains four 

Standard 7-inch type: ; each 4001 and 4002 5%-inch Vision-Aid Headlamps. Just 

5040 (6-volt) and 5400 (12-volr). . what you need to take care of immediate service requiremenss. 


Special For Your Fleet Accounts 


Ruggedized 5440-S has exclusive design 
features to meet toughest service conditions. 
It will get you a lot of fleet business. (Also, 
special miniature types designed for truck 
and bus use.) 











FLASHERS 


Almost universally used for original 
equipment. Every dealer should stock 
Tung-Sol Flashers to make lighting 
service complete. No. P229D Univer- 
sal Flasher replaces nearly every spe- 
cially mounted 6-volt flasher. No. 6 
assortment will take care of 85% of all 
your replacement requirements. 








STUNG-SOL 


VISION-AID HEADLAMPS - MINIATURE LAMPS - SIGNAL FLASHERS 
a ervecomren TUNG-SOL ELECTRIC INC., Newark 4, N. J. 
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.. First to shot-blast drums 


you a lining 


completely iaifares” drum verve: vo after drum 


Now, from Rheem who pioneered the 
improvement of drum ezteriors by 
multi-color lithography, comes a new im- 
provement for lining drum interiors. It’s 
Centrifugal Spray Coating which, with 
Rheem high temperature curing, assures 
a new high in quality linings. 

This method applies lining materials to 
drum shells without skips or misses. 
Every lining is completely uniform on all 
surfaces—won’t vary from one drum to 
the next, one day to the next. 


YOU CAN RELY ON (> 


Above, you see the wheel-shaped busi- 


ness end of this new sprayer invented by 


Rheem. Hundreds of tiny holes puncture 
the wheel’s edge. As this spray wheel 
enters the drum, it spins at a high, con- 
stant speed. The centrifugal force casts 
off a continuous, uniform curtain of 
finely atomized lining material. 

The drum does not rotate. Only the 
wheel spins. The spray always travels 
the same distance to coat the surface. 
And this, plus the fact that there’s no air 


used in the spray, eliminates air turbu- 
lence. No dust, dirt, or oil get into the 
linings as they do in linings applied the 
conventional way. Too, centrifugal 
spraying minimizes pinholing and blis- 
ters caused by evaporation of solvents 
during curing. For now lining materials 
with a lower solvent content are used. 
With these new developments Rheem 
again leads the way by perfecting its 
product to better protect yours. For full 
details, contact our nearest office. 


WORLD'S LARGEST MAKER OF STEEL SHIPPING CONTAINERS 
Rheem Manufacturing Company 


Richmond and South Gate, Calif. +» Chicago « Linden, N. J. » New York * Houston + New Orleans « Sparrows Pt., Md. 


May, 1957 + NATIONAL PETROLEUM NEWs 


45 





FOR GREATER 
CRANKING POWER 
INSIST ON 
U.S. PEERLESS! 


THE BATTERY FOR TODAY HAS 
U.S. PEERLESS SEPARATORS 


That’s right; greater cranking power than ordinary batteries * more 
power to spare, even in the coldest weather ¢ U.S. Peerless® Rub- 
ber Separators are unaffected by heat, overcharging, battery acid 
or plate pressures ¢ These rugged separators stand up under vibra- 
tion, give longer service than any other separator. 

Drivers throughout the country call U. S. Peerless Separators bat- 
tery protectors. Peerless never gets mushy or soft. Its high 
mechanical strength prevents cutting by warped plates or loose 
plate material. It assures lower operating costs in any climate. 
Make sure your batteries have U.S. Peerless Rubber Separators. 
United States Rubber, Rockefeller Center, New York 20, N. Y. 


Mechanical Goods Division 
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UNRESTRICTED FLOW 


PHILADELPHIA HOSE REELS 


mean 
fast 
deliveries 








ye time at the delivery point, and 
you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 

















Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 
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The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 
Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 


ONTARIO STREET, 


PHILADELPHIA 34, 


Manufacturers of Reels & Valves since 1922 
Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 
Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, California 
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Butier Transport Customer Reports: 


“Volume jumped 15% 
when we switched to aluminum!” 


Eldon Miller, president of Eldon Miller, Inc., says, 
“When it’s your business to haul up to 300 different 
liquid commodities — from distilled vodka to gasoline— 
you want to be sure you're getting maximum payloads 
plus maximum protection for your cargo. 

“That’s why we recently began replacing older units 
in our fleet with modern aluminum transports from the 
Butler Manufacturing Company. We wanted aluminum 
for these two important reasons: 


‘‘Aluminum’s extreme light weight permits greater 
capacity —lets us handle 15% more volume, for extra 
profits on every trip. 

“‘Aluminum is corrosion-resistant, can’t contaminate 
cargoes, cleans easily. Whatever the load, we can al- 
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Butler Manufacturing Company, a major user of Kaiser 
Aluminum, helped pioneer the development of aluminum 
trailer tanks. The model below holds a record 9130 gallons 
for a top-profit payload. 


ways be certain of changing commodities quickly and 
safely for the next haul.” 


* * * * * 


How can Kaiser Aluminum improve your trucking 
operation? 

It’s stronger— New Kaiser Aluminum Alloy 5086-H32 
has excellent welding efficiency, higher bending strength 
than high tensile steel—yet weighs only half as much. 
It’s non-sparking— Flammable cargoes can be carried 
more safely. In addition, aluminum reflects heat away 
from shell to minimize evaporation. 

It’s economical —You pay less for maintenance because 
aluminum keeps its good looks without need of paint. 


No matter what your trucking problem. may be, our 
engineers are eager to work as “idea partners” with you 
to develop a design which will help lower your costs... 
increase your profits! For immediate service, call the 
Kaiser Aluminum sales office listed in your telephone 
directory. Kaiser Aluminum & Chemical Sales, Inc., 
General Sales Office, Palmolive Bldg., Chicago 11, Illi- 
nois; Executive Office, Kaiser Building, Oakland 12, 
California. 


Kaiser Aluminum 


The Bright Star of Metals 


See “THE KAISER ALUMINUM HOUR.” Alternate Tuesdays, NBC Network. Consult your local TV listing. 
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Your product 
will arrive 
Vale me t- kh" 
*CLEAN 
*-PURE 

* SANITARY 


when shipped in 


VULCAN 


— (-1-) Oe Orel al t-tiel-1 o- 


with Protective 
ms | ot — 7 0 4 —B at 


‘6 


Because Vulcan stocks the widest selection of Hi-Bake lined pails possible, 
manufacturers of chemicals, foods, drugs, oils, fertilizers, paints, varnishes 
and other hard-to-hold products have turned to Vulcan. They find 
Vulcan’s years of experience coupled with constant field and laboratory 
research invaluable in solving their lining problems, 


Do what so many others have done... bring your lining problems to 
Vulean first. Let Vulcan’s chemists lining-test your product. They will 
develop a Hi-Bake lining that will meet your most rigid specifications . . . 
one that will protect and maintain the quality. and uniformity of your 
product. It will pay you in time and money saved. 


Samples gladly supplied on request. Call or write today. 


Bellwood, Illinois 


(Chicago Suburb) 
Over 40 years Container Experience Phone Linden 4-5000 


In Canada: 
VW U i Cc A Bae Vulcan Containers Ltd. 
Toronto 15, Ontario 


Representatives in all 


See ‘‘Pails"’ in Classified 
Phone Directories 
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IN QUALITY...SERVICE 


aie 


LONG LIFE SOLO PUMP 


SINGLE 

UNIT 
For 
QUICKER, 
EASIER 
SERVICE 


MICRO ACCURATE METER 


QUIETER.. 
MORE 
ACCURATES 
LESS 
SERVICE 
REQUIRED — 





GREATER 
VISIBILITY... 
ADVANCED 


ss COMPUTER 


“4 


# > 
ue 


ef) One unit contains pump, motor, 
strainers, by-pass valve, air 
eliminator, check and pressure 
relief valve and float chamber. 


2) Gasoline cooled motor housing permits 
continuous duty high gallonage service. 


G) two extra large, 120 mesh Monel metal 
suction and discharge screens safeguard 
against dirt and corrosion. 


@ Smoother operation with three cylinder 
theory employing two pistons disposed at 
120° which combine on the return strokes 
to produce the displacement of a third piston. 


@) Precision adjustment easily made to all 
pistons simultaneously by turning knob... 
no tools required. 


£y Valve design assures perfect seal under 
all conditions. All sealed points are fitted 
with lifetime "O” rings. 


XY Wide angle, easy-to-read dial face with 
10% greater visibility . . . improved 





GENERAL ASSEMBLY: 


Heavy-duty construction; chassis entirely separate from 
housing. Rubber vibration dampeners between chassis 
and moving parts assure quiet operation. Bolted con- 
struction permits easy replacement if damaged. 


Heavy duty cold-rolled steel. Bonderized, epoxy resin, 
finished in baked gasoline-resisting synthetic enamel. 
Stainless steel trimmed. Hinged door panels; concealed 
locking device. Molded synthetic rubber door gaskets. 


COMPUTER: 


Computer with Perma-Vis white numerals debossed on 
black metal wheels. Both 3-wheel computer and non- 
computing register record up to 999/10 gallons, and 
the computer also records up to $9.99; totalizer on both 
records up to 99,999.9 gallons, also records up to 
$9,999.99. New semi-automatic reset; interlock assures 
computer reset before each delivery. 


METER: 


**Micro-Accurate” Positive displacement, rotary valve 
with lined cylinders and external calibrating adjustment. 


PUMPING UNIT, 

MOTOR AND AIR SEPARATOR: 
New Wayne Compact Solo Pump. Contained in one 
housing are internal gear type rotary pumping unit, 
bypass, suction strainers of 120 mesh Monel metal, 
air eliminator and float chamber, together with check 
and pressure relief valve. The motor is also mounted in 
the Solo Pump chamber in such a way that the gasoline 
circulates around the motor housing whereby the 
cooling effect permits continuous duty service. Standard 
motor is 1/3 HP Single Phase, 60 cycle, 115/230 Volt 
AC Adjustable V-Belt Drive. 


ELECTRICAL: 

All wiring is in rigid conduit and explosion-proof 
junction and switch boxes. Light switch operated by 
external button. Large accessible aluminum junction 
box has two 3/4” and one 1” conduit connections. 


FLOW INDICATOR: 


Single flow indicator located in side panel opposite 
hose side of pump. Glass cup easily removable for 
cleaning. 


HOSE & NOZZLE: 


3/4” synthetic rubber hose, 13 ff. extension, with 
shock proof, variable flow, non-chattering nozzle. 








j-———22; 


DIMENSIONS 
TYPE PUMP TYPE HOSE (See Note) WEIGHT 
90 Standard Computing 13’ Extension | 16” x 22" x 57%" | 390 Ibs. 
se 90-D Non-Computing 13’ Extension | 16” x 22" x 57%" | 390 Ibs. 
90-1 Computing- 13’ Extension | 16” x 22” x 57%" | 330 Ibs. 
3 Remote Dispenser 







































































DIMENSIONS SHIPPING 
MODEL NO. TYPE PUMP TYPE HOSE (See Note) WEIGHT 
By means of adapter castings, suction line the same as the other housing parts. This top is opaque rather than translucent and can not be 


a BUS TYPE PUMPS with % HP motor, 20-25 G.P.M unit and four wheel computer 
Mo $ (or register). Records up to 999.9 gallons and on computer to $99.99. Totalizer 
. z records to 99,999.9 gallons and on computing type, to $9,999.99. 

‘ema 90-2 Computing Extension 16” x 22" x 57%" | 415 Ibs. 

90-D-2 Non-Computing Extension 16” x 22" x 57%" | 415 Ibs. 

OPTIONAL SUCTION NOTE: Height shown is for pump with low top; with high top, height is 62%”. 

CONNECTIONS The top (dome) of the pump as illustrated, is of non-metallic material which will be painted 
connections can be provided for the center line fitted with a top globe holder. Two other styles of tops are available; they are higher and are 
of the pump or fo fit sucti cti of made of steel. One is plain and the other has openings in the front and back for glass advertising 
many existing pumps and Models 80, 500 signs. Both of these metal tops can be equipped with top globe holders. Orders must specify 
and 505 pumps now in use. which of the three styles of tops is wanted. 
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CLOSING MACHINERY RESEARCH DEVELOPMENT 


oe os ee , 


Representative 
Ti | Services at 
NATIONAL 


ro CAN 


These are but a few of the more obvious services that 

NATIONAL CAN places at your disposal — not quite so obvious, 
but of great import, is our personal interest in every phase 

of your operation. Why not let us survey your needs — you'll 

see how much more you get from NATIONAL CAN. 


NATIONAL CAR 


0 R P OF R A T 
CHICAGO © NEW YORK © SAN FRANCISCO... PLANTS FROM COAST TO COAST 
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Explosive concentrations of flammable vapors or gases may be present only 
in the immediate vicinity of processing or distribution equipment . . . or they 
may extend into far wider areas. 


The National Electrical Code defines certain areas as Class I hazardous 
locations where explosion-proof electrical apparatus is mandatory. But it 
takes a specialist to be completely sure that questionable areas have ample 
protection. 











Let our Product Engineers help you. To be sure that your electrical ee nce - Hinds | 
equipment conforms to Code requirements in every necessary location, call 


one of the offices listed below. An experienced Crouse-Hinds product engi- H f| Z A RD Fi hi | 
neer will be glad to look over new plans or present plant without obligation. In er 

helps you locate the hidden 
probabilities of electrically- 


Choose from Thousands of Products. Crouse-Hinds — and 
only Crouse-Hinds — makes a broad selection of U.L.-approved 
electrical equipment for every Class and Group defined by the ignited explosions in ANY 


ee gl National Electrical Code. Just a few are shown here. hazardous crea! 

o ing Fixtures FA Send for your “Haze ci. 

promos & = =o ama 
Plugs & Receptacles an. 4 fea 


Main Office and Factory: Syracuse, N. Y. 
Crouse-Hinds Company of Canada, Lid.: Toronto, Ont, 








Explosion-Proof 


Christi Dalles Denver Dewott Houston Indianapolis KaneceCity Los Angeles 





Cincinnati Cleveland Corpus 
Pittsburgh Portlend,Ore. GaltLeke City St.Louls $t.Poul Son francisco Seattle Tulse Washington RESIDENT REPRESENTA. 
Chattancoga jacksonville Reading. Pa. Richmend.Va Shreveport Crouse-Hinds Company of Coneda, Lid. Toronto, Ont. 





High-pressure meter Model Line meters. Model B-200, High-pressure meter Model 
M-12. M Series meters for shown, has capacity of 3000 D-35. D-Series meters for 
working pressures up to bbl/hr. New Model B-700 working pressures up to 600 
1200 psi, 120 gpm. — 10,000 bbl/hr. psi, capacity 350 gpm. 


For welisite or refinery, rely on A. O. Smith Meters... 


for uninterrupted high flow 
and sustained accuracy 


QIGHi The day you install A. O. Smith high-pressure 
* meters is the day you start to gain. A. O. Smith 

meters help safeguard against loss in produc- 7 #rough research -++@ better way 
tion, processing and delivery because they’re as close 
to being foolproof as modern science can make them. 

With A. O. Smith meters on the line — anywhere e * 
from wellsite to service station—you can be sure of ac- a Se ao ea ee 
curacy that gives you readings “right to the last drop.” METER PRODUCTS 

Why not see for yourself. Get in touch with your Factories: 5715 Smithway St., Los Angeles 22, Calif., P. 0. Box 500, 


Succasunna, N. J. Offices: Atlanta, Ga., Chicago 7, I!!., Houston 20, 
rep tative or write ii t for comprehensive details. Texas, Los Angeles 22, Calif. New York 17, N. Y. Canada: Toronto 


12, Vancouver 1. international Division — Milwaukee 1, Wisconsin. 
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NOW REO 


REO A SERIES 


with Cummins 175 h.p. 
JT-6B Turbodiesel 


Now Reo brings you Cummins 175 h.p. diesel 
power in the world’s toughest trucks. You get all 
the famous rugged Reo engineering features 
for smooth, trouble-free performance in a choice 
of two highly-maneuverable, easy-handling 
trucks. Both with roomy, conventional cabs 
designed for driver comfort. 


Tandem and single axles available in a wide 
choice of wheelbases for both trucks and trac- 
tors. Models up to 48,000 pounds GVW or 


58 


62,000 pounds GCW for on or off highway use. 


Reo “‘A” and “‘F”’ series models also available 
with gas or LPG Gold Comet engines backed 
by 100,000 mile or 1 year warranty. All have 
modern short-stroke, wet-sleeve design. V-8’s 
and 6’s from 107 to 235 h.p. 


Coming soon—new Reo Diesel models from 180 
to 310 h.p. Watch for announcement next month. 
See your Reo Branch or Distributor today! 
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Turbodiesels 


Ss 


with Cummins 175 h.p. 
JT-6B Turbodiesel 


REO MOTORS, INC. ; 
LANSING 20, MICHIGAN 
Subsidiory of BVHIN Atuminum ond Brose Corporation 

a 


RUSH INFORMATION To 


oO "A" Series NAM 

OO “F* Series ee Re ae) EE ERT ae ae SENOS MTN 
Seeman | 

po ADDRESS 


WORLD’S TOUGHEST TRUCK Ges nus) | om 
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DRINK 


(Cea 


TeAot MARKO 


Let 


} 


the 
magic 
name 
Coca-Cola... 


STOP MORE CUSTOMERS AT YOUR STATION! 


They stop where they see the familiar red »».» they’re star customers when they stop! 
cooler because they prefer Coca-Cola. So good 

in taste, in such good taste . . . Americans * 8 out of 10 who stop for Coke get out of the 
drink more Coca-Cola than all other national car... get closer to your station’s 

brand soft drinks combined! “big buying area’! 


* they stay longer .. . spend twice as much! 
Get-outs buy 92% of your high-profit TBA items! 


* they give you lots of above-average profits 
on Coca-Cola ...in unit sales Coke is second 
only to gasoline! 


Customers take home cases and cartons of Coke, if 
you suggest it . . . Coke you already have on 
hand! Easy extra-profit that’s all yours! 


% Observation Research Corporation study of 287 filling stations, 


SIGN OF GOOD TASTE abs ~senilsslolanipheudlde pian deaditaitomed 
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New Purolator Separator Filters 
remove 99.95% of water and 
99% of solids from Avégas and jet fuel 


tion of 15 psi—the effluent is clear and water-free. 


99 percent of all solids and 99.95% of the water 
can now be removed from both Avgas and Jet fuel 
by PurOlator’s new Separator Filters. These new 
Separator Filters are rated — 300 gpm for Avgas; 
225 gpm for JP-4, JP-5 kerosene, and 180 gpm 
for diesel fuel. The military model is Naval Engi- 
neering approved and its commercial facsimile 
performs with the same degree of efficiency. 


PurOlator Separator Filters more than meet 
Naval requirements— water removal being 100%, 
dirt removal better than 99% with differential 
readings substantially below the maximum limita- 


The Commercial adaptation differs from its 
military counterpart in that its housing is made 
of steel with aluminum division plates whereas 
the Navy requires aluminum bronze throughout. 
These models can be mounted horizontally in the 
rear bucket box compartment of refuelers, on 
carts or in a stationary installation. 


For full details, write PurOlator Products, Inc., 
Front and Linden Streets, Allentown, Pa., 
Dept. BS-31. 


Filtration For Every Known Fluid 


PURQLATOR 


PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 
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OUR THANKS to all the major oil companies 
for their acceptance of this new product designed 
especially for their industry. The installations 


shown here are only a few out of many. 
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Aluminum Door 






































Greater visibility ... greater flexibility ! 
Costs little more than wood... never needs paint! 


The new design and unique construction of The “OVERHEAD DOOR” 
Panoramic permit stiles and rails to be a great deal narrower, yet far stronger than 
ever before. From anywhere inside the station, a glance shows what is going on at 

the pumps. And motorists are drawn to the station with the clean, modern lines 
which the Panoramic gives in any location. It’s fast becoming America’s number 


one choice for new service stations and for replacements. 


MORE SERVICE STATIONS USE 
THE “OVERHEAD DOOR” THAN ALL 
OTHER BRANDS COMBINED! 


OVERHEAD DOOR CORPORATION, Hartford City, Indiana 
Manufacturing Divisions: Hillside, N.J.; Nashua, N.H.; Cortland, N.Y.; Lewistown, Pa.; Oklahoma City, Okla.; Dallas, Tex.; Portland, Ore. 
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Buckeye “‘push-on’’--‘‘pull-off” tight fill 
system uses proved side-seal 





Diagram shows 
how levers are 
released when 
cable is lifted. 
Springs hold 
them firmly in’ 
position when 
locked. 








| oe ne No. SA9260-1 
No. 9260-6 | exvri~ 3 


seal, 


Here is a new tight fill system built around 
a proved-in-practice principle. 


Note that the “‘O”’ ring on the fill cap 
adapter is a side-seal. Seal is made as soon 
as the coupling elbow or cap passes over 
the “O” ring. No problem of leakage, even 
if cap is not locked in position. 


To connect—‘“pull-off” cap and “push- 
on” coupling elbow. Disconnecting elbow 
is equally simple. Just lift up on the hand- 
saving, nylon-coated cable to put levers 
in release position. Then just “pull-off” 
elbow. That simple! That quick! 


Coupling elbow is cast aluminum with 
four transparent windows to observe flow. 
Cap and adapters also are aluminum. 
Adapters available in 3” x 3”, 3” x 3%”, 
3” x 4” sizes. One elbow and one cap fits 
all adapters. Write for full details, or call 
your Buckeye distributor. 


Buckeye Iron & Brass Works 
Box 883, Dayton, Ohio 


America’s Quality Manufacturer of Valves and Fittings for the Oil Industry 
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Bennett’s 25 Macks lead a busy life. During the season, 
Mack tractor trailers supply Bennett’s local depots from 
the company’s main storage tank at night; join Mack 
chassis-mounted tank trucks for daytime deliveries. 
Despite these strenuous schedules, no Bennett Mack has 
ever had a breakdown due to mechanical failure. 


Lawrence J. Bennett, Inc., says: 


“here’s how we added customers... 
boosted earnings.”’ 


Dependable service is the key to 
the remarkable success of Law- 
rence J. Bennett, Inc., of Garden 
City, N. Y. Today, this fast-grow- 
ing fuel oil distributor has over 
7,000 regular customers in four 
Long Island counties. 


“Giving the best delivery serv- 
ice means delivering with the best 
trucks, ’’says President Charles E. 
Bennett. ‘‘That’s why 95% of our 
fuel oil travels in Macks. 


“We've got to have trucks that 
stand up. With Macks we’ve never 


had a breakdown due to mechanical 
failure. We can’t afford trucks that 
give drivers a tussle . . . and our 
men say Macks have the best 
handling characteristics of any 
make. With up to 50,000 city miles 
per unit each year, we’ve got to 
have the finest transmissions 
made, anc for our money that 
spells Mack. We’ve got to have 
reliable parts availability, and our 
Mack dealer gives the best. 

“In every way, Macks are the 
best truck buy for our operation.”’ 

Check Lawrence J. Bennett, 


Ine. Check any Mack owner. You'll 
find that Macks, the finest trucks 
made, mean greater dependability, 
longer life, unmatched upkeep and 
fuel economies . . . more work per 
dollar. Mack Trucks, Inc., Plain- 
field, New Jersey. In Canada: Mack 
Trucks of Canada, Ltd. 


MACK 


first name for 


TRUCKS 
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states BOB DICKSON 
BOB & RON CHEVRON SERVICE : 
Everett, Washington be 


“We selected Lincoln Overhead Lubreels and Lincoln 
Pumps in our new station in preference to competi- 
tive equipment, because of the engineering qualities. 


“With the hose suspended from the reels it gives us 
more freedom to work our lubrication jobs... from 
a standpoint of merchandising appeal, it has 
doubled our lubrication business. 


“We have had our equipment in service for 15 
months, and it has been trouble-free from service 
and maintenance." 

(signed) Bob Dickson 


For more sales appeal... 


modernize with 4yaco/n 
Modern, efficient Lincoln Lubricating Equipment in a sparkling 
clean lube room inspires the customer confidence that pushes 


your lube sales UP! Here’s valuable planning help...send for 
your free copy of Lincoln's new “Path To Profits In The Lube Room.” secccccvecvccs 
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To LINCOLN ENGINEERING CO. 
5702-74 Natural Bridge Ave., St. Louis 20, Mo. 
Please send me free booklet “Path To Profits in The Lube Room” 


mail the 


coupon TODAY 


*Trade Name Registered 
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Plate 980-A 




















MCDonalloy Super Nozzle—strongest cast aluminum alloy known. Strong, 
yet so lightweight and easy to handle. The MCDonalloy Super Nozzle has the 
same construction features as the famous Plate 980 M€Donald Nozzle, and is 
also listed as standard by Underwriters’ Laboratories. But MCDonalloy metal 
cuts the weight by two thirds. The Super Nozzle is fast, smooth, no jerk or 
chatter. Operating lever provides a straight lift, no side strain. There’s plenty of 
room for your hand. Molded metallic packing prevents leakage. MCDonalloy 
Super Nozzle comes in two sizes, *4 and 1 inch. Can be furnished with or with- 
out check valve. 


A. Y. Ms DONALD Mfg. Co., Dubuque, Iowa «+ Oil Equipment 


Brass Goods « Pumps « Drains 
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There's 4 reason why ... 


Take it off the floor 
Put it on the ceiling 





That’s the trend—to save space dealers all over America. 

... increase efficiency . . . cut labor Overhead service for chassis, 

costs ... step up profits! gear, A.T.F., motor oil, air, water 
Aro’s advanced design and ease and anti-freeze. Use the 36 month 

of operation make Arolube Serv- warranted AL-207 Aro Pump 

ice Reels the first choice of profit for overhead power. See your 

minded service stations and car Automotive Wholesaler. 


THE ARO EQUIPMENT CORPORATION, GENERAL OFFICES — BRYAN, OHIO 
Plants at Bryan and Cleveland, Ohio 
Aro of California, 3141 S. Grand Ave., Los Angeles 7, Calif. « Aro Equipment of Canada, Ltd., Toronto 15, Ont. 
Offices in All Principal Cities 


DEPEND ON 


® 
ARO LUBE EQUIPMENT 


LUBRICATING Automotive — Farm — Industry 
EQUIPMENT Also... Air Tools ... Aircraft Products 
«++ Grease Fittings 


May, 1957 + NATIONAL PETROLEUM NEWS 





Four-lamp systems 


New Westinghouse Safe-T-Beam 
4001 shielded single filament lamp 
for inboard driving-beam mount- 
ing in 4-lamp headlight systems, 





it’s a sales-exclusive 
no other brand provides 


In mist, fog, rain or snow, drivers need the 
freedom of selecting high or low beams to see 
as far ahead as possible under all road condi- 
tions. But whether they have a four-lamp 
system or the older two-lamp setup, unless 
they have Westinghouse Safe-T-Beam Head- 
lamps, the high beam strikes the mist or snow 
—and reflects a blinding glare back into the 
eyes! 


For only Westinghouse Safe-T-Beam Head- 
lamps have a glare shield for each filament. They 
prevent reflected glare in bad-weather, high-beam 
driving. 

That’s why service stations all over the 
country boost volume and profit when they 
tell this exclusive Safe-T-Beam story for both 
two-lamp and four-lamp systems . . . demon- 
strate and sell the headlamp that does more 
for drivers than any other brand. 


And since Safe-T-Beam Headlamps do what 
no other lamp can do, it’s easy to sell them in 
pairs for double the profit! 


Now in new package for 


sales-building display, 
9 quick identification. 


Westinghouse Sate-T-Beam Headiamps 
available in 60408 (6v.), 64008 12v. and 
5440S 12v. heavy duty truck. Also 4001 and 
4002 lamps for the new four-headiamp 
system. All with two-beam glare shield and 
aimer buttons. 
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SAFE-T-BEAM headlamps 
Shielding on all beams! 



































Thousands of these sales-making 
demonstrators now in use! 


And what more convincing testimony 

to the sales-getting ability of these 

Safe-T-Beam demonstrators could you 

ask? A flick of a switch—and customers 

see for themselves the high-beam glare 

shield advantage over ordinary single- 

shield lamps. It’s easy to use, a cinch 

to sell with. One Westinghouse dealer 

increased his sales 300 per cent in just 

three months by using this dramatic ; 

demonstrator. Ask your jobber about re pete ro ar oe pt Mem 
the special demonstrator deal that only * ihh lamp, mounted outboard, provides 


j ide! ' : ‘ } spread light on driving beam, plus 
Westinghouse can provide! Dov passing beam . . . both shielded. 


you Can BE SURE...1F ITS 


Westinghouse 
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Pull up to the purple pump 


Ah 


Gulf proudly presents 


THE FINEST GASOLINE EVER OFFERED TO THE 
mororING PuBLC:GULE CREST 


Gulf guarantees peak performance with no knock,no pre-ignition 


New Gulf Crest surpasses all other 
gasolines in these two ways. 

@ Made with a new, exclusive Gulf 
formula, it keeps modern engines 
cleaner, quieter, smoother-running 
than any other gasoline. 

@ New Gulf Crest is packed with 


more potential power per gallon 
than any other gasoline. New Gulf 
Crest will deliver peak performance 
without knock or pre-ignition — 
evenin today’s most critical engines. 


Pull up to the purple pump—fill 
up with new Gulf Crest. 


Now, more than ever 
to get the best from 
your car...G0 GULF 


New Gulf Crest 


best ever sold for the 
finest cars ever built 


New Gulf Super No-Nox © 


for all but the most 
critical of todays engines 


that famous 
high-value gasoline 


NATIONAL PETROLEUM NEWS * May, 1957 





Just as valiant firemen are on around-the-clock alert- to protect 

your life and property—J&L Steel Containers protect your products 

by providing dependable packaging that assures safety in transpor- 

tation and storage. Their precise fabrication assures accuracy in all 
fittings and closures. 

J&L drums and pails are chemically cleaned and dried by the JaLizing 
process, This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 

Jal-Coat, J&L’s lithographing process, applies your trademark and sales 
message.to the finished container . . . no side seam touch-up is ever required. 


Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; 
Lancaster, Pa.; New Orleans, La.; Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. 


Jal-Coat, J&L’s exclusive litho- 
graphing process, adds sales 


1 — j ‘ex \ me, appeal to your products. 


Jones & Laughlin CONTAINER DIVISION 


40S LEXINGTON AVE... NEW YORK 17.N.Y. 
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NOW —Ingersoll-Rand offers a new compact motor- 
compressor designed specifically for automotive service! 


IT takes modern equipment with modern design to 
meet the growing needs of today’s service stations and 
repair shops. The new Channel-flo motorcompressor 
will give you a dependable source of air . . . efficiently, 
economically. 


Since the compressor is mounted directly on the motor 
shaft there are no belts or couplings . . . and a belt 
guard is not required. The new Channel-flo is reliable 
and efficient. Check these features— 


Balanced opposed piston construction 
“Whirlwind” cooling system 
Time-tested I-R Channel Valves 

No troublesome belt drive 


Up to 55% saving in installation space over 
tank-mounted, belt-driven units of comparable size 


Versatility of mounting—overhead, ceiling, wall, 
shelf mounting or as a conventional tank- 
mounted unit 


Unusually, low oil consumption 


Ingersoll-Rand.“ 


1) Broadway, New York 4, N.Y. 
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Dominion Oil Co. reports time sav- 
ings with the White 3000 start at the 
loading rack and continue in every 
phase of delivery. This Model 3028 
has 3000 galion tanker to handle 
more deliveries during day. 










Thirty years of experience with White Trucks, 
Dominion Oil Company, Richmond, Va., says: 


“WHITE dependability and WHITE design 


are mighty important fo us... 
WHITE TRUCKS know our business.” 


















Dominion says this transport unit has 
worked continuously since it went 
into service and has havled more fuel 
oil than any two other trucks. Always 
running and always on the job. 










Because White Trucks are engineered exactly to your company’s 
working needs, they get more work done... and at lower cost per 
delivery. Today's needs for efficient transportation make it more im- 
portant than ever to have White dependability and White quality at 
work for your company. 

Why not investigate today! Find out how White Trucks know your 
business . . . help your profits! 


THE WHITE MOTOR COMPANY « Cleveland 1, Ohio 
For More Than 55 Years The Greatest Name In Trucks 
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Another Oronite First! 





An entirely new 
hydraulic fluid 


—for the first supersonic bomber 


Slipping through the Texas skies today is America's 
first supersonic bomber—the Convair B-58 delta-wing 
HUSTLER. The B-58, developed by Convair for 

the U.S. Air Force, is designed to operate at altitudes 
above 50,000 feet. 


Convair's designing and engineering of the HUSTLER 
called for performance standards heretofore unknown. 
Many components and concepts had to be developed 
for the first time. For instance, extreme operating 
conditions made it essential to develop an entirely new 
fluid for the B-58’s hydraulic system. Here Oronite’s 
research met the challenge by submitting a product and 
making it available in commercial quantities. 


Oronite’s new synthetic, silicon-based High Temperature 
Hydraulic Fluid #8515 was selected by Convair over 
several others submitted. This revolutionary fluid has 
low volatility, relatively constant viscosity and low 
compressibility over a temperature range of from minus 
65 to plus 400 degrees Fahrenheit. 


Such advanced products have earned Cronite a position 
of leadership in chemicals for industry. Possibly you have 
a requirement that calls for a new or advanced product, 
or, possibly you have need for volume production of 

a product which Oronite might be able to manufacture 
for you. Whatever your needs, why not talk it over 

with Oronite. Our research, product development and 
extensive chemical experience is at your disposal. 





ORONITE CHEMICAL COMPANY 


EXECUTIVE OFFICES 
200 Bush Street, San Francisco 20, California 


SALES OFFICES 
New York, Wilmington, Chicago, Cincinnati, Dallas, Los Angeles, San Francisco 


e. EUROPEAN OFFICE 
36, Avenue William-Favre, Geneva, Switzerland 4284 
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stainless 


containers 


from 





The comparison above is proof of the lifetime service you get from USS Stainless con- 

tainers. The longer you use them, the more you save. If yours is a product that needs | 

the extra protection of stainless, then profit from US Steel’s unequaled experience with 

this type container. Exclusive welded chimes ... reinforced rolling hoops... five to 

55-gallon capacities. Send for this free report on USS stainless containers . . . .» 
Profit from all 5 of these U.S. Steel extras, too: 


@ Eye-catching containers — your containers not only ship your product, but advertise 
it, too — when color-decorated by U.S. Steel. 

@ Best rust protection —there’s more zinc phosphate on every USS rust-inhibited UNITED STATES STEEL PRODUCTS 
container. DIVISION 

@ Prompt container delivery — «a 7-point factory system gives you next-door service UNITED STATES STEEL CORPORATION 
anywhere — any time. 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 

® Personalized container service — your U.S. Stee! salesman makes it his business to Los Angeles ond Alemeda, Calif. ¢ Port Arthur, Texas 
understand yours —to help you get the right containers for your needs. Chicago, Ill. © New Orleans, La. * Sharon, Pa. * Camden, N. J. 

@ Widest container variety — from 2'/2-gal. pails to 55-gal. drums, including stainless. 


USS STEEL DRUMS & 


UN it @ se ee ee of we oe 
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The line-up of refiners who use Crown as a source of supply for motor oil 
cans reads like a “Who's Who” of the Petroleum Industry. Crown is proud of this 
opportunity to share in the success of one of the world’s great Industries . . . and 
strives to merit continued confidence not only with fine-quality, always-dependable 
cans, but also with a wide variety of “plus-Services” which are extremely important 
to the refiner in many phases of his operation: 


Steadily expanding production facilities; deliveries when and where you want them. 


Lithography un-matched for excellence; can designs reproduced more faithfully, more 
brilliantly, and in greater detail than ever before possible. 


Engineering department that can work with the can-buyer as a member of his own organiza- 
tion. Ask about the money-savirg innovations in motor oil can-filling recently introduced 
by Crown. 


WHATEVER YOUR INDUSTRY — WHATEVER YOUR PRODUCT— 
IT WILL PAY YOU TO TALK TO CROWN 
ABOUT CANS AND SERVICES. 


Send for Free Descriptive Booklet on Crown 
Art Design and Lithography. 


"“Big Enough to Serve You . . . Small Enough to Know You" 


CROWN CORK & SEAL COMPANY, INC. 


PHILADELPHIA * CHICAGO « ORLANDO «+ BARTOW «+ BIRMINGHAM «+ BALTIMORE * NEW YORK © BOSTON «© ST. LOUIS « SAN FRANCISCO 
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When it’s service 
you’re selling... 


ch for 
the Fine 


GRACO'S Nt) 
OVERHEAD REELS... 
“Service at your fingertips” 


To attract a good profitable volume of lube service busi- 
ness, you need modern service units that work fast and are at- 
tractive enough to lure more customers. 

This is the kind of equipment Graco specializes in. Designed 
for the modern service departments of tomorrow, these great 
new Graco Overhead Reels give a clean, sparkling look of 
efficiency to any lube room. 

These new Reels are so simple they can actually be installed 
in minutes, and serviced in seconds ! Within easy arm’s reach you 
can actually fee/ the balanced spring action as you lower a hose 
for service .. . and feel how smoothly and easily it retracts. 

Any combination of Graco Reels for chassis, gear, motor 
oil, air, water, or automatic transmission fluid is available. And 
Reels can be added at any time while retaining the beautiful 
“family” appearance. Put the finest at your fingertips . . . specify 
new Graco deluxe Overhead Reels! 


YOUR CHOICE OF modern, vereatile GRACO SUPPLY PUMPS 








New “‘Fire-Ball”’ 
SUPPLY PUMPS 
Graco’s powerful 
new Fire-Ball pump 
is now included in 
all air-operated 
supply pump units. 
Built-in elevators 
for quick meres 


wa of drums. Hig 
= and low pressure 2 or 3-PUMP 
DELUXE WALL LUBERS —{ models. All neces- PNEUMATIC ELEVATORS 


Ives, 
Shown here is a standard 3-pump Wall veo pe "ne ty Raise or lower pumps as a unit! 


Luber with extended background for its Any combination you yy 
enler. Also 2-pump models and p ema gig ver alt all featuring the new Fire-Ball 


“Junior” units for limited space re- Pump! 


copy of Graco’s new 
32-page catalog of the Guy 


latest in re he 
pment. ur 
copy is ree. Just osk GRAY COMPANY, INC. 
for Catalog Ne. 102. Engineers and Manufacturers 
532 Graco Square ¢* Minneapolis 13, Minnesota 


Factory Branches: New York (Long Island City) ¢ Philadelphia ¢ Detroit 
Chicago « Atlanta ¢ Houston ¢ San Francisco 
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For filling... TIRES OR TANKS 





1 





/t pays to insist on Thermoid Hose 


For every oil marketing job, there’s a 

Thermoid Hose engineered to do the job better... 
last longer . . . cut your replacement costs. 

The hose you need is quickly available from your 
Thermoid Distributor. Get full information 

from him, or if you prefer, write direct. 


Thermoid Company, Trenton, N. J. 





Ask yourself, Mr. Oil Marketer... what would happen to your sales... 


If you could turn every pumper into a promoter, 
every serviceman into a salesman, every salesman 
into a star? 

If you could appoint their wives as assistant sales 
managers? 

If you could transform their family dinners into 
sales meetings? 

If you could persuade your men to study sales 
training material every night ... and apply the new 
methods every day? 

Sound too good to be true? No! When your men 
report for work every morning with new sales savvy 
and renewed sales drive... that’s just the normal 
result of a Cappel, MacDonald incentive campaign. 


ales savvy 
begins at home 


You may be the hardest-driving executive in the 
oil business, but you can’t compete with a “little 
woman” who’s set her heart on a new appliance, a 
set of dishes, a trip to Bermuda or Mexico City. 

So why not put family pressure on the side of 
your marketing strategy with a Cappel, MacDonald 
incentive campaign? This simple, proved method of 
boosting sales and opening minds to sales training 
involves very little extra work for your staff. And 
you can set your own price on results—paying only 
on delivery! 


Planning. Just outline your objec- 

tives, and a plan based on 35 years’ 

experience will be laid on your desk 

within three weeks’ time. Seasoned 

executives will supervise every detail, 
j freeing your staff for vital duties. 


‘4; Promotion. The only fully-staffed 
‘% department specializing in incentive 
| promotion will create a series of mail- 
ings and prepare hard-hitting sales 
meeting material. 


Cappel, MacDonald & Company 


Dayton, Ohio . . . Offices in principal cities, Canada and Europe 
SALES INCENTIVE PLANS 


Travel Awards. Your com- 

pany’s reputation as a host is safe 

in the hands of C-M and its associates. Our world-wide 
staff will anticipate every problem, arrange every detail and 
secure flattering special attention for your winners. 


Merchandise Prizes. The beautiful €-M catalog in- 
cludes more than 1,400 nationally advertised prizes... prizes 
to suit every winner’s preference and every company’s 
budget . . . prizes that give every man the opportunity to win. 


Costs. Just tell the C-M man what extra sales or extra 
merchandising help is worth to you. Then pay as your men 
earn prizes—wholesale prices for merchandise, carrier-re- 
sort rates for travel. Planning, service and creative work are 
provided by normal distributor and travel agency discounts. 


Get the facts now! For free 

hints on motivating salesmen, phone 

the nearest C-M office, or write on your 

letterhead for “Who’s Selling Who?” 

CAPPEL, MACDONALD AND COMPANY, E 
Dept. H-5, Dayton 1, Onto. a 


Featuring Air Travel on... 


Ele AMERICAN AIRLINES 


i # PAN AMERICAN 
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Do all these jobs easier, 


faster, better on a Rotary 


Frame Pick-Up Lift 


. Lubrication 
. Oil change 


3. Tire rotation 


. Transmission and 
differential service 
. Muffler and tailpipe 
replacement 
. Shock absorber repairs 
. Brake work and 
adjustment 
. Universal joint work 
. Rear axle overhaul 
. Front wheel and 
axle work 
. Spring replacement 
. Tire inspection and 
repair 
. Steering gear adjustment 
. All other undercar jobs 


Increase lube and repair work vol- 
ume and you increase profits. 


With the Rotary Frame Pick-Up 
Lift you can speed every undercar 
job . . . handle more jobs better. For 
example, lube time is slashed 50% to 


60% because the Frame Pick-Up 
Lift makes it so easy to reach fit- 


tings. Relaxed spring suspensions 
facilitate grease penetration and re- 
duce amount of lubricant needed. 


Rotary Frame Pick-Up Lift 


There’s a big savings in time and 
labor on repair and replacement jobs, 
too. Every important undercar part 
is where you can get to it easily. 

Economically priced and inexpen- 
sive to install, the Rotary Frame 
Pick-Up is the universal lift for mod- 
ern stations. Dependable operation is 
assured by Rotary’s experience in 
building more than 100,000 hydrau- 
lic lifting devices. 


WRITE FOR CATALOG AND PRICES 


Engineered and built by 
ani ROTARY LIFT COMPANY 


Division of the Dover Corporation 
Memphis, Tenn.—Chatham, Ontario 


The original manufacturer of hydraulic auto lifts . . . 
and still the leader 


Rotary Frame Pick-Up Lift 
Ws @ lubrication lift! ltt @ mechanic's litt! 





..-building 
Tfelabitat: mite bae 
engineered 
for the job, 


THE NEW 


Guardian 


... uniform illumination, 
from roof to grade 

... entirely devoid of hot 
spots or shadows... 

the most usable /ight per 
dollar of operating 
cost... the most fixture 


per dollar invested! 


Write for your free copy 
of the new Verti-Flood Catalog 


@ 
GUARDIAN ight COMPANY 


500 NORTH BILVD., OAK PARK, ILLINOIS 
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Owser remote systems match 
edestals and pumps for greater 
aa efficiency 


"Siamese" 2-hose and single 
Bowser pedestals with giant 
TV dials have the "forward 
look" for today's most suc- 
cessful marketers. With 
Bowser remote control 
pumps they deliver maxi- 
mum performance handling 
any product under all clima- 
tic conditions. 

















FIG. 561-2 


Submerged Pumps 


@ BANISH VAPOR LOCK 


@ GIVE MOST EFFICIENT 
DELIVERY 


@ REDUCE PUMPING COSTS 


~ SF ga 360° visipiity 
\s T patteate TELL-TALE PILOT LIGHT 





Only Bowser gives you a monitor light fully 
visible from every direction which illuminates 


-when pedestal switch is closed and remote 
FIG. 562-2J BOUSER control pump is operating. 


7 a é Prepare for your biggest season 


@ THREE-STAGE SUBMERGED now. GET THE FACTS. Write 
PUMP for this remote pumping system 
@ NO SERVICE-ACCESS PROBLEM folder today ... 


@ IDEAL FOR ABOVE GROUND 
INSTALLATION 


(G) none 
1301 CREIGHTON AVE., FORT WAYNE, IND. 
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Tri-Sure Tab Seal 


Tri-Sure Flange 


JEFFERSON CHEMICAL CO. INC. 


solves 
contamination problem 
with 77/-Sure Closures 


The Sign of es." Seal 


N packaging and shipping the iron-free grade of ethylene 
glycol, Jefferson Chemical Company, Inc., of Houston, 
faced the problem of contamination from the metal of the closure. 


About a year ago, conversion was made to Tri-Sure* Poly- 
ethylene Plugs. Since that time, the contents of all drums tested 
after shipment have been found to be of the same high quality 
as when packaged. 


More and more chemical and petroleum companies are equip- 

ping their drums with Tri-Sure Closures, because experience has 

proved to them that Tri-Sure offers a solution to every problem 

CLOSURES of protection. 

You can depend on the interengaging Tri-Sure Flange, Plug 
*The “Tri-Sure” Trademark is a mark and Seal for safety from leakage, seepage and tampering. And 
of reliability backed by over 35 years for extra protection in lined containers, Tri-Sure offers many 
— Frog hag "ny gee specialized fittings—polyethylene, coated and polygonal. 
(inserted with genuine Tri-Sure Send for details or ask your supplier about the complete Tri-Sure 
dies), Plugs and Seals have been used. line—the best solution to your closure problem. 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. + LINDEN, N. J. - NILES, OHIO 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A indéstria e Comércio, Sao Paulo, Brazil TRI- rD 
— Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Se Meat Tri-Sure $/A, Avenida No. 1 y Piramide, Naucalpan, E. de Mexico, Mexico Oh aw 
: Von Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer industries, Lid., Seymour House, 17 Waterloo Place, Pall Mall $, W. I, London, England 
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Ahead of the News 


Trend to Multi-Brands—Some Southwest branded job- 
bers are concluding they can compete better with private 
branders by selling their own private brand, in addition to 
their major gasolines (NPN—Dec. *56, p96). The idea is to 
lower the independent brand prices to meet unbranded 

without their major-brand postings. 
pg ots weg gan 3 ragtime Repay age 
brand ranks soon. 


r for the lawmakers on June 13. 
r) 


Coast Case Rolls On—Justice Dept. antitrusters 

the West Coast oil case, pending in federal district 

1950, to provide legal guidelines in two con- 

troversial areas. One is exclusive dealing, the other is alleged 

major-company use of commission stations to preserve the 

tank wagon price structure, Pre-trial conferences on the 
case were held earlier this year. 


Shell Moves Back in—Shell Oil Co. is returning to the 


s latest thinking in station design. This marks 
Salt ncet ddhcenet 6 Colada 10 Wis shmndcned make mar 
ket. The Buckeye pipe line makes the move an economic 
one, Shell says. It's converting its Geneva, N. Y. plant from 
barge to pipe line. 


Atomic Power for Oil?—Nuclear radiation may be the 
newest tool for crude oil processing (others: heat, pressure 
and catalysts). Sinclair has dedicated a new radiation and 
tracer laboratory at its Harvey, Ill., research center. Pur- 
pose, sa i yng ry og ag Agena igi be fo cha 
how and if this new tool can be used effectively and 
- economically.” Radioactive tracers are also expected to play 
a major role in future petroleum research. Sinclair’s lab 
is the first industrial research facility to use fuel elements 
from an atomic reactor as its source of radiation. 


Depletion Probe Coming—A new Congressional oil 
investigation is in the works. This time the lawmakers will 
into percentage depletion and other tax benefits en- 


. S. Treasury 

millions of dollars a year. It’s doubtful that this fourth 

1957 investigation of the industry will produce any ad- 

verse laws; but these inquiries hurt the industry’s standing 
in Washington and elsewhere. 
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Fair Trade tlook for fair trade as a market 
stabilizer is gloomier. Fair trade disappeared from Pennsyl- 
vania within two weeks after Sinclair dropped it. Atlantic 
was the last of eight fair traders to give it up. Atlantic 
started fair trade in Pennsylvania and still favors it. But 
officials say they had to abandon fair trade in the Keystone 
State to enable many of their dealers to compete. In New 
England, soft-price areas are under-mining fair trade—but 
not completely. One source says it’s a “stabilized 

market.” Only in New Jersey does fair trade seem likely to 
continue with real effectiveness. 


Keep Your Eye on Small Cars—Observers say this is 
the big test year for European “economy cars” in the U. S. 
market. Volkswagen leads the way (50,000 sold last year) 
and Renault expects to sell 24,000 cars this year, compared 
to 3,000 in 1956. Oil marketers note that fuel economy is 
a big reason for the growing popularity of small cars. 


S-11 Chances Slide—Opposition by oil jobbers has con- 
vinced many lawmakers that S-11, the anti-good faith bill, 
is not a good thing for small business problems. Powerful 
opposition has cropped up, too, from a dozen other manu- 
facturing industries. So the bill faces an uphill battle in the 
House even if it passes the Senate. And there are 
indications President Eisenhower would veto the bill if it 
does pass both houses of Congress. 


Looking fer Efficiency—A major company reportedly 
will soon initiate time and motion studies in its service sta- 
tions. The studies will analyze jobs of various attendants— 
and how time and motion might be saved by changing 
positions of many standard station fixtures. Research will 
tie in with a new station building program. 


Lube Surplus Looms—A repetition of 1953's loose lubri- 
cating oil situation is in the making as stocks steadily 
mount. Inventories are pushing close to the over 1 1-million 
bbl. surplus that forced prices down four years ago. To 
complicate things, the latest 1957 demand forecast—57.8- 
million bbl.—is the same as last year’s consumption while 
production is a bit greater. Demand for Pennsylvania crude 
lube oils is running ahead of production, however, says 
Paul Zumbrook of Sinclair. 


Pre-merger Law Likely—Congress is certain to pass at 
least one piece of new antitrust legislation, Washington 
observers report. It’s the so-called pre-merger notification 
bill. For the oil industry, the measure will primarily affect 
large companies. The law will require 60 days’ advance 
notice to the government by companies planning a merger 
or acquisition We deste Abie saben: taone anaanmabae exceeds 
$10-million. Ordinary lease and land transactions in extrac- 
tive industries, like coal and oil, will be exempted. 


For More Ahead of the News > 
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Boron, Boron Everywhere—D-X Sunray will introduce 
an upgraded premium gasoline this month, featuring a 
boron additive. Richfield of California is also expected to 
market a boron fuel—on licenses from Standard Oil Co. 
(Ohio), which developed the first boron additive. The D-X 
product reportedly is also licensed by Sohio. An intensive 
ad campaign will plug “D-X Boron Motor Fuel,” following 
Sun’s discard of the term “gasoline” (see page 110). In- 
dustry observers note this might affect Sohio’s expansion 
plans through its subsidiary, Boron Oil Co., when D-X 
brings the boron name into states bordering on Ohio. 


Gas Bill Outlook Gloomy—Enactment is far from cer- 
tain, even with the Eisenhower administration’s moderate 
support. The new bill to ease federal control over natural 
gas producers is sponsored by Rep. Oren Harris (D., Ark.), 
who authored the bill vetoed by the President last year. It 
faces continued opposition from labor and consumer groups, 
and only three months remain in this session of Congress. 
In 1958, an election year, the bill could lose considerable 


support. 
= 


Car Bodies Still Changing—Ford is almost certain to 
come out with a completely new body in 1959, Detroit 
sources say. Current reports predict a unitized body con- 
struction, following the lead of Thunderbirds and Lincolns 
in the 1958 model season. Ford spokesmen say only that 
they foresee some new servicing problems. For 1958, Chev- 
rolet will introduce a fourth line of cars, the Impala, to be 
classed above the Bel Air. Fuel injection and air suspen- 
sion may be standard on it. 


FTC Squares Off With Stamps—Federal Trade Com- 
mission, after a long investigation of leading trading stamp 
suppliers, is likely to file complaints against the companies. 
FTC is expected to allege unfair business practices like de- 
ceptive promotion, price discrimination, and exclusive deal- 
ing arrangements. But there'll be no attempt to outlaw 
stamps. 


Jersey's Pate Spreads Out—Long a Milwaukee mar- 
keter, Pate Oil is now thrusting out to Wisconsin’s “100- 
mile trading zone,” which covers 70% of the state’s core 
income, 75% of its car registrations and about 85% of its 
goods manufactured. Pate was purchased a year ago by 
Jersey Standard (NPN—July, p96). While Pate has not 
saturated the “millionaire area” of Milwaukee County, it 
has exploited it intensively. Rate of the new expansion will 
depend on the company’s success in lining up good dealers. 


Odds Against Roosevelt Bills—Washington observers 
see little chance for three of Rep. Jimmy Roosevelt's oil 
industry bills (divorcement of integrated companies from 
gasoline retailing, divorcement of majors from TBA whole- 
saling, assistance for dealers in suing suppliers who cancel 
leasey). But one of the California Democrat’s propositions, 
with 20 serious opposition, may be law by 1958. It would 
enabl: successful plaintiffs in antitrust injunction suits to 
recover their legal costs. (Plaintiffs in triple damage suits 
alreadly have this privilege.) 
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PX Problems Eyed—Defense Department proposals to 
boost the limit on TBA sales at military post exchange 
service stations are under Congressional scrutiny. A 
Washington, D. C., dealer group, opposing the plan, says it 
would cause some $325,000 in TBA sales to shift to PX 
stations from Washington area gasoline dealers alone. 


Seaway Opening by ‘59-—The St. Lawrence Seaway 
will be open through its entire length for navigation in 
27-ft. channels by the spring of 1959, says a seaway official. 
He predicts an annual cargo tonnage of 30-million for the 
first several years—with petroleum and other bulk com- 
modities making up 75% of that volume. 


Getting the Soup On—A leading soup maker reports it 
will soon make a big bid for service station trade. A behind- 
the-scenes public relations effort is now under way to get 
the public to request soup machines in service stations, 
institutions and public buildings. The soup company doesn’t 
make or supply machines directly, but has firm contacts 
with big vending machine makers. 


More Tight Fill—A midwestern major company will soon 
begin converting tank trucks and station fill pipes to tight- 
fill connections. The switch is inspired partly by the expec- 


tation of a slight gain in speed and partly by legislative 
moves against possible sources of air pollution. 


Jobbers Growing in lowa—A major company with 
some distribution in Iowa plans to go the jobber route ex- 
clusively in the state within two years. Lyle M execu- 
tive secretary of the Iowa Independent Oil Jobbers Assn., 
says, “More supplying companies are recognizing and 
encouraging this type distribution.” 


Dealers: Against Controls?—Dealers don’t want re- 
strictive legislation as much as some of their 

would have you think, suggests Shell Oil Co. Shell held 
dinner meetings for its dealers in five cities where Roose- 
velt subcommittee hearings took place (Los Angeles, Chica- 
go, St. Louis, Cleveland, Houston). Over 800 dealers at- 
tended, heard local dealer organization reps debate the 
merits of six restrictive proposals with Shell division man- 
agers. Dealers then voted on the bills (S-11 and five Roose- 
velt bills) by secret ballot. Result, says: Shell: an “over- 
whelming majority” against all bills but Roosevelt's H. R. 
432, which would return legal costs to successful plain- 
tiffs in antitrust injunction suits. Shell officers have en- 
dorsed that one themselves. 


e 


Filling Tank Chinks—A plastic steel compound will be 
marketed soon that may make it easier and cheaper for 
oil companies to repair holes and cracks in large storage 
tanks. Used by one company in South America, it has re- 
portedly stood up over one and a half years on roofs of 
tanks ranging from 1,500 bbl. to 85,000 bbl. It cam also 
be used on tank sides when seepage is slight. Marketers 
have a wait and see attitude. 
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NPN PRICE AVERAGES* 
Refinery/Terminal 
Apr. Mar. Apr. 
200 1957** 1957 1956 
ee GASOLINE Gasoline 
(regular) 12.68 12.68 11.76 
160 Bog ad Kerosine 11.90 11.92 10.95 
Distillate 10.38 1040 9.40 
Residual 6.43 6.48 5.19 
120 ~ 4 principal 
a fo DISTILLATE products 10.42 10.44 9.40 
Lube oil 24.17 24.17 22.40 
80 Crude at 
RESIDUAL well ($ 
° 40 bein aette wert, * per bbL) 3.18 3.18 2.84 
wee" wwe sowed wHeanssma Teas seer “Sceeeene,] 
*Weighted average price, prin- 
OL : GEER SSE da ISAS Sete Sine Bes ee eae | ESE EPS cipal markets. **Through Apr. 12 
D3: MAM 2-3 AS OWN ‘ee es ee 
‘ga bese |1957 
2 
MONTHLY PETROLEUM STATISTICS 
Primary stocks (Last Day) Apr. 1957* Mar. 1957 Apr. 1956 
Finished and unfinished gasoline (thous. bbl.) ............ 202,904 203,361 193,299 
Ramee S0NOh Can CO, PE os a es Ds Soe ce 74,156 75,695 63,571 
UN SUMMONED 5 lp eon es 19,823 20,044 18,227 
emus fuel ol (ows. ORL)... . eee es 36,758 37,240 32,740 
coe Oli. OF Mi. Game DOL) 3... 5 Se eee eee. 252,325 252,311 277,121 
Refinery Activity 
Crude runs to stills (thous. bbl. daily) ................... 7,881 8,050 7,487 
Foreign crude included (thous. bbl. daily) ............... 862 783 816 
% Of refinery capacity operated .................:..... 88.3 90.5 88.5 
Refinery Output 
mammme cemmcmae UN EE so. os os a ccs cewe cases 3,722 3,709 3,557 
pie Seman. DU OM es ee kk tees 290 328 299 
’ Distillate fuel oil (thous. bbl. daily) ..................... 1,789 1,863 1,713 
Residual fuel oil (thous. bbl. daily) ..................... 1,143 1,226 1,130 
* 4 Crude Supply 
VU. S. crude oil production (thous. bbl. daily) ............. 7,507 7,782 7,146 
Crude oil imports (thous. bbl. daily) .................... 973 819 815 
a *Through Apr. 12, except crude stocks—Apr. 6. 
> Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 


MONTHLY MARKET TRENDS 








. Latest Month Previous Month Year Ago 
Exports of crude and refined products (thous. bbl.) ........ 25,849 (Jan.) 29,966 9,371 
_ Average station gasoline’price, ex tax (¢ per gal.) .......... 21.95 (Apr.) 22.52 21.43 
Gasoline consumption (million gal.) ..................... 4,527 (Dec.) 4,567 4,524 
_ Passenger cars—domestic shipments (thous.) .............. 556 (Feb.) 611 537 
Trucks and buses—domestic shipments (thous.) ............ 74 (Feb.) 73 84 
Automotive Teplacement tire shipments (thous.) .......... 5,049 (Feb.) 5,195 3,952 
t battery SS a 2,638 (Jan.) 2,265 2,058 
Oil burner i, sirens vo oe dh ee oe 46 (Jan.) 39 50 







dein S65 1,074 (Feb.) 
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Supply and Demand 


New Boost for Diesel Market 


INCREASED NUMBERS of diesel 
powered trucks and buses on the high- 
ways, and greater use of automotive 
off-the-road equipment by highway 
and building contractors, will contrib- 
ute to the expansion in 
diesel fuel sales in coming years. 

In the past decade it was the diesel- 
ization program of the railroads that 
brought U.S. consumption of this pe- 
troleum product to 169,206,000 bbl. 
in 1955, a daily average use of about 
464,000 bbl. This was an increase of 
over 150% from 1945 (see chart). 

As the railroads complete their pro- 
gram for using diesel powered locomo- 
tives in place of steam, their consump- 
tion of diesel fuel is expected to level 
off. It will still remain by far the larg- 
est use of this product, however. 

Adding to these sales will be the 
growth in the use of diesel fuel in 
heavy automotive equipment, particu- 
larly trucks, excavators, and other 
earth moving equipment. The $50- 
billion nation-wide highway building 
program on which the states are now 
embarking is expected to step up this 
market. 

Sales of diesel fuels to the railroads 
have grown dramatically in the past 
decade, from 12,036,000 bbl. in 1945 
to $0,064,000 bbl. in 1955. 

Miscellaneous sales, the largest item 
of which now is automotive fuel, in- 
creased from 8,371,000 bbl. in 1945 
to 44,215,000 bbl. in 1955. Miscellan- 
eous sales also include fuel for sta- 
tionary diesel installations on farms, 
pipeline pumping installations and ir- 
rigation projects, among others. 

On the other hand, the other uses for 
diesel fuel in total have shown little 
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Railroads give way to automotive uses as main factor in diesel market 


change in the 10-year period, from 
46,005,000 bbl. in 1945 to 44,927,000 
bbl. in 1955. These uses include sales 
to vessels, to gas and electric power 
plants, smelters, mines and manufac- 
turing industries, for military use, and 
sales to oil companies, principally for 
fuel in oil field operations. Sales to the 
military services declined greatly with 
the ending of World War IL. 

For the convenience of oil compa- 
nies handling diesel fuels, these prod- 
ucts have been classified in three grades 
by Committee D-2 on Petroleum Prod- 


Here Are Average Properties of Diesel Fuel Sold in the East* 
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Grade Grade Grade 
1-D 2-D 4-D 
40.5 36.8 28.8 

35.0 46.5 
0.273 0.39 
150.4 150.7 
0.106 0.50 
0.001 0.003 

50.3 47.2 


369 451 
431 511 
502 

524 587 

567 645 


ucts and Lubricants of the American 
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Here is why EVER-TITE assures For Tight 
EVER-TITE speed... safety...economy |, ran | a 





Deliveries 
STANDARD 


ADAPTER AND ve 
COUPLER gg igs ot no tee 
Unif wall thick 
—no weak spots 





Extra heavy reinforcing rim 








economy 


muss YA 
IMMA. vn 


wall thickness EVER-TITE 
i ” 7 
oP ee pam Superior quality forged body 99” COUPLER 
Recess retains gasket —precision machined 
in coupler and assures —accurate tolerances 
proper placement 











97 
he geli'k Locking Cap 
You save time in deliveries—and reduce wear and 


maintenance costs—when you use Ever-Tite Cou- , 
plings. Ever-Tite gives you the finest in quality and 
engineering. And Ever-Tite gives you tight connec- 97 
tions every time—because every Ever-Tite has 
positive gasket compression that is dependable under 
all conditions. Get Ever-Tites—and get the best in 
quick couplings. There is an Ever-Tite for every 
need. Ask your distributor. 


Twisting Cap 


Brass « Stainless Steel 
Aluminum 2 Malleable Iron 
Other materials available on request 


4 i Dust Plug 


% 
eae" o DUST PROTECTORS 
EVER-TITE Oa oO 


90° FULL-FLO Chain for attaching Dust Caps 
ADAPTER AND COUPLER or Dust Plugs 
Drop Tubes or Pipe Threads to adapters or couplers 


CHECK VALVE UNIT ig EVER-TITE 
GASKETS 

















EVER-TITE COUPLING CO. INC., 254 WEST 54TH STREET, NEW YORK 19, N. Y. 
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® Read the Ads! 


= Listen to Radio! 


7 yyy Check the Billboards... 


/ 
} 
| 
|| 
i® 
t 


you'll see why... 


THIS IS THE YEAR OF THE 
BIG SWING TO SINCLAIR 


Every year sees more and more service station operators 
climbing aboard the Sinclair band-wagon. And this pre 
year, the rush is already at flood-tide. 


Sinclair’s great new advertising campaign (scheduled for 
hundreds of newspapers, on thousands of bill-boards 
and over 850 radio stations) is one big reason. It’s a 
great campaign about a great new Gasoline—new Sinclair 
Power-X — the gasoline that has set the oil industry 
buzzing and Sinclair Dealers’ cash-registers ringing. 


But perhaps more basic to the swing to Sinclair is 
Sinclair’s long record of fine products, fair dealing, and 
aggressive dealer support. 


Now’s the time to become a successful Sinclair Dealer. 
Talk it over with your Sinclair Representative, or write 
Sinclair Refining Company, 600 Fifth Avenue, 

New York 20, N. Y. Ask, too, about the Sinclair TBA 
franchise, featuring Goodyear, the greatest name in rubber. 


Ss ; Ae Cc LA F R “Leads the industry in dealer assistance” 
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NOJC: Time for a New Step 


The most important phase in the National Oil Jobbers Council’s develop- 
ment may be just ahead. What NOJC does about it will affect not only 
jobbers who belong to state associations but other jobbers too. 


The NOJC is composed of state jobber associations, not individual jobbers. It is 
generally regarded as the official champion of oil jobbers, even though many of 
them don’t belong to any organizations at all. An underlying objective is to attract 
all jobbers into their regional trade associations and to enlist regional associations 
into NOJC membership. The closer NOJC comes to this objective, the greater will 
be its strength and unity. 


Since the end of World War lil, NOJC has gone through two stages of 
growth—first, organizing the varied regional jobber associations into a 
national body; second, stabilizing the national group. Both were difficult 
periods, and there were times when it looked as though NOJC would fall apart. 


The problems of the first two stages have been overcome. The majority 
of state associations have become staunch NOJC supporters. By getting NOJC on 
a sound financial basis, stabilization has been accomplished during the administra- 
tion of Clint E. Elliott, incumbent president. 


But while NOJC has taken on many projects, it has not yet devised a 
broad, positive program that stamps it as the jobber’s partner as well as 
his spokesman. It has numerous stated objectives but no long-range plan. But 
that takes time, and it has been necessary first for the organization to establish 
itself. Much of its work has been emergency action (such as fighting S-11—the 
“anti-meeting competition” or “anti-good faith” bill, as it has been known); dealing 
with current situations (such as discussing questionable marketing practices both of 
major suppliers and the jobbers themselves) and passing resolutions. 


Now that NOJC is firmly established, it must move along. An organiza- 
tion can’t stand still—not for much time, anyway. NOJC has an opportunity to 
achieve national standing as a constructive beneficent organization. 


The jobber segment is in good health; but a great many individual job- 
bers could do better. NPN has completed a survey that is very enlightening (see 
p95). One of the findings is that business controls of many jobbers are very loose. 
A related observation is that many jobber operations are less efficient than they 
should be. 


That suggests this conclusion: If individual jobbers tightened their con- 
trols and improved the efficiency of their operations, the whole jobber seg- 
ment would be healthier and stronger. 

If NOJC is willing to accept this as a situation it can do something about, a 
normal objective would follow: improvement of the position of the oil jobber. 


if NOJC accepts such an objective, it moves to the threshold of its next 

phase. It means the preparation of a practical, constructive, long-range 

that will receive the approval of national and state leaders and one 

that will offer tangible benefits to rank-and-file jobbers and move them to participate 
in NOIC actively. 
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Every worthwhile partnership is based on 
respect and understanding. A real partnership 
always produces mutual advantages. 


That’s why wise petroleum marketers choose 
the Dunlop Franchise. They know Dunlop is 
a major company with a world-wide reputa- 
tion for quality tires. They know Dunlop lives 
up to and exceeds franchise commitments. .. 
and that Dunlop advertising, merchandising, 
and promotional aids have the flexibility and 
originality to help solve individual marketing 


Choose a FRANCHISE as you choose a “PARTNER’’ 


problems at the local level. Dunlop Field Rep- 
resentatives are always on hand to keep you 
abreast of the latest industry developments and 
marketing methods. 

In fact, the whole Dunlop organization is 
geared to make sales EASY for you... PROFIT- 
ABLE to you. A Dunlop Franchise can be the 
most valuable business partner you ever had. 
For complete details, contact the Dunlop petro- 
leum industry representative. 


-You’re always a step ahead with 


DUNLOP 


OUNLOP TIRE AND RUBBER CORPORATION, Buffalo, New York, Founders of the Pneumatic Tire industry 
94. 
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Special Report 


Meet Todays Jobb 


A new NPN survey shows he’s a changing man in a 
changing industry. Here are the major trends: 


>» New jobberships on the rise 

>» Marketing areas getting bigger 

>» One-man ownership increasing 

» More storage; fewer bulk plants, terminals 
» More station ownership 


>» Growing diversification in products 


What's more, today’s jobber has confidence in his future 


THOSE ARE THE BIG FINDINGS of the job- 
ber survey just completed by NPN. The survey, 
compiled this spring, indicates that jobbers as a 
whole are doing pretty well—and know it. They’re 
taking advantage of new methods and techniques 
to keep pace with the shifting marketing scene, 
and generally they feel good about the outlook. 

There are some dark spots in the picture. Fixed 
assets are lower than they were when NPN took 
its last survey in 1953, and comparison with 
NPN’s 1949 survey indicates the jobber’s share 
of gasoline sales hasn’t kept up with increases in 
national demand. 

In spite of this, most of the jobbers surveyed 
seem to be in good condition. Many of them plan 
some kind of expansion this year. And the ma- 
jority are optimistic about the future of their busi- 
nesses. 

NPN’s survey is drawn from a random sampling 
of 2,000 subscribers. Because the sample is lim- 
ited to NPN subscribers, the survey is not pre- 
sented as an accurate statistical picture of all U. S. 
jobbers. In many cases the figures may be higher 
than actual over-all averages would be, since NPN 


readers generally represent jobberships somewhat 
larger than the national average. 


Jobbers responding to the survey were broken 
down by sizes for more convenient analysis. About 
35% of respondents do under 1-million gal. an- 
nually; 52% do between 1-million and 5-million 
gal.; and 13% do over 5-million gal. 


Complete results of the survey will be published 
later this month in NPN’s annual Mid-May Fact- 
BOOK. On the next eight pages, however, you'll 
find all the highlights of the survey. Here’s the 
lineup: 

e A view of the composite 1957 jobber and a 
direct comparison of the 1957 and 1953 surveys, 
on the next two pages. 


e@ An analysis of the jobber, his business, and 
the way he runs it . . . pages 98-99. 


e A rundown on the property and equipment 
he owns and the facilities he uses . . . pages 
100-101. 


@ The story of what he sells, how much he 
plans to spend, and how he views the future . . 
pages 102-103. 





MS An NPN Survey Gives 


THE COMPANY 


It’s been in business over 17 years . . . head man 
is 45-50 years old . . . number two man is 35-40 


... employs 10 full-time people, one part-time . . . 
serves a marketing area of 1,461 sq. mi. 


SUPPLIES 


... 10 service stations, 5 other retail outlets... 98 
farm accounts . . . 435 home heating accounts . . . 
8-18 commercial accounts if his total gallonage is 
under 5-million; 620 if he’s a big jobber 


OWNS 
... 3.2 service stations . . . 1.3 bulk plants, with 


storage capacity of 138,083 gal. . . ..6.3 pieces of 
rolling stock 





This Composite Picture 


SELLS 

. .. 1,524,000 gal. of gasoline a year . . . 1,245,000 
gal. of No 2 and 4 heating oil . . . 298,000 gal. of 
kerosine . . . 238,000 gal. of diesel fuel . . . 55,800 
gal. of lube oils . . . 11,200 Ibs. of grease 


PLANS 

. . . to spend $38,225 on new station construction 
this year . . . $14,455 on other new construction... 
$6,745 for new trucks . . . $4,870 for remodeling .. . 
$4,570 for new equipment 





LOOKS AHEAD 


. .. with optimism for his business, though he has 
his problems and likes to sound off about them 


















(Story begins on page 95) 


THE “AVERAGE JOBBER” who emerges from 
NPN’s new survey is an experienced businessman. 
Usually his personality dominates his firm; more 
often than not he’s the single proprietor. 

Here, and in the condensed tables below, are 
the pertinent statistics about today’s jobber and the 
way he operates. 


His company has been in business 17.4 years. 
That’s the average, but the survey reports turned 
up companies as young as six months and as old 
as 87 years (only a decade less than the age of the 
U. S. oil industry itself). The biggest companies 
have been in business the longest: they average 
21.7 years. The smallest companies have the short- 
est average: 14.5 years. Almost a quarter of these 
have been in operation less than five years. 

He has 10.7 employes. That’s not representative 
of the extremes, however. If he’s a small jobber 
doing less than a million gallons, he averages only 
4.3 employes—cand in 13% of cases, has none or 
one. If he’s in the over-5-million class, on the other 
hand, he averages 32.3 employes—and in 17% 
of cases, has over 50. 

He has 9.5 full-time people, 1.1 part-timers. 
More than half the jobbers surveyed don’t use any 
part-time help at all. The ones that do consist 
largely of the smallest jobbers, who frequently use 
part-time bookkeepers, and the biggest jobbers, who 
employ considerable part-time service help. 

He serves an area of 1,461 sq. mi. The survey 
shows a big range here: from a small jobber with 


Tables are broken down by jobber size: 
e Small—under 1-million gal. a year 
e Medium—1-5-million gal. a year 
e Large—over 5-million gal. a year 


Small Medium Large 
es beac 45 2 21.7 
BS. .323 
86 292 
es NO 0.8 
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|: Who He Is—and How 


a 5-sq.-mi. area to a medium-sized operator with 
an area of 103,922 sq. mi. On the average, trade 
areas for the three categories of jobbers in the sur- 
vey hold a 1-2-3 proportion in comparative sizes. 
Significantly, the average territory is bigger than it 
was in NPN’s 1953 survey (see page 96). 

His key policy decisions are made by 1.7 men. 
This reflects the jobber’s traditional emphasis on 
one-man management. About 71% of small job- 
bers make all policy themselves; 25% split it 
among two men. Almost half the medium-sized 
jobbers retain one-man control; only 34% of the 
big jobbers have it. Seldom does the responsibility 
for making big decisions go beyond a maximum 
of four men, even in the biggest firms. 

He’s sole owner of his company, in 62% of cases. 
Only 8% of the jobbers surveyed reported owner- 
ship by more than four persons, pointing up a sur- 
prisingly low incidence of incorporation among 
jobbers. The number of one-man ownerships is also 
substantially higher than in the 1953 survey. 

He’s between 45 and 50 years old. That contra- 
dicts the idea that jobbing is an old man’s business 
today. The percentage of older men is higher now 
than it was in 1953, but for the 32% over 50 
there’s a segment of 24% under 40—young blood 
in any business. 

His second in command is between 35 and 40. 
That’s further proof of new blood in the business. 
And the sizable group under 30 (16%) and be- 
tween 30 and 40 (38%) probably indicates that a 
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He Runs His Business 


respectable number of jobbers’ sons are continuing 
to enter the business. At any rate, many jobbers 
seem to have entrusted the future to younger men. 


About 78% of jobbers handle branded gasoline. 
Another 17% handle private brands, and 5% han- 
die both. Keep your eye on that last category. Some 
marketers think dual-brand operation is a good 
move for today’s jobber (NPN—Dec. ’56, p96). 

The average jobber supplies 10 stations. Exclud- 
ing jobbers who serve no stations, the average goes 
up to 11. That still continues a decline that’s been 
showing up in statistics since 1949, when the jobber 
supplied an average of about 18 stations. 


He supplies 5 other gasoline retail outlets. These 
comprise parking lots, grocery-store outlets, garages 
and the like. Excluding jobbers who serve no such 
accounts, the average is 9. The biggest jobberships 
get the lion’s share of this business. Jobbers in the 
over-5-million class average 24 non-service-station 
retail accounts, against 8 for medium-sized jobbers 
and 5 for small jobbers. 

He supplies 98 farm accounts. Excluding jobbers 
with no farm business, the average is 128. The 
medium-sized jobber seems to get most of this type 
of account. He has an average of 152, against 146 
for the bigger jobber and 84 for the small jobber. 

He supplies 435 home heating accounts. Exclud- 
ing jobbers who have no such accounts, the average 
is 546. The big volumes in this field go to the large 
jobber—in part because there are more fuel oil 
specialists in the top-gallonage category than in the 


188 529 1,531 
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more diversified categories below it. Big firms av- 
erage 1,531 accounts, against 529 for medium-sized 
jobbers and 188 for small jobbers. 

He supplies 620 commercial accounts, if he’s a 
large jobber. If he’s medium-sized he supplies 18; 
if he’s small he supplies 8. Because of the rela- 
tively few large jobbers specializing almost entirely 
in commercial business, any attempt to average 
these figures would result in an overly high figure. 

Most survey respondents were pessimistic about 
the commercial account picture. Many branded 
jobbers noted that between their suppliers and their 
off-brand competitors, most of the commercial 
market had slipped—or was slipping—away. 

Gallonage to commercial accounts is heavily 
weighted on the side of the big jobbers. They aver- 
age 1,703,872 gal., against 275,547 for medium- 
sized jobbers and 100,335 for small jobbers. 

About 72% of jobbers handle TBA. Of these, 
79% handle the line their suppliers recommend. 
But more than half also handle other lines. 

About 43% usually pick up gasoline direct from 
their supplier’s storage point. But 48% of medium- 
sized jobbers and 27% of large jobbers seldom or 
never do—an indication that some may be missing 
a chance to cut costs. 

About 30% use direct delivery to stations. But 
44% of the medium jobbers and 20% of large ones 
seldom or never do. This is another technique 
many jobbers could use to reduce costs. 














TODAY'S Geenerers 
JOBBER ETF 


TODAY’S JOBBER—like yesterday’s—owns an 
average of one bulk plant or more, and he owns 
several stations. But he has fewer plants and more 
stations than he did a few years back, and there’s a 
growing tendency for him to operate without any 
bulk plants at all. His investment in terminals is 
going down even faster. 


Here, and below, are the figures on the 1957 
jobber and his holdings in wholesale and retail 
marketing facilities. 


He owns 1.3 bulk plants, Seldom, except in a 
few of the largest companies, does he own more 
than two. About 80% of bulk plant owners con- 
duct their operations from a single bulk plant. 
That’s a change from 1953, when only 72% used 
a one-plant system. That tallies with a national 
trend to fewer plants (but more volume per plant) 
reflected in the latest U. S. Census Bureau report 
on oil wholesaling (NPN—April 56, p119). 

His storage capacity is 138,083 gal. That’s more 
than it was in 1953—in line with the Census Bu- 
reau’s findings. Storage capacities reported in the 
survey ranged from one small jobber’s 4,500 gal. 
to a high of 4-million gal. recorded by a company 
in the high-gallonage category. Average storage 
capacities (for all bulk plants owned) lined up this 
way: small jobbers, 56,993 gal.; medium-sized job- 
bers, 100,629 gal.; bigger jobbers, 453,051 gal. 

About 23% of jobbers own no bulk plants. 
That’s in sharp contrast to a figure of 12% in 1953. 
The greatest number of non-bulk-plant owners are 
small jobbers—a third of them reported no bulk 













His Facilities and the 


plant at all. About 19% of the medium-sized job- 
bers and 17% of large jobbers also operate without 
bulk plants. The fact that larger jobbers are more 
apt to bypass their bulk plants probably accounts 
for the relatively high number of non-bulk-piant- 
owners in the two larger groups. 

Only 2% of jobbers own terminals. Those who 
do own them are in the upper gallonage categories. 
About 7% of the large jobbers own terminals, 
against 2% for medium-sized jobbers. None of the 
small jobbers surveyed reported owning a terminal. 
For all jobbers who do have terminal space, the 
average storage capacity comes to 15,800,000 gal. 
The terminal ownership picture is similar to the 
bulk plant situation: there’s a pronounced decline 
in jobber ownership. In 1953, by contrast, 5% of 
jobbers owned terminal facilities. 

Today’s jobber owns 6.3 pieces of rolling stock. 
Almost half his fleet-—an average 2.8 vehicles— 
consists of tank trucks. The small jobber averages 
1.6, the medium-sized jobber averages 3, and the 
large jobber averages 5. 

He owns 0.8 semitrailers. Most of these are con- 
centrated among the large jobbers, who average 3 
apiece, against 0.7 for medium-sized jobbers and 
0.2 for small operators. 

He owns 0.1 full trailers. Large jobbers have 0.3, 
medium jobbers 0.2, and small jobbers 0.02. 

He owns 0.9 tractors. Large jobbers have 3.1, 
medium jobbers 0.8, small jobbers 0.2. 


He owns 1.7 other trucks. Large jobbers have 
3.2, medium jobbers 1.8, small jobbers 0.8. 
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Equipment He Uses 


These statistics naturally don’t include rolling 
stock leased by jobbers. For that reason they reflect 
ownership only—not trucks in actual use. They do 
turn up a significant investment pattern for rolling 
stock: as a rule, the jobber owns an average of one 
truck for every million gallons he handles. 

If any rolling stock trend is evident from com- 
parison of the new survey with the 1953 edition, 
it’s toward a greater concentration of trucks in the 
middle-capacity class. In 1953, about 28% of job- 
bers owned trucks of capacities ranging from 1,500 
to 3,000 gal. Today 36% own vehicles in that class. 


The largest concentration of trucks, however, is 
in the under-1,500-gal. class, just as it was in 1953. 
At that time 91% of jobbers owned such vehicles; 
today the percentage has shrunk to 84%. This has 
been accompanied by a similar shrinkage at the 
other end of the scale. In 1953, 45% of jobbers 
owned trucks of capacity higher than 3,000 gal.; 
today the percentage is 42%. 

He owns 3.2 service stations. Comparing that 
figure with 1949, when the average was 2.65, you 
can see that the jobber is building up a firmer 
financial stake in oil marketing. Most of the two-or- 
three-station jobbers come from the small and 
medium categories. In the large-jobber group, a 
surprising 32% own only one station or less. That’s 
balanced on the other end of the scale by the large 
station chain owners; about 26% of the larger job- 
bers own more than 10 stations. Very few other 
jobbers have that many. About 3% of medium- 
sized jobbers and 1% of small jobbers fall into the 





over-10 classification. Jobbers reporting in the sur- 
vey frequently noted that in today’s tight money 
market, it’s not feasible to tie up what capital is 
available in station ownership. For that reason, the 
upswing in ownership may be leveling off tem- 
porarily. 

He has one station on salary operation. This 
average is raised considerably by the figure for large 
jobbers with salaried operators—2.9. Medium-sized 
jobbers average out at 0.8 salaried operators, while 
small jobbers average only 0.6. Survey answers 
show that keeping stations on salary basis seems to 
be primarily a matter of expediency rather than 
policy, in most cases. Many small and medium 
jobbers indicate that they use salaried operators 
only because pressing manpower problems require 
it. On the other hand, several large private-brand 
jobbers use salaried operators almost exclusively 
in their station chains. 

Several jobbers answering the survey expressed 
serious concern over the future profit potential of 
service stations, in view of “sky-high” building costs 
and competition from majors with direct operations. 
Many held out scant hope for jobbers in “desirable” 
markets whose sole investment is in stations. A 
number of jobbers reported that they were diversi- 
fying their operations with new products and serv- 
ices, in order to set up a better liquid assets picture 
and hedge against major competition in stations. 
To see just how the average jobber is diversifying, 
turn the page. 
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TODAY'S Seaenenere 
MT iae Il: His 


PRODUCT DIVERSIFICATION is one of the 
biggest new trends in the operations of today’s job- 
ber, and this seems to be a healthy sign. For while 
jobbers may not be getting their proportionate share 
of the increase in gasoline sales, they’re compensat- 
ing by going more heavily into products like diesel 
fuel, lubricants, solvents and LP-gas. 


This is showing up in healthy dollar volumes. 
And many jobbers surveyed observed that it’s also 
providing a valuable hedge against heavy station 
building by majors in some areas. 


How solid is the jobber’s over-all position today? 
Stronger than many seem to think, to judge by sur- 
vey answers to questions on 1957 capital outlays 
and on the way the future looks. Projecting esti- 
mated capital expenditures, jobbers will spend 
upwards of $175-million for new plants and equip- 
ment this year. Looking further into the future, 
74% of jobbers surveyed classified the outlook as 
excellent or good. 


Here’s the 1957 story on what the jobber sells, 
what he spends, and what he sees ahead. 


He sells over 1.5-million gal. gasoline a year. 
That’s approximately the same average gallonage 
that was turned up in NPN’s 1949 survey. So while 
the industry has registered big sales gains in gaso- 
line over the last seven years, the increase hasn’t 
gone through jobbers. On the other hand, more 
jobbers (93%) are handling gasoline now than in 
1953, when only 77.5% handled it. 


He sells over 1.2-million gal. of heating oil. 





Sales and Buying 





That’s more than double the average volume of 
1949. And more jobbers (80%) are handling heat- 
ing oil than in 1953 (60%). 

He sells almost 300,000 gal. of kerosine. About 
68% of jobbers handled this fuel in 1953; now 
83% do. But average volume is going down. 

He sells almost 238,000 gal. of light diesel. This 
brings up a notable case of diversification. Only 
28% of jobbers handled light diesel oil in 1953; 
today 69% have it. Some of this may be due to the 
growth of truck stops and to highway building. 

He sells almost 450,000 gal. of LP-gas. This field 
has seen dramatic growth in recent years. Only 
2.5% of jobbers handled it in 1953; 7% handle it 
today. (For more on LPG, see NPN—Feb, p96.) 

He sells over 55,000 gal. of lube oils. This again 
is striking evidence of diversification. Only 64% 
handled lube oils in 1953; 92% do now. 

He sells over 11,000 Ibs. of grease. Only 50% 
handled greases in 1953; 88% do now. 

He sells 32,000 gal. of solvents. About 31% of 
jobbers handle solvents now, against 17% in 1953. 

He sells over 1,000 gal. of cutting oil. Just 2% 
handled this product in 1953; 18% do now. 

The average dollar volume for all products is 
$630,000. Small jobbers do a good deal less than 
that—$180,170—and large jobbers do a good deal 
more—$1.7-million. Medium jobbers are in the 
middle with a $565,900 average. 

What the jobber earns and spends on these sales 
can’t be averaged safely. Answers to survey ques- 
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Plans, Plus the Future Outlook 


tions on net profits and operating expenses suggest 
a need for better bookkeeping controls in many 
jobberships, and do not constitute a sufficient base 
for average figures. 

Net profits reported for 1956 ranged from $1,400 
to $50,000 for small companies, from $400 to 
$87,500 for medium companies, and from $6,900 
to $250,000 for large companies. 

Net profit as per cent of gross ranged from 0.6% 
to 24.5% for small companies; from 0.5% to 13% 
for medium companies; from 0.5% to 16% for 
large companies. 

Projected capital expenditures can be reckoned 
more definitely from the survey returns. Excluding 
those jobbers who will make no capital expendi- 
tures, here’s what the jobber plans to spend in five 
different areas during 1957: 

He'll spend $38,225 on new stations. About a 
third of the jobbers surveyed plan to build stations 
this year. Most of these are in the two higher-gal- 
lonage categories. About one-sixth of the small job- 
bers will build, and plan average outlays of $24,620. 
About 40% of medium jobbers will build, with 
average outlays of $31,855. More than half the 
large jobbers will build, with average outlays of 
$74,220. 

He'll spend $14,455 on other new construction. 
Small jobbers will spend an average of $5,611. 
Medium jobbers will average $10,550, and large 
jobbers will average $38,060. 

He'll spend $6,745 on new trucks. One-sixth of 





small jobbers will be buying trucks, with an average 
cutlay of $3,195. Well over half the medium job- 
bers will buy trucks, with an average outlay of 
$5,955. Almost two-thirds of the large jobbers will 
buy trucks, with an average outlay of $13,550. 


He'll spend $4,570 on new equipment. Small 
jobbers will spend an average of $3,195; medium 
jobbers will average $4,040; large jobbers will av- 
erage $10,655. 


He’ll spend $4,870 on remodeling. Small jobbers 
will average $3,085; medium jobbers will average 
$5,150; large jobbers will average $8,310. 


Although some jobbers traditionally cry the blues 
when it comes to looking ahead, surprisingly few 
did so in the survey: 


The future looks “excellent” to 20% of jobbers. 
The most optimistic are in the large-jobber class— 
24%. But 21% of medium jobbers and 18% of 
small jobbers also look for a profitable future. 


The future looks “good” to 54%. Of this group, 
most (61%) are small jobbers. 


The future looks “fair” to 20%. This group 
doesn’t expect to do more than hold its own. 

The future looks “poor” to only 4%. This in- 
cludes no large jobbers, and only 3% of small job- 
bers. About 5% are medium jobbers. 

Between his own healthy vital statistics and his 
confident attitude, today’s jobber seems to be in 
pretty good shape. If he can continue to change with 
the times, he figures to stay that way. e 

















Why Jobbers Get Mad at Majors 


—and What to Do About It 


L. T. White says the trouble is opposite viewpoints: 


Suppliers think about 
Product 
Cost 
National operation 
Brand identification 


What's more, says White, 


Jobbers think about 


People 

Profit 

Local operation 
Personal identity 


@ Neither group uses enough common sense 


@ Majors don't listen enough—and often don't sentiend 


to what they do hear 


White's remedy is threefold: 


@ Suppliers must humanize, i improve communications 
© Jobbers must learn better management, realize how 


strong they actually are 


@ Both sides must help each other and their dealers 
learn modern marketing principles 


“MAJOR COMPANIES are made up mostly of organiza- 
tion men, while jobbers are entrepreneurs,” says Cities 
Service’s L. T. White. He believes that may be why 
distributors and suppliers have so many opposite view- 
points. 

Not all jobbers are unhappy or at odds with their 
suppliers, of course. And White’s among the first to 
say so. He thinks most of them are reasonably well 
satisfied with their suppliers most of the time. 

But he warns that suppliers must remember the job- 
ber is a special kind of an entrepreneur: “The refiner 
is looking for an outlet for his product; the jobber’s 
function is to create a demand for his services.” That’s 
why he’s more interested in people than his supplier 
is, in White’s view. 

That’s also why the jobber has trouble when he 
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thinks about increasing his profits. Margin increases 
apply to products, but selling service is something else 
again. “It’s hard for the jobber to define his services 
and hence to place a value on them,” White says. “But 
one of these days he will accomplish that. In manage- 
ment institutes now, we ask the jobber, “What do you 
do for people? Why should they pay you 2¢ more than 
they do a fellow who is dealing in products without 
service?’ This causes him to think.” 

The industry must help the jobber to his accomplish- 
ments: “We’re beginning to use proven principles of 
retailing and wholesaling which have been worked out 
over thousands of years. The type of marketing we’ve 
been using in oil is a home-made, awkward con- 
trivance which in many respects violates what we know 
to be good in retailing and wholesaling. 
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“Jobbers and dealers must be more adaptable to 
the wishes of the people. Independence is the key. They 
must really be able to talk back to the supplier, but 
oil suppliers don’t always let them. And the supplier 
should try to adapt his product more to people’s wants 
or needs and less to vehicle specifications. That may 
mean a change in advertising as much as anything else.” 

“Major companies do talk about service. But just 
pick up any major oil company training program. 
‘Know your product’ is the first line. In retailing it 
should be, ‘Find out what people want.’ ” 

Cost vs. Profit—The jobber can do something about 
this conflict, White suggests. If the jobber concentrated 
more on cutting costs, he would become more efficient 
—probably meaning higher profits—and might also 
come to appreciate the majors’ cost-consciousness a 
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little more. “While the major must humanize its mar- 
keting, the jobber must use more control in his re- 
sources, his inventory, his money, his collections,” 
White says. 


National Brand vs. Local Identity 


This doesn’t even have to be a conflict, White: in- 
dicates. “If the major would advertise his product and 
the jobber would advertise his services, we would have 
a balance. 

“But jobbers and dealers don’t realize what advertis- 
ing can do. We wondered why Sears, Roebuck sells 
more batteries in one month than the oil industry does 
in a year. We found out that in a typical town Sears’ 
newspaper linage is 50 times that of all oil retailing. 

“Retailers will spend 5% to 20% of their sales on 
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advertising. The retailer and wholesaler in petroleum 
spend practically zero. In management institutes these 
days we ask, ‘How would you spend $1,000?’ 

“At first the jobber is astonished that he should spend 
any money for advertising, but as he begins to see that 
he ought to tell people his name and identity and why 
thev should buy from him, he sees that it makes sense.” 


Organization Man vs. the Entrepreneur 


White believes the conflict between the man com- 
mitted to a big company and the man in business for 
himself goes fairly deep. But there’s some realization 
among majors that they need entrepreneurs like job- 
bers and dealers. 

“We've asked presidents and marketing vice presi- 
dents of oil companies if they think we should urge 
college programs to prepare entrepreneurs for petro- 
leum distribution,” he says. “They hesitate before they 
reply; the hesitancy comes from applying the words 
to oil marketing. Then they agree this is what we need. 

“But people take grave concern about the future of 
the country because not enough entrepreneurs are 
being trained. Can you find a course on being a pro- 
prietor in the high schools or the colleges? Many 
people are saying that’s the great need of our time.” 

White sees grounds for both optimism and pessimism 
on this score. On the bright side, he says some heads 
of big organizations do wish more men were educated 
to be risk-takers. “One personnel director of a large 
oil company recently said to me, “These people, se- 
curity-minded, feel fine when they get into a big or- 
ganization and put their lives in our hands. But they 
soon reach a plateau. We wish at that point we could 
divert their interest into entrepreneurship so they’d leave 
to become distributors or dealers for our products.’” 

That’s the kind of major official who wishes his men 
had more understanding and respect for jobbers and 
dealers, in White’s view. “He realizes that one reason 
jobbers get mad is that members of the supplier or- 
ganization have a low regard for the jobber. Salesmen 
think jobbers and dealers are Mr. Small, Mr. Provincial, 
while they themselves are Mr. Big and Mr. Metropolis.” 

On the pessimistic side, White feels it’s hard to get 
the organization man to take the entrepreneur’s point 
of view. Wherever majors are studying whether or not 
to go the jobber route entirely, he says, they must hide 
their studies from the salaried staff. The salaried people 
are afraid of being displaced by jobber expansion. 


You've Got to Pick Up the Receiver 


The communications problem, White believes, is 
practically both cause and effect of jobber-supplier mis- 
understanding. The majors must shoulder the greater 
part of the blame, he feels, for what he calls “response- 
less representation.’ 

He puts it this way: “In the early days of the tele- 
phone, the telephone company had to instruct people 
to use the receiver. They would shout into the instru- 
ment and then run to the window to hear the reply. 
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‘<..<One reason why jobbers get mad is that members of the 


That’s about what we’re going through now with our 
line of communication. The oil companies are simply 
not using the receiver.” 

The receiver could be the salesman, but he’s usually 
the one who’s most responseless. He'll carry a message 
out from the company, White remarks, but when the 
jobber wants him to carry a message back to the policy 
makers, he says “Don’t get me in trouble.” 

White quotes Sen. Sparkman (D., Ala.): “It is ap- 
parently easier for a small businessman to reach the 
U.S. Senate than the policy maker of a manufacturing 
firm.” That’s how salesmen who don’t want to get in 
trouble with their company may get the company in 
trouble with Congress, White believes. 

Top marketing officials may not want things to be 
that way, White says, “but there are seven layers in the 
line organization between the salesman and the policy 
level. Each one, district, division and so on, condenses 
what is said, makes it more ‘interesting’ and pleasant 
to read. 

“It’s like a full-flow filter. Nothing comes through 
but the clean and the pure by the time it gets to the 
president’s desk.” 


Money Is the Root of Some Evil 


Jobber-supplier relations are further complicated, 
White believes, by the fact that majors have plenty of 
capital and good credit. They can build marketing facili- 
ties easily. Jobbers have little expansion capital; credit 
is harder for them to get. 

Suppliers can lend money to their distributors, of 
course, or give them an extended line of credit. But 
many jobbers. say this impinges on their independence, 
and White thinks they may be right. 

The answer, he thinks, is for the jobber to start rais- 
ing capital in a small way, since the jobber is a small 
businessman. “Most giant corporations at one time were 
no bigger than today’s jobber. But they learned that 
the tendency to expand will choke you unless you auto- 
matically open up your sources of capital. 

“One of the elementary lessons a jobber must learn 
is how to raise money. He can learn from Wall Street: 
(1) incorporate; (2) have plans and a prospectus, and 
make the prospectus hopeful. 

“The jobber is in the bad habit of making things look 
blue. He belittles his profits to the income tax people, 
his wife, his neighbors and his supplier, so the business 
looks sad. When you want to step out and raise money 
from investors you must take the hopeful, promising, 
progressive point of view.” 

Jobbers are learning, says White, that the quickest 
way to raise eapital—in a small way—is to collect it. 
“Collecting receivables gets the financial statement in 
presentable shape,” he says. “If you show you’re making 
good use of your money and keeping it active, a fellow 
will be more inclined to lend you money or invest it.” 


How Many People Are Grumbling? 


Both jobbers and suppliers show fear and lack of 
common sense in dealing with each other, White says. 
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supplier’s organization have a low regard for the jobber”’ 


But the bulk of the complaining is done by a compara- 
tively small part of the jobber segment, and there’s a 
rough rule for estimating its size. 

“There’s always a scientific distribution of differences 
in such questions,” he says. “It follows a bell-shaped 
curve.” There are perhaps 5% of jobbers whose hopes 
are high. They have enthusiasm and the confidence that 
they can be the greatest in a great business. Next to 
them going up the curve are, say, 10% who believe 
they can learn how to expand and grow. 

Over on the other side of the bell are 5%, says White, 
“who are disgusted, dismayed and disconcerted, and 
are selling out. Next to them is a segment of 10% who 
believe that the forces against them are beyond their 
control, so things must be dealt with by their suppliers 
or the Congress. 

“But in the middle are 70% who are very content. 
They are doing a daily job and making a good living; 
they are well respected in the community.” 

It’s important to remember, White says, that when 
you ask why jobbers get mad at majors, you're talking 
mostly about the 15% “who just haven’t yet learned 
how to attain the satisfaction they want. 

“As a matter of fact, they haven’t defined the satis- 
faction they want out of the business.” 

White and his associates at Cities Service set out 
ten years ago to discover the satisfactions jobbers want. 
“We found that the first thing the jobber wanted was 
independence,” he says. “The second is a choice of re- 
sources. The third is respect from everybody. The fourth 
thing is profit, and the fifth is permanence. 

“The jobber wants to leave an estate and institution 
which he has created himself. I think when jobbers take 
issue with many of the practices that they encounter, 
they are doing it to preserve opportunity for their chil- 
dren. They hope their children will want to be entre- 
preneurs, too.” 


Here’s What They're Afraid of 
e Distributors are afraid of being put out of business 
or being absorbed by their suppliers, White finds. He 
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says they may often be less afraid for themselves than 
for their children’s chances to build a business. 

But, he says, “I don’t know of any jobber that really 
should be afraid of forced absorption by his supplier. 
In the first place, there is more product than is needed, 
which gives the jobber a choice of supply. In the second 
place, the major is actually embarrassed for fear of 
being called an octopus. He’s afraid of regulation. 

“The major realizes he’s got to return to a sphere in 
which his talents are best employed. You'll find very 
few industries where manufacturers are trying to con- 
trol distribution, and I think the policy people in the 
oil industry recognize that now. 

“The oil jobber’s greatest confidence will come when 
he understands the principles of wholesaling and realizes 
that his fears are groundless. There’s no cure for fear 
except that experience will tell you there’s nothing to 
be afraid of.” 


e Suppliers are afraid of losing outlets, White remarks. 
Some marketers have suggested these fears will increase 
if jobbers forget their own fears and really assert their 
independence. 

That might cause the majors switch from jobber to 
direct operation while they can still use their economic 
leverage, they say. White replies, “I think the major 
would hate to admit he has an economic leverage. Per- 
haps he does, but he certainly does not have political 
leverage, and in a democracy I think the latter is the 
stronger.” 

White indicates that the reason jobbers go to Con- 
gress may be to make sure the majors listen when they 
talk back. 


Needed: More Common Sense 


Going to Congress can point up the lack of common 
sense on both sides, White says. It may invite regulation 
of the jobber as well as the major. One jobber has even 
said he’d rather risk having Congress put him out of 
business than let the majors do it without fighting back. 

Such thoughts wouldn’t be voiced, and jobbers would 
stop talking about going to Congress, if suppliers were 
as responsive as congressmen, says White. But jobbers 
should know better than to say some of the things they 
do. The majors should know betters than to fail to 
respond, even in the API jobber advisory committee. 
Both show lack of plain common sense, he believes. 

White’s answer is for both the jobber and the major 
to become really conscious of the social significance and 
consequences of their statements and actions. 





How to Improve Communications 

This goes at the top of White’s list for curing jobber- 
supplier ills. The bulk of it is up to the major company, 
he indicates. 

The top marketing officials are the ones who can 
change things, White says. They should start by realiz- 
ing something’s wrong if their reports show that too 
many jobbers are happy: “The man who says, “We're 
all one big happy family’ is either deaf or dumb,” he 
comments. 

(Continued on next page) 
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“The day will come when con- 
sumers rank first, marketing. sec- 
ond, refining third and product last’’ 


(story begins on page 104) 


What should the marketing vice president do? “Read 
the salesman’s reports,” White says. “Not the expur- 
gated version, but the reports before they’re cut down 
and refined on the intermediate levels. 

“He should go out, either with salesmen or alone, to 
call on jobbers and dealers. He should ask them if 
they’re getting satisfactions from the business that they 
sought when they started. If they talk about money as 
a satisfaction, he should remind them that profit is the 
result of service.” 

The marketing chief whose communications line is 
jammed will soon realize it if he talks to his own job- 
bers, White says. Then he can do one or all of three 
things: 

e Hold jobber councils to find out what the distribu- 
tors really think. 

e Set up a special staff department, as Socony, Pure, 
Conoco and Tidewater’s western division have done, to 
keep communications two-way. 

e Pound it home to the field that top management 
wants the truth about jobber needs and feelings—not 
just the old sweet song. 

But behind all attempts to improve communications, 
White says, must be a realization that both sides have 
something to say. “There are too many black and white 
people insisting only one side is right,” he says. “We 
need more grays.” 


Learning from Dealer Relations 


Jobbers can help cure their ills, White believes, by 
realizing they get mad at majors for the same reasons 
that dealers get mad at jobbers. Jobbers do realize 
this as they become instructors for their dealers, he 
says, and it can help them appreciate the majors’ point 
of view better. 

White thinks the majors may be learning to appre- 
ciate the jobber’s training function better, too. 

“A major can outbid a jobber on a location and build 
a bigger service station there because he can raise 
capital easily,” White says. “But he doesn’t know how 
to put a man in it and keep him there. 

“The jobber has a great advantage in being close to 
the dealer. He can be reached in a few minutes. When 


the dealer makes a mistake, as a friend the jobber can 


tell him and show him what to do about it. 

“The jobber could very well be compensated for the 
recruitment work he does to put the correct man in a 
station, and for his development and instruction work. 
That function of the jobber would then be profitable 
for major, jobber and dealer alike.” 


Learning Is for Everybody 


Whether it’s called instruction, education or training, 
White puts learning modern marketing methods high 
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up on his list of remedies for jobber-supplier relations. 

He prefers the word “learning”: “Jobbers and dealers 
think training is for horses, education is for children, 
but they all like to learn.” 

Both jobbers and majors, he says, should encourage 
local public education to provide courses in petroleum 
marketing and management; assist more colleges to pro- 
vide courses for entrepreneurs in petroleum distribu- 
tion; and most important, study general small business 
administration together. 

White doesn’t think much of major-company desires 
to train their own dealers in a central company school. 
“The oil companies are not good instructors,” he says. 
“They are good at command and directives but they 
can’t pay enough attention to the individual dealer stu- 
dent.” 

A better approach to learning, White thinks, is 
through a specific subject. Following up one particular 
interest can get a jobber interested in learning many 
things about his business. He hopes the day will come 
when all the subjects a jobber might need to learn will 
be compiled on lists or IBM cards that can be matched 
up to a particular jobber’s needs. 


More Money for Better Marketing 


White foresees a happier day for marketing when it 
no longer gets the smallest part of the investment dollar. 
Now, production and refining get the most money be- 
cause their costs are obviously higher. 

There are many reasons for that, he says; an impor- 
tant one is that we recognize how manufacturing adds 
to the value of raw materials. Now, he points out, it 
has proved that distribution adds to the value of a 
manufactured product. 

White believes the next U.S. business census will 
recognize this added value. “When a banker sees value 
added he will put money in it,” he says. “When he 
sees that distribution is just an expense, he won’t put 
money in it. With recognition and adoption of the 
value added by distribution, we may balance the flow 
of capital into this function.” 

White also thinks the industry may be taking a 
“myopic point of view” toward marketing costs. But 
he’s sure this will change. “What’s more costly than 
a Congressional investigation?” he asks. “What’s more 
costly than regulation?” 

If the industry can solve the problems of relations 
between suppliers, jobbers, dealers and the public, 
White says, “I believe it will go on to a much more 
useful and profitable era.” 

The great day will come when the marketing vice 
president has been elevated to be Director of Distribu- 
tion, White believes. Then the Chairman of the Board 
will say, “We are about to do this, Mr. Director of 
Distribution. Is it wise in view of our social responsi- 
bility?” 

“He will ask the Director of Distribution to interpret 
social responsibilities, not press agents, not lawyers, not 
lobbyists,” White predicts. “When that day comes, the 
consumer will rank first, marketing will rank second, 
refining third, transportation fourth, and production 
last. And they'll all respond to the public’s wishes.” & 
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Factbook Highlights 





General 


Capital Spending Goes Up Again 


Bulk plants, trucks and cars, and station rehabilitation 
will get increases in major-company marketing outlays 


Station sales are rising. Jobbers may be increasing, too — 
reports indicate there are over 19,000 distributors 


CAPITAL SPENDING for U. S. oil 
marketing will be up 8% this year over 
1956, according to estimates by the 
McGraw-Hill Department of Econom- 
ics. The figures indicate that marketing 
outlays for new plants and equipment 
will run about $460-million in 1957. 
That figure is based largely on plans of 
large oil companies. 

Jobbers will spend upwards of $175- 
million for capital expenditures this 
year, according to a new NPN survey 
(see page 103). 

Spending for the oil industry as a 
whole is expected to rise 11% to 
$6,166-million. Capital expenditures 
for all American business will rise 
12% this year. 

Those figures are a few of the high- 
lights you'll find in the 1957 edition 
of the NPN FACTBOOK, to be pub- 
lished later this month. Here are some 
others: 


How the Outlays Break Down 


Preliminary reports of an NPN 
survey show 18 major oil companies 
plan to spend more money on bulk 
plants and terminals, service station 
rehabilitation, and automotive equip- 
ment this year than in 1956. Expendi- 
tures on new stations will be about 
the same or a little less than last year. 


Total outlay on stations for these 
18 companies will be $133.9-million. 
That’s 55% of the $243.3-million 
they’ve earmarked for capital expen- 
ditures on marketing. 

Station expenditures break down to 
$96.2-million for land, buildings and 
equipment for new stations, and $37.7- 
million for rehabilitating old ones. 

Bulk plants and terminals will get 
$43.6-million of 1957 marketing cap- 
ital outlay. That’s 18% of the total 
for the 18 companies—$2.5-million 
more than last year. 

These companies have also ear- 
marked $32.2-million for trucks and 
automobiles, 13% of the total. 


Jobbers on the Rise? 


It looks as though there may be 
more oil jobbers than the 16,000 


figure used in industry conversations. 
Reports from 92 companies show 
19,456 jobbers selling all kinds of 
petroleum products. Last year, 71 
companies reported 16,272 jobbers. 

Commission agents this year num- 
ber 16,024, reported by 89 companies. 
In 1956, 67 companies reported 12,- 
930 consignees. 

Total number of retail outlets is 
411,338, reported by 95 companies. 
That includes everything from large 
stations to grocery stores with a pump 
out in front. Only 2,930 outlets are 
salary operated. 


Who Owns the Bulk Plant? 


The latest Census Bureau report 
shows that 17,837 U.S. bulk plants 
are owned by companies that also 
operate refineries. Jobbers and others 
own 10,482—37% of the total of 
28,319. 

Jobbers and others account for 
34% of the $13.04-billion bulk plant 
and terminal sales (ex taxes), with 
“refiner-marketers” getting the remain- 
ing 66%. 


Station Sales Will Climb 


They’re expected to reach $13.5- 
billion this year, according to NPN 
estimates. Average station sales will 
run $74,873, a 4.3% gain over 1956. 

Service station gasoline gallonage 
will rise 1-billion gal. to 36.3-billion 
in 1957. For the average station, that 
will make an annual figure of 201,781 
gal. The average outlet will sell 2,465 
gal. of motor oil. 

NPN forecasts indicate that by 1965 
sales will reach 264,593 gal. of gaso- 
line and 2,919 gal. of motor oil per 
station. 


More Cars, Too—Basic to the rise 
in station sales is the steady climb 
in the number of automobiles on the 
roads. NPN estimates there will be 
55,560,000 passenger cars and 10,- 
744,000 trucks rolling along by the 
end of 1957 (excluding government- 
owned vehicles). The average car will 
travel 9,800 miles and consume 653 
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gal. of gasoline during the year, about 
the same as last year. 


1956: An Active Year 


API reports 1956 consumption of 
gasoline totalled 56.1-billion gal., 1.8- 
billion gal. more than 1955. USS. 
consumption rose in every state except 
South Dakota. 


Twenty-six oil companies readjusted 
their marketing territories last year, 
NPN reports show. They have either 
introduced their brands into one or 
more new states, or given up a mar- 
keting area. 


Tourist Tally—The oil industry is 
profiting as American vacationers take 
to the roads. During 1956, auto- 
mobile tourists spent $2.1-billion for 
gasoline and oil—19% of their total 
vacation dollars. Another $336-million 
went for tires, parts and repairs. 


Octanes Up—During 1956, the 
average research octane number in 
the U.S. rose 1.2 numbers for pre- 
mium gasoline and 1.5 for regular 
to year-end values of 97.3 and 90.4 
respectively, according to Ethyl Corp. 
calculations. 


TBA Slows a Bit—Tire sales may 
not rise as quickly as they have in 
the past. NPN estimates 1956 tire 
replacements at 53.3-million, almost 
3-million more than 1955. In 1957, 
estimates indicate sales will increase by 
1-million. 


Battery shipments look different. 
American Battery Assn. reports ship- 
ments were down 150,000 in 1956 to 
25,014,000. But NPN estimates a rise 
to 26,000,000 in 1957. 


Rolling Stock—During 1956, 6,588 
tank trailers were produced. Of these, 
5,456 were petroleum trailers, valued 
at $39.6-million. Food and LP-Gas 
tank trailers accounted for the remain- 
ing 1,132, valued at $9.8-million. 


The 1957 NPN FACTBOOK con- 





Gasoline? No, #*%! 





General 


Why Sun Calls It ‘Motor Fuel’ 


e “Gasoline” 


is old hat. Today's product is 


a chemical compound made from gasoline 


@ That's what the Sun people think. Here's 


how they got that way 


Sun Oil Co. isn’t playing dirty 
scrabble by dropping the word “gaso- 
line” from its “motor fuel” ads. 

In Sun’s vocabulary, “gasoline” has 
a different meaning. It’s reserved 
strictly for the straight run stuff wait- 
ing to be turned into useable products 
for today’s octane hungry cars. 

You might find this “gasoline” in 
pipelines or lying around a refinery, 
but Sun is willing to bet you won't 
find it at a service station. 

Sun thinks this business of referring 
to motor fuel as “gasoline” is causing 
no end of trouble. Here’s how: 

In the past ten years, the company 
says, octane numbers have jumped 
by ten points. Hundreds of changes 
have been made in motor fuel. But 
to the public, it’s still the same old 
“gasoline”—with perhaps a few more 
claims made for it by advertisers. 

Matters came to a head during the 
hearings of the Senate anti-trust sub- 
committee on the recent gasoline 
price rise. Senator Joseph C. O’Ma- 
honey observed that “gasoline stocks” 
were at an all time high. “Gasoline 
is running out our ears,” he roared. 
“What’s the reason for a price rise?” 

At that point, a member of the 
Sun Oil board of directors asked, “Do 
we really have an excess of gasoline?” 
He pointed out that much of the 
“gasoline stocks” reported by the 
API* never reaches the service station 
market. What finally reaches the 
market bears little resemblance to the 
stuff it came from, he argued. 

What to do? Sun’s first step was 
to launch a research project to tackle 
the problem of reporting gasoline 
stocks. According to Sun, no one has 
ever figured out what percentage of 
the stocks are actually transformed 
into “motor fuel”. 

The second step was to create a 
new terminology. For, as one com- 
pany official put it, “You damn near 


* An API spokesman says “gasoline 
stocks” include finished and un- 
finished gasolines for automotive, 
aviation, marine and farm use. 
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need a new name to get people aware 
of the change taking place.” 

The logical place to begin stran- 
gling the word “gasoline” seemed to 
be in advertisements for Sun’s new 
240 grade premium. (The 240 grade 
is a high octane product preparing 
the way for Sun’s soon-to-be-intro- 
duced five grade marketing system.) 

Thus the term “motor fuel” was 
sprung on the public. But although 
the term was used in the first ads for 
240 grade, definite plans to exploit 
it are not yet “crystallized,” according 
to a company spokesman. 

There’s still a good chance that 
Sun will exploit the new term more 
fully. Upcoming ads may make defi- 
nite use of the idea, pointing out that 


“gasoline” is an outdated word. It’s 
doubtful, though, that the company 
will say, as did one office memoran- 
dum, “gasoline has semantic connota- 
tions no longer applicable to quality 
products.” 

Sun believes the end result will be 
a new consumer understanding of 
how petroleum suppliers have come 
up with a motor fuel far superior to 
old time “gasolines.” 

Some competitors think Sun will 
have problems going from one to five 
grades—via two—without tossing in 
“semantics.” But one marketer ob- 
serves that Sun can now insist, “one 
grade of gasoline was enough—motor 
fuel takes five.” 

In the meantime, there’s a cam- 
paign solidly underway in Sun’s ex- 
ecutive offices in Philadelphia to pro- 
mote use of the new term. Someone 
still slips occasionally, though, and 
to take care of this, there’s a new 
sign on each desk: 

“Gasoline? #*%! No—It’s motor 
fuel.” * 


Who's Your Competitor? 


ee ee eee 


sales vice president, Indiana Standard, 
before the Iowa Independent Oil Jobbers 
Assn.) 


OUR DIFFICULTIES as _ suppliers 
and jobbers aren’t really with one 
another. Instead we’re both facing the 
same competition — the competition 
of the cut-rater. 

He pays the supplier the same price 
you do—or, because he buys un- 
branded and does his own advertising 
and promotion, he pays a half cent 
or so less. Yet he sells at the pump 
for at least 1% cents or 2 cents less 
than your dealers do. And he’s getting 
volume. You can’t overlook the fact 
that your margin and that of your 
dealer combined is what the cut-price 
operator works against. 

What. can we do about him? 

We can’t beat him by legislation, 
and I for one don’t even want to 
try. But we can whip him at his own 
game. We can prove ourselves even 
more efficient than he is. That’s our 
only real, legitimate hope. 

There’s one rule that applies now 
in this business, as I see it, straight 


across the board: You're entitled to 
what you earn by your efficiency. And 
that’s all—absolutely all—that you 
are entitled to. 

We can work together, suppliers 
and jobbers, in realizing that efficiency. 
We can help one another instead of 
wasting our energies in battling one 
another. Of that I’m convinced. 

Doing it, we’ll have more and more 
to come to see clearly the other's 
position . . . to recognize that the coin 
really does have two sides. 

Jobbers are going to have to take 
a more objective look at the supplier's 
position on such things as the crude 
increase and the consequent products 
increase. 

Suppliers are going to have to take 
a more objective look at the jobber’s 
position on such things as service-sta- 
tion overbuilding. 

Both of them together are going 
to have to size up the competitive 
situation realistically. And then both 
together are going to have to toss into 
the discard any notion that the world 
owes either one of them an sane 
living. 
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Lights that keep Independence alive! 


One of the most important of all the ram- 

parts we watch, is our business freedom! ae ns 

And at ASHLAND OIL & REFINING ASELAAY ©: 

COMPANY, this freedom is preserved for REFINING COMPAI 

you with a plan that is outstanding in the - 

petroleum industry. We offer you highest ALTON, ILL, 528 Henry Street —BUFFALO, N.Y., 800 

quality petroleum products . . . skillfully siaumen &. el dete ie 3 

tested merchandising and promotion .. . ; a 

while enabling you to retain your INDE- 

PENDENCE .. . completely. Prove it to 

yourself—investigate, now! 
| PADUCAH, KY.— PITTSBURGH, PA, 711 Park Big 





7ke Independent Brand #t Independents 
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you can meet any lubrication specification if you 


BLEND WITH ENJAY PARATONE® 


(VISCOSITY-INDEX IMPROVERS) 


Base stocks blended with Enjay Paratone can be compounded into lubricants comibin- 
ing cold-weather quick starting properties with high temperature, low consumption 
characteristics. These lubricants are all-season oils, featuring improved gas mileage. 
More and more refiners and blenders are relying exclusively on Paratone to produce 
the high “VI’’ required in these all-season oils. 


Through years of intensive research and development work with automotive manu- 

facturers, Enjay has developed the only complete line of high quality additives 

(Paramins®) that can assure maximum performance characteristics. Why not let this Pioneer in 
experience and know-how work for you? Write, wire or phone the Enjay Company. Petrochemicals 


ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 
Akron * Boston « Chicago « Los Angeles * New Orleans * Tulsa 
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Brief But Significant 


™@ Dealer turnover at Socony Mobil 
for 1956 was 23.8%. But that’s not 
the whole story. Only 13.5% of the 
lessees were unable to operate their 
business successfully or were dissatis- 
fied. Rest of the figure was made up 
of deaths, retirements, shifts to bigger 
stations and losses to competitors. Di- 
rector of marketing Vernon Bellman 
revealed the figures in testimony before 
the Roosevelt small business subcom- 
mittee. 


SIGNIFICANCE: Socony’s turnover is a 
good bit lower than the 30% figure 
often used by industry critics; no one 
knows the real industry figure. 


@ Guif Oil Corp. has acquired a 
minority interest in Callery Chemical 
Co. The two companies have agreed 
to a joint program for research and 
production of high energy fuels. Cal- 
lery is building a $38-million plant for 
the production of Hical, an “entirely 
different” fuel whose exact composi- 
tion is classified. It’s made of boron, 
carbon and hydrogen. 

SIGNIFICANCE: Gulf may be getting 

a head start in a new aviation and 

jet fuel market. 


@ Portable service stations are being 
set up at highway locations of Western 
States Refining Co. in Utah. One sta- 
tion unit consists of a corrugated metal 
building, house trailer and above- 
ground storage tanks. Total cost for 
all equipment is $18,000-$20,000. 
The only permanent investment is 
about $6,000 in the asphalt drive, 
cement over moveable steel plates of 
the island, and labor. Outlets are being 
leased to operators who will live in 
trailers next to the stations. 


SIGNIFICANCE: The technique cuts sta- 
tion investment, permits maximum re- 
covery in case of a failure at one site. 


@ A Cleveland newspaper survey 
shows the average hourly rate paid 
local service station attendants is 
$1.35%, while local industry pays 
from $1.91% to $2.25%, plus exten- 
sive fringe benefits. Cleveland dealer 
association head James V. Cresente 
says security, length of working time 
and benefits are more important to 
station labor than money. 


@ American Petrofina’s acquisition of 
American Liberty Oil Co. of Dallas 
(NPN—Mar., p95) has been com- 
pleted. Amlico president Toddie Lee 
Wynne received about $20-million 
after payment of outstanding debts— 
and gave $2-million of it to the Texas 
Presbyterian Foundation. 
SIGNIFICANCE: Fina is continuing its 
policy of working through subsidiaries 
for the time being. But it’s buying 
locations around Dallas for Amlico 
station expansion. 


@ Southwest oil men say five months 
of supplying European oil needs after 
the Suez crisis have reduced dangers of 
surplus stocks. Total crude and refined 
stocks were below the 600-million-bar- 
rel mark in April, about 90-million bbl. 
below pre-Suez levels. 
SIGNIFICANCE: Supply and demand are 
in better balance than they’ve been 
in many months, says A. W. Tarking- 
ton, Conoco senior vice president. 


@ A new lubrication and preventive 
maintenance program has been started 
by Cities Service Oil Co. (Delaware). 
The program, consisting of detailed 
charts and maintenance schedules, will 
be set up on request for fleet owners by 
Cities Service engineers. 
SIGNIFICANCE: Cities sees this as a 
good device for grabbing a share of 
the increasingly profitable truck-bus 
market. 


™@ American Bosch has taken full-page 
ads in national magazines to educate 
the public about its fuel injection sys- 
tem. No American car maker is using 
the Bosch system right now, though 
Chevrolet has its own system as Op- 
tional equipment on some models. 
SIGNIFICANCE: Automotive men think 
Bosch may be trying to prepare a 
“conditioned” market for auto makers 
who may adopt its system. 


@ Socony Mobil has been cleared of 
gasoline price-fixing charges in Boston 
federal district court. The company 
had been indicted for allegedly fixing 
dealer prices by “oral agreement.” The 
judge held that the McGuire Act and 
Massachusetts fair trade laws ex- 
empted such price-fixing from the 
antitrust laws. Socony now has regular 
fair trade contracts in Massachusetts. 
SIGNIFICANCE: The first big Depart- 
ment of Justice attack on gasoline fair 
trading has failed. 
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@ Final tallies on 1956 oil company 
earnings show expected increases over 
1955 figures, with at least 13 U.S. com- 
panies raising net income 15% or 
more. An independent led the way: 
Clark Oil raised its net 73% to $2,- 
486,000. Ashland and Skelly came 
next with 34% increases. Indiana 
Standard and Carter showed decreased 
profits because of non-recurring earn- 
ings in 1955. 
SIGNIFICANCE: A 5.5% rise in demand 
and slightly higher price levels offset 
rising costs to give major companies 
a record year in 1956. 


@ The Interstate Commerce Commis- 
sion has ruled that states have jurisdic- 
tion over tank trucks that haul petro- 
leum products within a single state 
from storage terminals. This applies 
even if products were originally 
brought from another state by pipe line 
or water carrier. 


SIGNIFICANCE: The ruling eliminates 
need for ICC licenses on such intra- 


state shipments. It was sought by 
truckers and 16 major oil companies. 


@ Wilshire Oil has purchased 172 
Golden Eagle and Craig service sta- 
tions in California from Sunset Inter- 
national. They'll be converted to the 
Wilshiré label as soon as possible. 
Sunset is also discontinuing its service 
station discount store operation (NPN 
—Apr., p130). 

SIGNIFICANCE: The deal enables Wil- 

shire to join Hancock as dominant in- 


dependent marketers on the West 
Coast. 


@ Sun’s new pipe line from Marcus 
Hook, Pa., to Newark, N. J. has en- 
abled the company to reroute two 
coastal tankers to pick up products at 
Newark for New England distribution. 
This saves 400 miles per voyage over 
the old Marcus Hook pickup. 


SIGNIFICANCE: Sun is reducing its 
products tariff from Marcus Hook to 
Newark by a third by using the $6- 
million, 14-in. pipe line. 





How Big Should a Terminal Be? 


. « « Maybe bigger than you need. Rite 
Fuel built its new barge terminal that 
way, finds it's a four-way money maker. 
Find out how if works on page 117 








Not since TCP* | 
such an important gasoline advance! 


NEW | 
CONOCO 
ROYAL... 


Now at your Conoco Dealer’s! The first 
_ gasoline in history with TGP a/s ' 
to Loos? power as it ours wear | 
as it sncreases mileage! 





CONOCOG 


- tTCP plus Conoco ‘405'-the discovery 
: that adds oll-plating action to the | 
: proved power benefits of TCP! 
“Trademark owned and patent applied for by Shell Oil Co. as: i 
©1957, Continental Oil Company . ee 
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New Conoco Royal 


with TCP 2/us 


- 
ok 


Start boosting 

your premium volume 
immediately 

with New Conoco Royal 
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Contact the Conoco Manager 
in the Continental Oil Company 
Office nearest you 


R. W. Abrahamson 

610 Roanoke Bldg. 

Seventh & Marquette Sts. 
Minneapolis 2, Minn. 

Dale Chapman 

757 West Second South, P.O. Box 2250 
Salt Lake City 10, Utah 


J. B. Dickey 
2065 Union Avenue, Memphis, Tenn. 


W. S. Dulaney 
203 Carondelet Building 
New Orleans, Louisiana 


K. T. Johnson 
1300 Main Street, P.O. Box 2197 
Houston, Texas 


Willis Johnson 
1321 Kaw Avenue, P.O. Box 1398 
Butte, Montana 


H. U. McBirney 
5415 No. Pennsylvania Ave. 
Oklahoma City 12, Oklahoma 


J. L. McCulley 
117 Trumbull Ave., S.E., P.O. Box 1342 
Albuquerque, New Mexico 


W. E. McCullough 
1710 Fair Building, Ft. Worth, Texas 


M. T. Swanson 
1755 Glenarm Place, Denver, Colorado 


Warner Tyler 

1301 W. Belden Avenue 
Chicago, Illinois 

K. R. White 


836 Stuart Building; P.O. Box 393 
Lincoln 1, Nebraska 


4. G. Willis 
301 East 5ist Street 
Kansas City 12, Missouri 





To be sure _ODOM USES GORMAN-RUPP 


Four O3C-B centrifugal pumps that prime are always on the job 


for this South 


A successful bulk terminal operation is the result of 
deliberate planning. Everything is keyed to fast turn- 
arounds. Delays due to faulty equipment cannot be 
tolerated. 


Says Mr. L. A. Odom, owner of this fine, new plant at 
Spartanburg, ‘‘Pumps are crucial to a business like ours. 
We can afford only the best. And, to our knowledge, 
these Gorman-Rupp Pumps are exactly that. Our dual- 
purpose 03C-B’s unload trailers and also deliver to the 
loading rack. We are proud of this terminal’s outstand- 
ing efficiency.” 


Ask your Gorman-Rupp Distributor about: the exclu- 
sive features of ‘“‘O’’ Series Pumps. Safer-—-no check 
valve means freedom from dangerous, high pressures 
from confined, heat-expanded liquids. More efficient— 
straight-in suction removes entrance restrictions, in- 
creases priming lift. 


Carolina jobber 


installation details: Four O3C-B Gorman-Rupp Pumps with 5-hp explosion-proof 
motors; 3” lines, strainers and valves; air eliminators; 20,000-gal. storage 
tanks. Delivery to tanks, 225 gpm; to loading rack, 200 gpm. 


THE GORMAN-RUPP COMPANY 


Mansfield, Ohio 


305 Bowman Street 
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Bulk Plants and Terminals 


Rite Fuel’s new Patchogue, L. I., barge terminal: 4.4- million gal. storage by the water’s edge 


How a Jobbership Makes Its 


New Water Terminal Pay 


Rite Fuel built itself a bigger plant than it needed, 
but that just adds to this four-way payoff: 


@ Enough storage to protect 13,000 oil heat accoun?s 

@ Plenty of space for future expansion 

@ Two major suppliers for tenants (Rite cuts their costs) 
@ A profitable “centralized-but-decentralized" operation 


THAT FOUR-WAY PAYOFF is the big reason behind 
Rite Fuel Corp’s $750,000 investment in a 4.4-million- 
gal. barge terminal at Patchogue, L. I., N. Y. 

Rite Fuel, largest Shell heating oil distributor in 
New York City, has accounts spread over a 100-mile- 
long area, stretching from the boroughs of Manhattan 
and Brooklyn, in New York City, to Nassau and Suffolk 
counties on Long Island. The terminaling operation on 
the Island’s South Shore handles a good share of the 
company’s annual output of 20-million gal. 


By CORNELIUS BRODERSEN 
Bulk Plants and Terminals Editor 
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Why It’s Needed—Rite set up its Nassau division in 
Hicksville, L. I., back in 1950. Since then it’s had a 
nice slice of the Island market: 6,500 accounts in 
Nassau, 2,000 in Suffolk. With Suffolk in a growth 
boom, chances of further expansion look good. And Rite 
has room at its terminal for 8-million-gal. storage. 


“A business our size needs extra storage,” says Pat 
F. Caputo, Rite Fuel vice president. “Before we got 
it with our new terminal, we had problems in emergency 
periods. Keeping the inland plants supplied and still 
having enough at our throughput storage could be tough 
—especially with the bulk of our Suffolk accounts in 
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Son Pat checks a bill with Lorenzo Caputo 


(Story begins on page 117) 
the Patchogue area on the South Shore.” 

That’s why Rite wanted a “new center of distribu- 
tion” in an area it had already tapped and that showed 
promise of more business. “And while we were at it,” 
Caputo adds, “we wanted it large enough so we wouldn’t 
have to worry about supply during any rough periods.” 


How It Fits the Pattern 


Before the terminal, Rite handled Suffolk business 
from its Nassau division office. But making deliveries, 
furnishing burner service and setting up credit and 
collections for a number of accounts from an office 30 
miles away didn’t fit into the Rite way of doing things. 
It was against the company’s “centralized-decentralized” 
policy; it wasn’t Rite’s concept of growing up with 
the community it serves. 

“We admit there’s a general trend to centralized 
operations to cut overhead “says Caputo.” But we think 
it can stifle a company’s rate of growth. We still like 
some of the old-fashioned ways of doing things—a 
family working together. 

What the Pattern Means—‘“When an account calls up 
either Nassau or Suffolk division,” Caputo explains, “we 
want him to know he is talking to a member of the cor- 
poration, a member of the family, who has a vital in- 
terest in the company and in the account’s problems.” 
At Hicksville, Pat’s the person they talk to; at Patch- 
ogue, Pat’s brother, Angelo, 27, is the terminal manager 
and handles the calls. 

“Sometimes,” Caputo adds, “when a company opens 
a branch, it isn’t really local. Our branches become 
complete local community efforts.” Pat lives in Hicks- 
ville and is a member of many civic clubs. Angelo lives 
near the Patchogue terminal. Each division has its 
delivery trucks, burner servicemen, office staff and 
salesmen. Nassau has its own two-way radio system 
and the Suffolk unit is going to get a similar system 
soon. 
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Reception line of input connections awaits barges 


Decentralization at Rite goes a bit further. Divisions 
compete with each other and the Brooklyn home office 
in sales, cost-cutting methods, sales, and service. And 
they can make their own rules on credit and collection. 

Each division has its own accounts receivables. “If 
we had one such department and it was at the home 
office, that office would be out of touch with conditions 
in each local area. It wouldn’t have the personal 
approach that’s important to our business,” Caputo 
contends. The way Rite has it set up, each division 
knows who can have credit without danger and whom it 
can press for collection. 

Central control at Rite is via accounts payable. “In 
that way,” Caputo says, “the home office can keep a 
check on us to see how and what we are doing.” And 
at the home office are Pat’s father, Lorenzo—founder 
of the firm and its president—and two other brothers, 
Frank, 36, who is secretary and general manager, and 
Jack, 29, who is in charge of credit for Brooklyn-Man- 
hattan accounts. 

At times, there’s a mixture of both operations. Gen- 
erally such items as trucks can be bought by each 
division. But if there’s a mass buying of trucks or other 
equipment, it can be handled by either the home office 
or each of the divisions, whichever comes up with the 
best deal. 


How the Majors Benefit 


Although Rite needed storage, it had no immediate 
use for the 4.4-million gal. capacity originally put up. 
It went looking for tenants on a throughput basis, offer- 
ing them better facilities than they were using. At Rite 
Fuel, each tenant would have what amounts to its own 
separate plant. 

Rite made it attractive enough for Shell Oil Co. and 
Gulf Oil Corp. to come into the terminal. Rite and 
Shell use about 50% of the capacity; Gulf, the rest. 

Shell moved in from another terminal in the area. 
“We approached them with the idea that since they 
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buginegs-bui 


Now, for a modest investment, you can capture a 

bigger share of the BIG consumer market. 

Here, from a single source is every pump you need to 
cement current customer relations—win new bulk users to 
long-term loyalty. Tokheim offers a High-Vacuum 

Hand Pump, an Electric Power Pump, a Portable Electric 
Power Pump. Each embraces the very latest refinements 
in construction, operating efficiency, convenience. 

Sales are steadier, fuel deliveries bigger, maintenance 
less. Service is easier and safer. Your low 

initial investment pays off big—for years to come. 

See your Tokheim representative soon! 


MODEL 688 High-Vacuum Hand 
Pump features bung adapter that 
swivels! Thread suction tube in or 
out of drum quickly, easily. When 
installed, swing pump handle to any 
position, lock securely with wing 
nut. Sliding suction tube adjusts 
self to tank depth. Requires mini- 
mum maintenance. For many liq- 
uids, from diesel fuel to castor oil. 


MODEL 44 Portable Electric 
Power Pump quickly pays for itself 
in time, manpower and effort saved. 
Compact—only 23” high. Delivers 
approx. 10 g.p.m. Rotary gear pump 
with built-in by-pass valve. % h.p. 
explosion-proof motor. Adjustable 
sliding suction tube. For skid tanks, 
or underground tanks. Guaranteed 
for one full year. A real value. 


Write for literature on any of above pumps. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 


1650 WABASH AVENUE 
Subsidiaries: Tokheim N. V., L 


« Leiden, Hol 
Fectory Branch: 475 Ninth Str 
In Coneiins Tokheim-Reeder of Canada, 
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SINCE 1901 


FORT WAYNE 1, INDIANA 


land — GenPro, Inc., Shelbyville, Indiana 
eect, cap freosiene 3, California 


longe Street, Toronto, Ontario 


Serve all your consumer pumping needs with this 


Iding trio 


NEW MODEL 48 Electric Power 
Pump features high-vacuum rotary 
gear-type pumping unit. . . improved 
horizontal register dial . .. convenient 
nozzle boot right on the front. Smart, 
weatherproof, welded-steel housing. 
Built-in check valve and by-pass 
valve. Removable strainer screen. 
Assures safe, speedy, simplified 
service ...minimum maintenancel 
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(Story begins on page 117) 

were our supplier, there wasn’t much sense in having 
two shops in the same area,” says Caputo. “That way 
we could work closer with them.” 


At Rite, Shell has more storage for regular and 
premium gasoline, heating oil and kerosine. And it has 
all its operations at one place. Before, Shell lacked 
terminal warehouse space, storing packaged goods at 
two widely separated places. 

Now it has its own three-platform loading rack (each 
has two loading spots) for its own gasoline trucks and 
for other Shell heating oil jobbers in the county; its 
own combination office-warehouse, plus outdoor stor- 
age on a concrete floor. 


Gulf moved from an inland bulk plant at Bayport, a 
short distance from Patchogue. And with more than 
2-million gal. storage for its own use, Gulf has more 
than 10 times the storage capacity it had at Bayport. 
It no longer has to transport gasoline, heating oil and 
kerosine from a water terminal on the North Shore, 
about 20 miles away, to keep the plant supplied. 


Gulf and Rite share the other three-platform load- 
ing rack (five loading spots on two of the platforms 
and two on the third, with room for two more) without 
product co-mingling. They also share a two-story office 
building. 

Gulf has a three-bay garage next to its office for 
pick-up trucks, storage behind the garage for gasoline 
pumps and station signs, and a small warehouse for 
packaged goods. 

Neither Shell nor Gulf worry about product supply. 
“As terminal operators,” Caputo says, “it’s our job to 
see they always have enough on hand. We handle 
barging for both along with our own requirements.” 
Barging is on a contract basis with Morania Oil Tanker 
Corp., which can bring in 480,000 gal. at one clip in 
dumb barges or 200,000 gal. in self-propelled barges. 


How the Terminal Works 


Inside swinging arms by Hammond Tank Co., and 
Shand & Jurs Co. eyelevel automatic gages, are in 
each of Rite’s 10 larger tanks, ranging from 120,000 gal. 
to 550,000 gal. 


“With swinging arms inside the tank,” Caputo says, 
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Shell Oil, Rite’s supplier, is a Rite tenant, too. It uses this office-warehouse, has its own loading rack 


“we draw off clean product all the time without disturb- 
ing bottom sediment. And with product coming from 
near the top of the liquid level, we cut product losses 
because product has been warmed by the sun.” 


Automatic gages make it easier, quicker to take tank 
inventory, with less chance of accidents because gagers 
stay on the ground; they don’t have to climb tanks to 
“drop the rod.” A gager reads the feet-inches measure- 
ment of the liquid level from a steel tape in a sight 
glass. With a tank chart, he translates this into gallons. 

Rite relies on barge pumps for most product input. 
Gasoline and heating oil are fed to storage through 
five 8-in. lines, with one 6-in. line used for kerosine. 
Transports unload diesel fuel and marine white gasoline 
through Marlow 32 HEL-11 pumps powered by Con- 
tinental Electric’s 7.5-hp NP 254 motors. Output on 
these lines is handled by Ingersoll-Rand’s 3 RVS-5 
(300 gpm) pumps and Westinghouse 5-hp. ABEP 
motors. 

Product output lines on the larger tanks are all 
8-in. to the pumps, then 4-in. the rest of the way to 
4-in. Wheaton Brass loading arms. Rite and Gulf use 
deep-loading arms for gasoline and heating oil while 
Shell uses the same type of equipment for kerosine. 

All gasoline and heating oil output lines have Nord- 
strom steel shutoff valves, Walworth check valves, 
Ingersoll-Rand 4 RVL-15 (650 gpm) pumps moved 
either by Westinghouse 15-hp or Louis Allis 15- and 
25-hp. motors. Equipment on the kerosine lines is 
similar except that Ingersoll-Rand BY Type (7.5-hp.) 
pumps and Louis Allis 7.5-hp. motors are used. 

All lines have Neptune Type P strainers and Nep- 
tune Type C meters, with Neptune registers on the 
racks and Neptune R443 ticket printers in Shell’s and 
Rite’s offices. 

Both racks can load six trucks at one time; each 
rack has two single and two double drives. Although 
Rite uses the second floor of its office building, from 
where it controls loading at one rack, it has no trouble 
overseeing rack operations. That’s because the building 
is below the grade of the rack, putting the second floor 
at the same level as the rack. And the grade down 
from the rack can be used to push stalled trucks from 
under the loading arms with ease to get them started 
again. « 
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PETROLEUM TRANSPORT— 


unique design provides ciose-coupled unit with greater tractor freedom 
and greater structural strength. 


STEEL* ALUMINUM > STAINLESS ROUND TANK SEMI-TRAILERS 


for Any Liquid Haunting 


ee 2 ee ee - 


COINS 


Payload is greater and mileage costs lower with the 

new Columbian Round-Tripper. You can haul a full 5% 

more payload every trip, compared to conventional 

elliptical semi-trailers, of the same gross weight. This 

ASPHALT TRANSPORT — extra payload is the result of new design and engineer- 

hauls asphalt at 400°. Fiberglas insulated, oil ing which also gives the Round-Tripper greater inherent 

burners and tubes. National Highway Program will structural strength and durability. It handles excep- 
create big demand for this unit! tionally well, empty or full. 


Columbian Round-Trippers are available for any type 
of liquid hauling — Petroleum — Chemicals — Asphalt — 
Sanitary—Milk—and can be built to your requirements 
in lightweight steel, aluminum or stainless. Fittings can 
be supplied in any metal or type. 





Columbian Round-Tripper takes full advantage of 
state regulations and conforms in every respect to the 
limitations and specifications of ICC-MC-303. 


CHEMICAL TRANSPORT — 


can be provided in steel, stainless, or aluminum with Columbian Builds Both! 
any type fittings required for specific chemicals. Round Tank transports— slimmer O G> Elliptical tanks for lower height 
Unit above used for hauling liquid sulpher. units with better visibility. and gravity center. 


For further information on the oS peta Sedge to suit your a 


us your equ tractor weight, general ta 
teria gen plan to ul, List state tn ohtoh Bound will be used. 


COLUMBIAN Steel Tank Company, P. 0. BOX 4043-1, KANSAS CITY, MO. 


STEEL 





Master-Crafted by.Columbian... First for Lasting Strength 


Management 


Jobber Overholser: “Business isn’t fun the way it was” 


“A 1.16% profit is not enough for desirable growth” 


Ten Years to Build a $1-Million Volume 


That's how long it took jobber Ray Overholser. Starting in 
business at 60, he’s pushed sales close to 8-million gallons 
by “eating, sleeping and living’ the business 


Overholser doesn’t think the future is entirely rosy —but 
hard work can still make it fruitful, he says 


YOU MIGHT call common sense the 
key to Ray Overholser’s success with 
his Penn Central Oil Co., a Cities Ser- 
vice jobbership in Harrisburg, Pa. 

For example, Overholser has a low 
opinion of company consumer account 
practices, as most jobbers do. But in- 
stead of spending time complaining 
about it, he’s gone out and picked up 
75 school-district heating oil accounts. 
They’re the kind of thing the majors 
won't bother with, but they’re profit- 
able for Penn Central. 


Up From Nothing 


Overholser grossed $1,136,000 last 
year on sales of over 7.7-million gal. 
But he literally started from scratch 
ten years ago. 

He was Esso’s general salesman in 
Harrisburg from 1930 to 1947, when 
the company asked him to move to 
its public relations department in 
Philadelphia. Overholser then had only 
five years to go before retirement and 
didn’t like the idea of the change. 

“I decided if I was going to be 
out of a job at 65, I might as well 
be out of a job at 60,” he says. He 
also decided he could put his experi- 
ence to good use as a jobber. 

Cities Service had no representation 
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in the area and welcomed the chance 
to get a jobbership going, Overholser 
says. “So I scraped up a little money— 
damned little—and started in, the 
summer of 1947.” It took $30,000. 

The fuel oil shortage the following 
winter paradoxically turned into a 
break for Overholser. He had a full 
allocation of fuel oil but few custo- 
mers. He helped out other Harrisburg 
distributors who were in short sup- 
ply; the contacts he made led to some 
new dealers and several home heating 
accounts for Penn Central. 

Another supplier was also under- 
going a cost reduction program at the 
time and allowed Overholser to pick 
up a few small dealers it thought un- 
profitable. He says they're fairly prof- 
itable now. 

Once he got started, Overholser’s 
business grew steadily. He passed the 
4-million gal. mark in 1952 and ex- 
pects to go over 8-million gal. this 
year. 


. »» To a Good-Sized Volume 


In 1956 Overholser sold 2.5-million 
gals. of gasoline through 28 service 


By ANTHONY M. ASTRACHAN 
Staff Writer 


stations. He also rang up 2.7-million 
gal. of No. 2 oil; 1-million gal. of 
No. 4; over 1-million gal. of No. 5, 
and half a million gal. of No. 6 fuel. 
His 29 commercial accounts ac- 
counted for about 450,000 gal. of the 
total, and he has over 2,000 heating oil 
accounts. 

It cost Penn Central about $225,- 
000 in operating expenses to move 
that volume. This breaks down into 
delivery expense (5.52% of gross 
sales; bulk plant (1.19%); sales ex- 
pense (7.6%), and administration 
(5.47%). Operating expenses thus 
totalled 19.78% of gross sales. 

Overholser’s net profit, on the other 
hand, only came to 1.16% of sales 
last year. Though that’s about a 
30% return on his fixed investment, 
he says, “This is not enough to grow 
at a desirable rate.” 

He'd like to see a universal jobber 
margin of 3¢ and 3.75¢. “Majors 
grant 3¢ off the tank wagon to com- 
mercial accounts,” he says. “Why not 
to distributors who buy similar vol- 
umes?” 

But Overholser has little sympathy 
for jobbers who want bigger margins 
for bigger discounts: “When a jobber 

(Continued on page 125) 
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A remote pumping system is only 
as good as the island dispenser. 
Key to performance of the dis- 
penser is the meter and here again 
you see why the Bennett meter is 
so outstanding. 

In the Bennett meter, polished 
bronze pistons slide in polished 
brass cylinders lubricated by a thin 
film of gasoline. Without mechani- 
cal valves or piston leathers, fric- 
tion and restriction-to-flow are at 
the irreducible minimum. Great- 
est pressure is maintained at the 
nozzle where it counts. 


Bennett dispensers, while primarily designed to 
provide RAM remote systems with superior 
“matched-flow” performance will actually increase 
the efficiency of any remote pumping system. 


Fridltinal 
Qualdtg 
JOHN WOOD COMPANY ““niskegon mcnigen 


iN CANADA: JOHN Woop ComPANY LIMITED 


Toronto * Montreal * Winnipeg * Vancouver 




















RAM remote pumps with extractable 
heads and dispensers teamed together, 
give you top MATCHED-FLOW performance 





Bennett RAM Pumps and Dispensers fully 

complement each other for inter-related 

harmonious operation resulting in “fric- 

tion-free” performance and long-time de-" 

pendable low maintenance service. Bennett 
RAM Submersible Pumps, in 14, % and 34 H.P. efficiently 
serve any station — large or small, new or remodeled — 
and installation and maintenance costs are cut to a min- Le. Baw 
imum with Bennett’s new extractable head design. In Remorse AuTomaTic MULTIPUMP 
fact, one man, by loosening four bolts can lift out the SUBMERGED SYSTEM 
entire unit. Bennett Dispensers, with the exclusive All- 
Metal Meter give maximum output at the nozzle where 
it counts — saving time — speeding service. 
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‘Watching costs runs from limiting your own salary to 
little things like the cost of cleaning rags each month” 


(Story begins on page 122) 

misuses margins and gives them away, 
he can only expect like treatment in 
return.” 

How He Manages—The only way 
to grow, Overholser says, is to plow 
back profits and work hard: “You eat 
it, sleep it, and live it. Business is no 
longer fun the way it used to be. It’s 
hard work today.” 

You also have to be in the right 
frame of mind. Oil jobbing, he be- 
lieves, “needs a calm, judicial atti- 
tude. Otherwise you're better off out 
of it.” 

Overholser has 22 employes in his 
business: an office manager, a station 
salesman, a fuel oil salesman, a credit 
man, a bookkeeping machine operator, 
two clerks, and 15 drivers. The 
drivers come from seasonal trades 
like carpentry, farming and bricklay- 
ing, so the summer layoff doesn’t hurt 
them. 

That may seem like a lot of workers 
for an 8-million gal. jobbership. But 
Overholser is cost-conscious and fig- 
ures that’s what he needs for maxi- 
mum efficiency. 

Watching costs extends from major 
items, like limiting his own salary (it’s 
never been over $10,000, usually less), 
to little things. For instance, Over- 
holser found he was spending $40 a 
month on rags because his drivers took 
an armful at a time to clean their 
trucks, used the rags once and threw 
them away. He now limits the number 
used, has them washed and re-used, 
and his rag bill is down to $20 or $25 
a month. 


How the Product Gets There 


Overholser hauls his own product 
from Cities’ terminals in Baltimore 
and Philadelphia—and says he does 
it more cheaply than a common car- 
rier. He uses three 4,500-gal. trans- 
ports and one of 6,000-gal. The over- 
the-road weight limit was increased in 
Pennsylvania last year, so Overholser 
plans to replace the smaller rigs with 
6,000-gal. units as they wear out. 

Penn Central uses another 4,500- 
gal. transport to deliver gasoline from 
its 200,000-gal. bulk plant to service 
stations, and has four 2,000-gal. tank 
trucks for heating oil deliveries. 

Overholser does no direct delivery 
of gasoline, though several stations 
have enough storage to take large 
dumps. “It’s difficult to compete with 
direct operation,” he says, and the 


other majors in Harrisburg all dis- 
tribute direct. 

They have the better locations with 
higher storage, he feels, and dealers 
better able to pay for large dumps. 
His own dealers can’t afford direct 
delivery now, but Overholser foresees 
a time when their volumes will be 
large enough to let them pay for the 
big drops. 

There’s another problem, however: 
Baltimore is an eight-hour round trip 
from Harrisburg, and direct delivery 
would mean working both driver and 
transport longer than Overholser likes. 
It also would require adding another 
unit to maintain the over-the-road 
traffic. But he’s still considering equip- 
ping the units with meters, piping and 
hose so they can bypass the bulk plant. 

Bulk Plant Financing—Overholser 
started by renting a small bulk plant. 
When that didn’t work too well, his 
bank helped finance a third-party ar- 
rangement that provided funds both 
for the present bulk plant and the 
service station in front of it. The sta- 
tion now earns half the rent for the 
bulk plant. 

The plant itself is leased to Cities 
for 30 years and subleased to Over- 
holser. He’s planning to add a 20,000- 
gal. tank for No. 2 oil to the 200,000- 
gal. storage. 


Stations Without Capital 


Fourteen of Overholser’s 28 stations 
are owned by their dealers. Overholser 
leases the other 14 from the third 
party and subleases them to dealers; 
Cities is party to many of the leases. 
Some marketers build the stations first 
and then find an investor to replace 
their capital. Overholser, however, 
finds his investor first and doesn’t put 
capital up at all. 

Five of his lessees are purchasing 
the stations they sublease from Over- 
holser. They must buy the land; then 
they pay off the station in rent varying 
from $160 to $250 a month over a 
10-, 15-, or 20-year period. Overholser 
says it’s a good thing: “Those dealers 
have stuck—they’re good ones.” 

The Penn Central stations usually 
have one 5,000-gal. storage tank and 
one 3,000-gal. A 1,000-gal. tank is 
being added at each one for Cities’ 
third grade of gasoline. Most of the 
stations have four pumps, and in most 
of these one pump will be converted 
to the super-premium. Cities is helping 
Overholser finance the third-grade 
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installation. 

Most of the stations have two lube 
bays, but some have one or three. All 
have wash facilities, but “dealers don’t 
make as good use of them as they 
can,” Overholser says. The same goes 
for car polishing. Though these: serv- 
ices can mean profit, Overholser says 
the dealers are inclined to follow the 
line of least resistance. 

As for station design, Overholser 
thinks the conventional ones are “not 
abreast of the times.” He likes Cities’ 
modern design, but says contractors 
used to charge too much for a “dif- 
ferent” station. Now they’re getting 
used to the idea and prices are coming 
down; he hopes to make his next sta- 
tion a modern one. 

Location Problem — The greatest 
difficulty in planning stations, Over- 
holser believes, is finding a good site. 
“The majors are gobbling them all up,” 
he says. One supplier is building its 
first station in the Harrisburg area in 
20 years—at a choice intersection 
near the Penn Central office. 

Overholser tries to locate all his 
stations on through highways in resi- 
dential areas. His only exception so 
far has been in Middletown, Pa., 
where he has an outlet off the highway 
in a large housing development. 

This station has been open a few 
months. Overholser says it’s still not 
doing too well because he hasn’t been 
able to find the right man to operate it. 

“In that type of station you’ve got 
to have a man the community likes, 
and he must render personal service,” 
Overholser says. He’s talking about 
something entirely different from get- 
ting under the hood right away. 

“I knew a jobber when I was with 
Standard,” he says, “who had a sta- 
tion next to a supermarket. He’d run 
over and get a pound of butter and 
deliver it for a housewife who'd for- 
gotten it. He’d oil a vacuum cleaner or 
pump the kids’ bike tires.” 

That’s the kind of man Overholser 
wants for his housing-development out- 
let. “He'll get the business all right. He 
doesn’t have to be quite so snappy be- 
cause they'll be glad to wait while 
he changes the oil.” 


Care and Feeding of Dealers 


In general, Overholser says, he has 
no one who meets his definition of a 
good dealer by 100% —but some ap- 
proximate it by 75%. 

A good dealer in Overholser’s view 
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**There are plenty of things to be pessimistic about. 
But I know of no business today that doesn’t have 


some problems” 


(Story begins on page 122) 

is a man “who likes to meet and deal 
with the public in a friendly, service- 
minded way. He observes the needs 
of the customer’s car and tells the cus- 
tomer about it. He makes himself part 
of the community and its affairs, 
takes pride in his work, and has the 
ability to grow and learn.” 

Overholser has no set policy on 
financial aid to dealers. Certain sta- 
tions get rent subsidies; if a dealer 
can’t pay his flat rental, he may be put 
on a 1¢ or 1.5¢ gal. basis. If that 
rent comes to less than the flat rate, 
Penn Central shoulders the difference. 
The flat rate remains as a rent ceiling. 

Overholser is also willing to help 
a good man get started by advancing 
him his first load of gasoline and “a 
fair stock of goods.” He figures it 
takes about $3,000 for a dealer to get 
started. 

Ordinarily a dealer pays cash for 
every load; the transport driver col- 
lects. That’s why Overholser’s dealer 
in Steelton needs extra working cap- 
ital: the steel workers get paid every 
two weeks and he carries his cus- 
tomers that long. 

Overholser indicates there isn’t 
much that can be done apart from his 
personal relationship with dealers, so 
far as the intangibles of dealer re- 
lationships are concerned. 

He did try dealer conferences, but 
they didn’t work out. If the dealer in 
a one-man outlet comes to an evening 
conference, who'll take care of the 
station, Overholser asks. And he 
found his poorest dealer was the loud- 
est talker, so the conferences weren’t 
too fruitful. 

DE’s the Thing—The jobber may 
have to rely on distributive education 
for his dealers, Overholser believes; 
he doesn’t think a jobber’s dealers can 
get much benefit from major-com- 
pany training programs. He’d be will- 
ing, however, to pay a dealer’s living 
expenses to take a centralized train- 
ing course. 

The jobber himself is not in a po- 
sition to build up a formal training 
program, outline a curriculum, and 
provide the space, time, and personnel 
needed to run it, Overholser says. So 
DE looks like the answer. 

He’s active in building up a DE 
program in Harrisburg. It’s just be- 
ginning now, but both high school 


126 


courses and night classes for dealers 
and attendants are planned. Overhol- 
ser believes jobbers can supply enough 
students for a respectable start, if not 
to fill every need. And he’s sure it’s 
a less haphazard method of recruit- 
ing than “the present system of ad- 
vertising or stealing from your com- 
petitors.” 


‘Gimmicked to Death’ 


That’s the way Overholser describes 
Harrisburg, a major distribution cen- 
ter and test city for new products. 
Because the area is so gimmick-con- 
scious, he finds big promotions in the 
style of grand openings pay off better 
than other merchandising techniques. 

In addition to “regular” grand open- 
ings for new stations, Overholser plans 
gala promotions for six or seven sta- 
tions a year. These involve giveaways 
like water glasses; banners, streamers, 
and other point-of-sale decorations; 
and a raffle for a grand prize. Each 
station being promoted gets plugged 
in radio spots. 

Overholser also raffled a Dodge se- 
dan through all his outlets last year, 
and gave it radio and television ad- 
vertising. 

He has tried radio and TV on a 
straight 26-week basis, as well as reg- 
ular newspaper advertising, but hasn’t 
been satisfied with the results. Be- 
sides, he claims, Harrisburg is a one- 
paper town and the newspaper is too 
expensive for a regular ad schedule 
by a jobber. 

Penn Central spends $5,000 a year 
on its merchandising and advertising. 
Cities Service participates on a per- 
centage basis, and the dealer pays a 
quarter of the expense for his station’s 
gala promotion. Some dealers have 
their own ad campaigns, and Over- 
holser helps on a 50-50 basis. “There’s 
a limit to how much, but no formula,” 
he says. “If it seems reasonable, I go 
along.” 


The Other Profit-Makers 


Overholser’s heating oil business is 
as modern as he can afford to make 
it. He has customers’ names, addresses 
and delivery instruction on addresso- 
graph plates attached to degree day 
cards, for instance. This facilitates dis- 
patching and ticket-printing. 

He has no automatic degree-day 
delivery computer, however: “You'd 


need at least 3,500 customers before 
it would pay to install one,” he says. 

Overholser finds peddlers more of 
an annoyance than a problem. He has 
three under-the-fill buyers himself, lets 
them handle small dumps and kero- 
sine sales. 

Who’s on Fire?—On motor oil and 
TBA, the problem is getting the dealer 
on fire about what he’s selling, Over- 
holser says. His motor oil ratio is 
1.15, which he calls “not good.” 

The full line of Cities’ brand of 
TBA is handled by Penn Central’s 
regular salesman. At $22 worth of 
TBA per 1,000 gal. of gasoline (whole- 
sale), it’s not a big part of the busi- 
ness, but it is profitable, Overholser 
says. “Peddlers and wagons disturb 
the TBA market,” he adds. “There 
are too many automotive suppliers in 
town.” 

He thinks highly of accessory sup- 
pliers’ specialty men, who help build 
his sideline and service sales. “They’re 
very good, know their product and 
how to merchandise it,” he says. “Af- 
ter they visit there’s always an in- 
crease in sales in that particular item.” 

As for vending machines, they’re 
up to the dealer. Overholser says they 
may provide profit, but he feels they 
perform no public service or function. 
“People just expect them to be there,” 
he remarks. 


Facing the Future at 70 


Overholser will be 70 in September, 
and he’s still aware of the need for 
thinking about the future. He has no 
sons, but the business is incorporated 
and the estate planned so it can be 
carried on after he dies—if the right 
person comes along to run it. 

He thinks that’s possible. He doesn’t 
speak about the future of jobbing in 
glowing terms—especially when you 
consider the financial problem—but 
says, “I have no hesitation about re- 
commending the business. 

“If a jobber can get adequate mar- 
gins to meet increased costs; adopt 
modern methods of merchandising; 
watch costs and be honest with him- 
self, and is willing to work hard, I 
don’t see why he can’t succeed.” 

Following that prescription as 
closely as possible has paid off for 
Overholser. At least, he’s built an ex- 
panding business at an age when most 
men are retired, and there have been 
other rewards: he and Mrs. Overhol- 
ser were able to save enough to make 
a European tour two years ago. 

“There are plenty of things to be 
pessimistic about,” he says. “But I 
know of no business today that doesn’t 
have some problems.” a 
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Take a Note... to Turn Ideas into Action 


NEW LINK in dealer communica- 
tions will soon be introduced by 
Sinclair Refining Co. 

The gimmick is a “reporter’s note- 
book.” It may simplify the recording 
of dealer council actions. Sinclair 
hopes the device will help reduce un- 
wieldy masses of data to workable 
categories. 

Many marketers use dealer councils 
to listen to the ideas of the man at the 
pump. The biggest question for them 
is “how do you take the proceedings of 
a two day meeting and boil them down 
to an intelligible report?” 

Sinclair ran into this trouble in 1955 
when it tape-recorded its first national 
dealer council meeting. It cropped up 
again in 1956 at district council meet- 
ings that were recorded verbatim in 
shorthand. 


This year the company will intro- 
duce area councils involving 600 deal- 
ers from coast to coast. Those meet- 
ings, added to district and national 
councils, have given impetus to the 
problem of extracting significant 
thoughts from hundreds of thousands 
of words. 

The notebook idea is simple. It’s a 
loose-leaf binder divided into sections 
corresponding to discussion topics. 
The whole book is indexed with mar- 
ginal tabs for easy reference. 

Instead of tape recorders and high- 
speed stenographers taking verbatim 
notes, Sinclair will use trained retail 
men. They’ll be able to spot significant 
data quickly and enter it under the 
appropriate section. 

Thus, two big jobs — organizing 
and condensing information—will be 


API: Workshops at Mid-Year 


PROFESSIONAL _ convention-goers 
will find the usual routine changed at 
the API marketing division’s mid-year 
meeting. It will be held May 20-22 at 
the Chalfonte-Haddon Hall Hotel in 
Atlantic City, N. J. 

There will be no speech-making. 
The accent will be on learning by tack- 
ling specific current problems for all 
levels of oil marketing. 

Workshop presentations, using vis- 
ual aids, panel discussions and the like, 
will be featured on the second day. 
The first six will be run two at a time, 
with the seventh winding up the day. 
They include: 

e Marketing research. Discussions 
of practical applications of marketing 
and motivation research. 

e Fuel oil, Presentations on year- 
round air conditioning with oil fuel, 
and on equipment selling as the key to 
heating oil volume. 

e Jobber workshop. A summary of 
recent developments in legislation and 
litigation of interest to oil marketers. 

e Aviation. Reports on the develop- 
ment of flight, of aviation fueling and 
of fuel demands and qualities. 

® Personnel Training. Theme: 
“Management institutes pay off for 
dealers, distributors and suppliers.” 

@ Service stations. Discussion of 
what is meant by dealer prestige and 
the API rewards system, and a demon- 
stration of a dealer council in action. 


® Operations and _ engineering. 
Theme: “Patterns of service station 
construction costs.” 


Additional Highlights 


The first day will feature a report 
of API’s consignee survey to the com- 
mission wholesale marketers advisory 
committee, 

The general committee meeting on 
May 22 will hear a report by Stanley 
R. Schrotel, Cincinnati chief of police, 
on the problem of felonies committed 
against service stations. Schrotel, a vice 
president of the International Police 
Chiefs Assn., has been retained as a 
law enforcement consultant by the 
API. He will analyse the extent and 
composition of service station crimes 
and recommend a program to help 
solve the problems. 

The traditional Tuesday night social 
program on May 21 will include a 
cocktail party, subscription banquet 
and entertainment featuring Broadway 
personalities. 

E. M. Toby, program committee 
chairman, emphasizes that the meeting 
is open to all oil marketers, whether 
or not they are API members. He 
points out that the program is designed 
to be of particular interest to jobbers 
and dealers. 

There will be no registration fee, and 
no advance reservations are needed 
except for hotel accommodations. 
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done on the spot. Important facts 
should jump right into focus. 

Reports of area meetings will be 
summarized by area managers and 
passed on to the districts. These in 
turn will be summarized and passed on 
to the national level. The end product 
will a concise, comprehensible picture 
of what dealers around the country are 
thinking. 

The dealer council plan that Sin- 
clair will follow this year is a new ex- 
periment for the company. Area coun- 
cils will elect representatives to district 
councils and these in turn will elect 
delegates to the national council. The 
result will be a kind of “congress” of 
Sinclair dealers. 

In the past two years, Sinclair 
dealers have come up with scattered 
ideas that have influenced advertising 
and sales promotion policies. Now, 
with dealer councils on such a grand 
scale, company executives say some 
startling changes in merchandising 
could result. 

The combination of notebook and 
dealer councils is designed to help 
Sinclair leap the hurdle of what sales 
promotion manager William Kelly 
calls “a huge conglomeration of ideas.” 

“We are trying desperately hard to 
make sense out of dealer meetings,” 
Kelly says. “We've been listening in- 
tensely. But now we hope we'll be able 
to understand and translate into action 
the wealth of material from these 
meetings.” @ 


Dial 'R’ for Report 


STANDARD OF INDIANA tried a 
new twist in employe relations recently 
to familiarize over 20,000 workers 
with highlights of its annual report. 

By dialing a special telephone num- 
ber in each of 23 cities, employes 
heard a one-minute recorded message 
played back over a telephone answer- 
ing device called an “Amanda.” The 
Bell telephone system installed 51 of 
the devices at an approximate total cost 
of $2,000. Each Amanda costs about 
$40, with rates varying from place to 
place; the charge includes rates for the 
actual telephone calls. 

Standard president Frank O. Prior 
recorded the message in Chicago, 
where company headquarters are lo- 
cated. Local Standard managers re- 
corded the message for the other cities. 
The program ran from March 6 to 
April 6. 
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Springtime in the Rockies looks different this year because of this striking new Bay Petroleum station 


Modern Design Goes to Work 


This Denver station is planned for maximum flexibility and space. 
Its imaginative concept pays off in built-in promotion, too 


Comfortable lounge is novel feature of new station 
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“THERE’S GOLD in them thar paraboloid stations,” 
and a Denver prospector has staked a claim in their 
future. 


Centennial Properties, Inc., is taking advantage of an 
independent’s freedom in station design and has built the 
ultra-modern service station shown above. Centennial 
will manage the outlet on a lease-back arrangement with 
Bay Petroleum, Inc. 

Known as hyperbolic paraboloid, the design repre- 
sents an extreme in modern station architecture. The 
idea combines a strikingly modern appearance with a 
variety of functional uses. One designer considers it 
“the most efficient structural form known.” The station 
was designed by Ib Falk Jorgensen, Denver structural 
engineer; it was his first. 

It’s Competitive—Both cost and time of building are 
comparable with conventional station models—Centen- 
nial estimates this new station cost about $37,500. It 
took three and a half months from the time the concrete 
was poured to completion. 


During and after construction, a spectacular building 
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Architect’s plans reflect a station manager’s dream of space (2,750 sq. ft.) and comfort 


for an Independent 


like this has great built-in promotion. It produces ef- 
fective word-of-mouth advertising, since the newness 
and novelty are bound to cause comment. There’s a 
natural appeal to a customer’s curiosity and identifica- 
tion with progress. This gives added impact to the pro- 
motion of ideas like “modern efficiency”, “tomorrow’s 
service today,” and “new care for new cars.” 

The owners feel that the radical structure contributed 
greatly to the interest in their station. The station sold 
around 5,000 gal. on the opening day, and its location 
—on Colorado’s main north-south highway—is well 
suited for this attention-getter. Local newspapers gave 
considerable publicity to the new building. 

What’s in It—The building is a station manager’s 
dream of facility and space. You can see from the blue- 
print above that there is ample space for lube and wash 
bays, a tire repair shop, and offices in the 2,750 sq. ft. 
of floor space. Customers’ comfort has been emphasized 
with television, easy chairs and a pleasant atmosphere 
in the lounge. 


The hyperbolic paraboloid has inherent advantages 
over the traditional “cheese-box” style, Centennial be- 
lieves. The lack of cross members and supports inside 
allow for complete flexibility of layout. The building is 
claimed to have greater strength and be longer lasting. 
Because of the unusual stresses involved, top quality 
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construction materials must be used. However, Centen- 
nial says, maintenance is less. And increased labor costs 
are compensated for in time saved on construction. 

The three-inch thick concrete shell forming the roof 
is 98 ft. in its longest dimension, and 58 ft. at its widest 
point. With a surface area of 3,200 sq. ft., the shell rests 
entirely on two piers at the center of the station. The 
exterior walls are of glass, cinder block and cemesto 
(concrete reinforced with wood fiber) panels. Cinder 
block is used inside. 


L. R. Wilson, secretary-treasurer of Centennial and 
station manager, says, “We were pioneering, of course, 
and ran into some problems, but . . . we are satisfied with 
the way things progressed.” 

What It Points To—One of the first stations of this 
type was built by Vickers Petroleum Co. in Kansas last 
year (NPN—Nov. ’56, p 140). “It is time the indepen- 
dent capitalized on his flexibility,” says company presi- 
dent J. A. Vickers. “When an independent marketer 
builds his own facilities, they must be superior in ap- 
pearance.” 

That’s what Centennial is trying to do with this mod- 
ern station. At present, there are no further plans for 
another advanced-design station. But many indepen- 
dents in the Rockies will be keeping their eyes on the 
way the present one performs. 3 
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Lithium-Base Multi-Purpose 


INLUCITE 21 
OUTLASTS 


Ordinary Greases 
5 to 10 Times 


INLUCITE 21 won’t wash out . . . won’t squeeze 






out... won’t melt out... it absorbs more 


moisture, actually “stays put” longer, giving 














you extra hundreds of miles of protection 

and worthwhile savings in maintenance costs. 
You save time, labor and expense when you 

use INLUCITE 21, the unexcelled “one grease- 
one gun” lubricant that outlasts every 


specialized grease it replaces! 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants © AVIATION » INDUSTRIAL « AUTOMOTIVE * MARINE 


W ith Research Comes Quality, With Quality Comes Leadership 
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You Can Build Lube Oil Sales... 


... If you show your dealers these profit-building facts: 


@ 54.6% of the cars driving into stations need an oil change 


@ Average oil change interval is 1,834 miles, while 74% of oils 
aren't doing much good after 1,500 miles 


e@ Motorists need special oils for stop-and-go driving — but they 
aren't sold on the idea 


FACTS LIKE THOSE can show you 
the way to beat pessimism about the 
“shrinking” lube oil market. They 
come from research by Shell Oil Co., 
Socony Mobil Oil Co. and Pure Oil 
Co. and indicate there’s still a vast 
untapped potential right in the ser- 
vice station. 

Some marketers argue that the 
“shrinking lube market” is a myth. To- 
tal sales are higher than ever before, 
they say, and constantly rising. Others 
say maybe so—but they see a level- 
ing off in per-unit consumption, and 
that’s bad news for future markets. 

Both sides of the debate may have 
to give ground to the discoveries of 
Shell, Socony and Pure. Shell’s ADC 
oilprint analysis, in particular, shows 
that the most important thing is for 
you to sell the dealer on selling lubes. 
The market is there; it’s just not 
being exploited. 


Every Other Car 


That’s your customer potential, ac- 
cording to the Shell survey. In check- 
ing 17,000 motor oil samples, Shell 
researchers found that 54.6% of the 
samples had passed the point where 
they were helping the engine. In a 
more limited sample, Pure found that 
63% needed a change. 

Marketers have been wondering 
for years how to convince the dealer 
he has to ask regularly for oil changes 
to get more jobs. These results are at 
last giving you some dramatic facts 
to toss into the argument. 

For instance, one major company 
found in spot checks three years ago 
that only 53% of dealers raised car 
hoods in the station. Three years and 
much training later, the total had 
risen only to 58%. “And this means 
they’re just looking at the oil,” says 
the company’s market research man- 
ager. “We don’t know how many 
times they check the lube sticker.” 

A Bad Record—Du Pont’s “Ser- 


vice Station and Motorist” survey 
showed that more than 60% of mo- 
torists wanted their oil checked in 
stations—but only 50% were offered 
the service. 

In the same survey, three-quarters 
of motorists said lubrication is the 
most important service offered by a 
station. But less than 10% had their 
oil changed or bought a lube job. 
Another recent survey, made by the 
Coca-Cola Co., shows that only 10% 
of all unit sales at service stations 
are lube oil. 


Delayed Oil Changes 


People change oil less often than 
they think they do, the surveys show. 
The gap between stated practice and 
actual practice can give your dealers 
another merchandising shot in the arm. 

The biggest number of consumers 
told Shell researchers they change 
their oil at about 1,000 miles. 

But the Shell survey found an av- 
erage of 1,834 miles on oil samples 
taken at the time of change. Socony 
got a slightly higher figure—1,939 
miles. Pure’s figure was higher still— 
2,026 miles. 

Socony researchers analyzed the 
content of oils taken from crank- 
cases. They found that at 1,500 miles, 
74% of all oils are unsuitable for 
further use. This means the average 
motorist drives more than 300 miles 
on oil that is doing his engine no 
good—and may be doing it harm. 

Varying Recommendations—Part of 
the confusion in the public mind, 
Shell says, is due to the difference 
in drain recommendations made by 
oil companies and auto manufacturers. 
The oil industry, through the Amer- 
ican Petroleum Institute, recommends 
a 1,000-mile interval for 67% of all 
cars. 

API breaks this down into three 
categories—dusty or cold weather 
driving (500 miles); city and subur- 
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ban driving (1,000 miles); highway 
travel (2,000 miles). 

Car manufacturers advise longer 
intervals. The average recommenda- 
tion is 2,444 miles, but the range is 
from 2,000 to 4,000 miles. 

To avoid confusion, Shell says it 
might be better to present uniform 
oil change recommendations to the 
public. But Socony, drawing on the 
results of its own survey, says the 
wisdom of the 1,000 mile oil change 
is confirmed. 


Stop and Go Driving 


Low temperature city driving cre- 
ates special lubrication problems. De- 
posits and sludge built up under these 
conditions demand special oils and 
additives. 

But, “motorists are not convinced 
by petroleum suppliers to use oils 
specifically tailored to that type of 
driving,” the Shell survey finds. Pe- 
troleum advertising and dealer sales 
methods reach only a small portion 
of the stop-and-go market, and the 
wrong portion, at that. 

Misuse of Additives—Special addi- 
tives are used by 4.8% of the driving 
public. But most of these additives 
are put by motorists into premium 
oils already fortified. 

This presents additive marketers 
with a headache. Despite a sales ef- 
fort to capture the low-price oil mar- 
ket, it is possible that products will 
find their way into engines already 
using special oils. 

With their new ammunition, mer- 
chandising experts are confident even 
this problem can be overcome. They’re 
making plans right now to do it. The 
job will take time—they’ll be battling 
some grand confusion about motor 
oils. 

The first job will be to convince 
the dealer that a little extra effort 
will mean a lot more sales—and 
money in his pocket and yours. = 
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Proven de 
Performance | 


in Every 
Type and Size ie 
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Behind every Eaton Axle there is almost a half-century of truck axle 

manufacturing experience. The advanced engineering and quality 

construction which have made Eaton 2-Speeds famous for stamina 

and low-cost hauling are also found in Eaton single-reduction, 
The rugged housing used in famous Eaton 2- double-reduction, tandem drive axles, and front axles. In more than 
Speeds is also used for Eaton single-reduction two million motor trucks, Eaton experience and engineering know- 
and double-reduction axles —the three heads are how are reflected in outstanding performance records, minimum 
interchangeable. hauling costs, and longer vehicle life. 


AXLE DIVISION 
EATON MANUFACTURING COMPANY 
CLEVELAND, OHIO 


6) PRODUCTS: Sodium Cooled, Poppet, and Free Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet 
Engine Parts ° Rotor Pumps * Motor Truck Axles * Permanent Mold Gray Iron Castings * Heater-Defroster Units * Snap Rings 
Springtites* Spring Washers® Cold Drawn Steel® Stampings® Leaf and Coil Springs* Dynamatic Drives, Brakes, Dynamometers 
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How Do YOU Pick Your Men? 


e If a new man botches a job, do you usually find it necessary 
to give him his walking papers? 


e Does that put you on a time-consuming merry-go-round of 
advertising for candidates and interviewing them? 


e Do the replacements go sour too — putting you right back 


where you started? 


lf the answer is yes, maybe you should be pre-testing applicants. 





IF LARGE COMPANIES can pre- 
test job applicants to make sure they’re 
getting the right people, why can’t a 
heating oil distributorship use the 
same approach? 

Morton Oil Co., a 4,500-account 
heating oil operation in Malden, Mass., 
has the answer: it can. 

Morton Oil knows because it has 
used aptitude tests successfully. 

Two years ago, Morton Oil was 
looking for a burner service dis- 
patcher. From a field of 15 applicants, 
it selected a young man who, tests 
showed, had the qualifications to fill 
the job even though he lacked any oil 
experience. In actual operations, he 
has worked better than any previous 
service dispatcher. 

“The results pleased us so much 
that we plan to give all new men the 
same type of test,” says Orodon S. 
Hobbs, company treasurer, and 
Charles McAlpine, service department 
manager. That would include such 
other jobs as oil dispatcher, degree-day 
clerk, equipment salesmen and burner 
mechanics. 


How Morton Got the Answer 


Screening cut the field of 15 candi- 
dates to five. A few were too old; 
others wanted too high a salary; some 
were better paid in their present jobs; 
several said they “knew all about” the 
job. The last group would need train- 
ing to learn how Morton Oil does 
things. They could foul up the works 
if they resisted the changeover. 

But all five remaining candidates 
looked good to Morton Oil. It wanted 
the best of the group, but had no way 
of telling who he was. 

That’s when Hobbs decided to let a 
psychologist handle the ball. He would 
be better able to come up with an 
accurate reading of each man’s abil- 





It's something even a small jobber can do, and it pays 





ity, to (1) handle men, (2) work under 
pressure, (3) talk to customers the 
right way. And he’d be able to size 
up their mechanical ability scientif- 
ically. 

Each candidate was interviewed 
separately for about 14% hours in an 
informal, relaxed manner. Questions 
were put to each not only to get 
more specific personal information, 
but also to give the psychologist time 
to assess each man on the main 
points Morton Oil was interested in. 

The interview included a test with 
blocks, putting them into different 
designs against a time limit to show 
how each man would work under 
pressure and to come up with some 
idea of his mechanical ability. 

Who’s the Best?—Before the inter- 
view, Morton Oil knew this much 
about each man from the experience 
sheet he filled out: 

e Candidate A: Related to Morton 
Oil employe, World War 2 veteran. 
Just returned from Japan where he 
had been teaching Japanese students. 
Had college background, 25 years 
old. 

e Candidate B: Stock clerk for 
electrical manufacturing company for 
10 years, scheduled to be shifted else- 
where by his company. No college 
background, in his late 30’s. 

e Candidate C: Just discharged 
from Army after service in Japan. 
Had two years of college, majoring in 
business administration with emphasis 
on accounting. Aged 24. 

e Candidate D: Sold electrical sup- 
plies most of his adult life. Had ability 
to get along with people, was 45 
years old. 

e Candidate E: High-school gradu- 
ate looking for his first job, son of a 
customer. 

Here’s new information Hobbs and 
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McAlpine learned about their candi- 
dates in an oral report after the tests: 

Candidate A: Still a teacher at heart. 
(Actually, he returned to Japan and 
a new teaching post later.) 

Candidate B: Good man, but a risk 
because he’d be earning less. 

Candidate D: Too old. 

Candidate E: Too young. 

Candidate C, Ed O’Keefe, was 
their man. O’Keefe was high in all 
qualifications Morton Oil thought 
necessary. 

His interview revealed that during 
part of his time in Japan, he worked 
in an Army dispensary with five Jap- 
anese civilians and was in charge of 
requisitioning supplies for the unit. 
What’s more, because he was just out 
of the Army, O’Keefe was pegged as 
sincere in looking for a job he could 
sink his teeth into for the future. Still 
single at the time, he wanted to settle 
down and get married. 


Why the Tests Pay Off 


Hobbs sees aptitude tests as the ef- 
ficient way of getting the right man 
for the job. It eliminates a lot of 
stumbling in the dark. And it’s worth 
the money. 

“We spent $125 to have the men 
tested,” Hobbs says, “but believe me 
it was money well spent.” 

Case in Point—Experience with 
O’Keefe bears this out. After a couple 
of weeks’ coaching by McAlpine, 
O’Keefe took over on his own. And 
as he got acquainted with his new job, 
he came up with suggestions to im- 
prove the department’s performance, 
not only for the company but for the 
customers. 

“He began keeping an appoint- 
ment book on cleanup jobs,” McAl- 
pine adds, “so that when a customer 
wanted the work done at a certain 
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Fuel Oil 


time and date, O’Keefe noted it in 
the book and scheduled work for our 
two-man clean-up crew accordingly. 
We feel good about this because if he 
says a job will be done at a certain 
time we know that it will be done.” 

McAlpine credits O’Keefe with get- 
ting more work out of the seven-man 
service crew without any dissatisfac- 
tion on their part. 

Although the service department 
has a secretary to handle billing and 
correspondence, O’Keefe is doing bill- 
ing, too, without letting this cut into 
his dispatching. 

“And,” says McAlpine, “he’s will- 
ing to put in extra time when necessary 
without overtime pay.” 

O’Keefe doesn’t hesitate to leave 
his department to help out the oil 
dispatcher, too. “He seems willing to 
learn that end of the business, too. 
In fact he has shown a great willing- 
ness to accept additional responsibili- 
ties both in and outside his own de- 
partment.” 

How It Began—Hobbs and aptitude 
tests met each other while Hobbs was 
a member of Lynnfield Board of Ed- 
ucation. “Tests in the school system 
pointed up the abilities of the children, 
and during my six years on the board, 
I developed a lot of respect for them,” 
he says. 

When the time came to give such 
tests in his own business, Hobbs 
worked through the school system and 
learned that Harvard School of Ed- 
ucation was the place to get more data 
about them for his own use. At the 
college, Hobbs was referred to Dr. 
Charles McArthur, staff member of 
Harvard’s University Health Services 
and a personnel consultant on his own 
time. 

Although some personnel consult- 
ants will come with a written report, 
Dr. McArthur prefers to make an oral 
report. Hobbs liked that, too. 

“The important thing,” says Dr. 
McArthur, “is to have my client— 
Mr. Hobbs in this case—understand 
what I’m talking about. 

“A written report may be just so 
many words that make no sense to 
him or that can be interpreted with a 
different slant than was intended.” 

You have to be careful in selecting 
a personnel consultant. Any number of 
so-called experts are willing to do the 
job for a price, because it is a lucra- 
tive field. 

But, says Dr. McArthur, you can 
get a line on a reputable consultant by 
checking your local social service 
agencies, any Red Feather agency or 
the nearest office of American Man- 
agement Assn. a 
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Match Your Costs With These 


Gross profit, oil sales 


24.06% 


Less costs (bulk plant, delivery, 


sales, supervisory) 


Net profit, oil sales 


THAT’S THE AVERAGE cost-profit 
picture for a dozen oil heat distributors 
in Union County, N. J.—before execu- 
tive salaries and taxes are deducted. 

The figures come from a new cost 
survey for calendar 1955, prepared by 
Union County Oil Heat Assn. The as- 
sociation has two objectives for the 
survey: 

e To get a yardstick for oil heat 
men to use in comparing costs; 

e To encourage distributors with 
poor accounting procedures to get a 
better line on where they’re going. 

A survey for 1956 is now in the 
works. It will probably be more de- 
tailed. “We want to get figures broken 
down in relation to various gallonages 
so that a distributor with, say, 2-million 
gal. annually can compare his costs 
with others in his class,” explains one 
Union County oil heat man. 

In the 1955 survey, reported gal- 


11.56% 
12.5% 


lonages ranged from 0.4-million to 5.5- 
million. Heating oil sales volumes 
ranged from $55,000 to $747,000, 
with a group average of $318,571. 

Heating equipment sales and service 
operations were excluded from final 
figures because not all distributors in 
the area sell equipment or service. 

e Those who do have installation 
and service departments, however, re- 
ported an average loss of $2,087 or 
-091¢ gal. on those departments—be- 
fore deducting costs of general and ad- 
ministrative expenses. 

e Figures for sales and income and 
general, administrative and depart- 
mental expenses not shown below 
were inconclusive. One company that 
allocates expenses to departments 
shows general and administrative ex- 
penses of 1.27¢ gal. This should be 
deducted from oil selling profit to find 
net profit before taxes. 
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Only Continental 
offers you 


Steel containers 
for hard-to-hold 
products 


Your chemical, paint and petroleum products 
travel with greater safety in Continental’s ex- 
clusive Perma-Lined steel containers. That's 
because specially-formulated Perma-Lining 
enamels are airless hot-sprayed and baked right 
in the formed container. Every last inch of in- 
side surface—even side and bottom seams—gets 
complete uniform coverage. 

In addition to product protection, Perma- 
Lined containers give you eye-catching lithog- 
raphy by Continental craftsmen. And, if you 
ever need research or engineering help, it’s avail- PERMA-LINED CONTAINERS TO FIT EVERY PRODUCT 


able as part of our steel container service. Perfected by Continental’s Research and Development Center in Chicago 


Let Continental’s Perma-Lined containers ~and backed by our vast experience in all types of metal packaging— 

Perma-Linings are available to fit almost every chemical, paint and 

work for your hard-to-hold products. Call soon. petroleum product. Moreover, we are prepared to develop new Perma+ 
Linings for your special use. 


a 
0 a ie nag, — 





and lug cover pails 


a regittectail € CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 








May, 1957 + NATIONAL PETROLEUM NEWS 





Three steps to bigger TBA values: First of all you have to see your dealers often. . . 


How to Double Your TBA Sales 


You can do it just the way jobber Barney Cohen did, by using 
this three-point program. Here's the plan that hiked Cohen's 
sales from $25,000 to $47,000 in just four years: 


1 Regular weekly calls on each TBA account 


2. Fast delivery on all orders, even small ones 


3 Blanket coverage of all dealer problems on each visit 


THERE’S NOTHING COMPLEX about Esso jobber 
Barney Cohen’s system: all it takes is a combination of 
persistence, efficiency and thoroughness. 

See "Em Often—Four years ago a new policy of 
regularly scheduled dealer calls went into effect at 
Barney’s Super Oil Service in Middletown, N.Y. The 
man assigned to the calls was Jerry Stern, Cohen’s 
son-in-law. Although Stern had good basic training 
in oil marketing, including a service station stint, he 
was a stranger to most of the dealers. He got a cool 
reception at the start. 

But just by coming back every week, always on the 
same day, Stern won the dealers’ confidence. “It took 
a whole year before some of them would even talk to 
me,” he recalls—but eventually they did. 

Stern’s program takes him out on a round of calls 
every Monday, Wednesday and Friday. Monday he 
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calls on all the local stations in Middletown. Wednes- 
day he covers a group of out-of-town dealers in an area 
reaching some 25 miles to the west. Friday he visits 
the rest of the dealers traveling a territory about the 
same distance south. 

As far as possible the routes are laid out so that 
Stern’s visits fall between transport deliveries of gas- 
oline. For example, his Wednesday route covers sta- 
tions that will normally get a transport delivery on 
Tuesday or Thursday. The interval isn’t always that 
close, but it works out so that between Stern and the 
transport drivers, there’s twice-a-week contact with 
every dealer. 

These extra contacts by the drivers serve two ends. 
Large side compartments are built into each transport 
for handling package deliveries, so the transports help 
on TBA distribution. 
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. «+ Then you have to fill even the smallest orders fast 


In addition, all the drivers carry order pads. At 
every station they check with the dealer before they 
leave to see if he has any orders to send in. 

Keep Deliveries Flowing—If you want to get the 
dealers’ TBA business you can’t make them wait too 
long for delivery, Stern believes. To keep the deliveries 
flowing, each of the four transport drivers checks the 
order box every morning at 7 a.m., before he starts out. 
It’s his job to fill any orders for dealers on his route 
for the day. 

He loads the goods into his side compartment, gets 
the price book and writes an invoice for each order. 
He'll usually have room for everything because it’s 
dealer custom to place many small orders. A dealer, 
for example, might want to buy only three filters, a 
tube and a pair of battery cables. The order is filled 
without question. 

The side compartments on each transport can handle 
a drum of oil or a set of tires. They’re about 27 inches 
square by about six to ten feet long. When orders come 
in that are too bulky for either Stern or the transports 
to carry, there’s a stake truck available. 

Stern goes his rounds in a Dodge Town Wagon. It 
looks like a station wagon, carries the load of a light 
panel truck, and is legal for suburban license plates. 
Full length doors in the back make it easy to load, 
and there’s room for 25 tires inside. Removable seats, 
held in place with wing nuts, are handy for hauling a 
dealer group to meetings. 

Dealers are encouraged to do their ordering with 
these delivery facilities in mind. Through repetition 
they’ve become familiar with Jerry’s schedule and those 
of the transports. If an unexpected need turns up they'll 
phone an order in so as to catch the next delivery trip. 
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.-. And keep in touch with dealers’ operating problems 


Never a Shortage—For any salesman it’s natural to 
shoot for bigger and bigger orders. Jerry Stern checks 
that impulse. “I don’t believe in hustling a dealer into 
anything,” he says. If a dealer stocks heavily on one 
item, he explains, he'll invariably go short on some- 
thing else. 

He’ll miss sales because he’s out, and furthermore, 
Stern asserts, if he gets the idea you’re interested only 
in big orders he’ll give his little ones to some peddler. 
First thing you know the peddler’s got the business and 
you haven't. 

Lack of money is the reason dealers give for not 
carrying larger TBA inventories. They point to the 
bigger gasoline dumps they’re expected to pay cash 
for. The direct delivery program does get priority, 
explains Marvin Cohen, Barney’s son. Even so, he 
says, many dealers aren’t taking as large loads as he 
thinks they should. 

It takes considerable financial management ability 
to have cash on hand for the big transport loads, and 
still finance adequate motor oil and TBA inventories. 
Stern believes if a dealer can’t have a big TBA stock, 
the next best thing is to have a moderate but well bal- 
anced inventory at all times. Then the dealer won't 
hold back on doing a thorough job of checking over 
the cars of his steady customers. 

The Kind That Buy—tThe steady customer, in Jerry 
Stern’s book, should be the apple of the dealer’s eye. 
He’s the kind who believes you when you tell him it’s 
time to replace the filter or the plugs, or to get rid of 
the old tires or the battery. Once you've earned the 
confidence of enough of them they'll reward you with 
a balanced gasoline, oil and TBA business. 

(Continued on page 139) 


137 

















1912 — First electric starter 





1952 — First thin-wall plastic case 
was introduced by GLOBE 


The first electric starter made good batteries abso- 
lutely essential to trouble-free motoring. And Globe- 
Union — already pioneering in the field — has kept 
right on working through the years to make those 
good batteries even better. A typical Globe improve- 
ment “first” is the thin-wall plastic battery case—per- 
fected in 1952 after 10 years of research to provide— 


21% more acid capacity 
96% increase in resistance to impact 
40% greater resistance to acid penetration 


iz 2 me 


impact test Bulge test 


The battery that’s built to take brute punishment and give FASTER, LOW-COST DELIVERY! 
peak performance for tens of thousands of hard-driving Globe’s sixteen plants are strategically located for fastest, 
miles. Proof of strength is thin-wall container’s score on lowest-cost shipments to all markets; fourteen (*) are 
the “Impact test and Bulge test” as illustrated above. producing creatively packaged dry-charged batteries. 
Proof of container’s extra acid capacity is shown in side- *ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, KANSAS, *HOUSTON, 
by-side comparison of thin-wall plastic design with compo- TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., *MEMPHIS, TENN., *MiIL- 
iti te ° l d ° f 1 ti Iso WAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., *REIDS- 
Sa ee — tee —s grapes a 5 7? ane VILLE, NO. CAROLINA, *SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, N. Y., 
less acid absorption without contamination of acid. *LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONTARIO) CANADA 


Another milestone in power — another first for Globe! 


SPINNING Powe, 


MILWAUKEE 1, WISCONSIN 
SPLIT.seconD STARTING 


If it’s Petroleum-powered there’s a right from the start! 





**A ‘steady customer’ looks to the 
dealer to take care of his car’’ 


(Story begins on page 138) 


In fact, the term “steady customer” has a special 
meaning, the way Jerry Stern uses it. It’s not so much 
the man who comes in regularly for gasoline, but the 
man who looks to the dealer to take care of his car. 
He points out there’s a lot of difference between sell- 
ing a tire to such a customer and to the casual stop-in 
type of customer. 

To sell tires to the steady customer, the dealer needs 
no budget plans, no long trade-ins, no used tires or 
retreads, Stern says. Such a customer is inclined to 
believe your tires are worth the price you ask. He’s 
impressed when the dealer mentions his brand’s repu- 
tation and reminds him of all the out-of-town service 
he can get for his new tire at any branded station. 

How You Get Them—Building a string of regulars, 
says Jerry Stern, is a matter of showing a sincere in- 
terest in the customer and his car. Among other things, 
Jerry preaches the value of a flourishing lube trade. 
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There’s where the dealer shows what he can do, he 
says. If he’s thorough, looks the car over, and reports 
to the customer on everything, it won’t take long to 
create that feeling of confidence. 

Stern’s own tactics with dealers probably do as much 
as his advice to get his point across. When he calls on 
a dealer he wants to know all about all of the dealer’s 
problems. He welcomes them, never seeks to dodge 
tough or trivial ones. 

If the lube hose won’t reach the last fitting on a 
new customer’s truck, leave it to Stern—he’ll see that 
it’s fixed. If a pump isn’t working, he’ll try to fix that 
too. He always carries a spare drive belt, a nozzle and 
a length of hose with him. 

Marvin Cohen tells the story of the time Stern spent 
a couple of hours rounding up a hard-to-locate auto- 
mobile part for a dealer who couldn’t leave his station. 
By his own example, he demonstrates how to give full 
attention to a customer’s needs. 

Making calls on schedule, and speeding up deliveries, 
Stern feels, are only a good foundation to build on. 
It’s the all-around job you do with the dealer after you 
get the goods to him that keeps his TBA volume, as 
well as all his other business, steadily growing. . 


That Stranger, the Dealer 


What makes him tick? More important, what makes him not tick 
when it comes to putting some real effort behind TBA sales? 


Nobody has the real key to the dealer's motivations. But maybe 
it’s high time the oil companies tried to find it 


WHICH IS THE PITCH that packs 
the punch? 

e The extra profit in TBA? 

e Or vital customer service? 

Chances are you'll say they’re both 
good, and the ultimate goal of the 
ee second is to ac- 
complish the first 
anyway. 

Analysis shows 
that almost all 
sales approaches 
to dealers are 
built around one 
or both of these 
two themes. Your 
pitch may have 
this basis: 

e There are 
more profits in 
our new line of premium tires .. . 

Or it may go like this: 

e Replace more spark plugs if you 
want to keep your customers happy . . . 

You can also work both sides of the 
street, this way: first you touch on the 


By F. C. Sturtevant 
TBA Editor 


long dealer profit in lamps, then you 
drop a hint about keeping car owners 
out of trouble by watching for burned- 
out lights. 

Both seem like sound, logical rea- 
sons why service station operators 
ought to be combing every car that 
comes in for much higher TBA yields. 

Where’s the Leak?—But somewhere 
on the way from theory to practice 
these incentives lose their potency. Al- 
though dealers seem to accept them 
at face value, most of their TBA sales 
are made to customers who ask to buy. 

Oil marketers don’t know why. They 
accept it as one of the conditions they 
have to live with. They take it for 
granted that they must keep on put- 
ting out a flood of sales aids and ideas. 
They don’t look for more than a trickle 
to remain in the form of dealer action. 

So far they've been able to expand 
oil’s share of the TBA market in spite 
of the prevailing “soft sell” attitude of 
dealers. They’ve done it by other 
means, 
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For one thing, they’ve brought more 
dealers into the TBA fold. That alone 
helps TBA volume. It’s business that 
formerly went to other than service sta- 
tion channels. 

In addition, TBA departments have 
made great efforts to beat the non-oil 
competition for the dealer’s TBA busi- 
ness. Attractive prices, dating deals, 
seasonal package offers, all-around bet- 
ter availability of merchandise—all 
have done their part in building a con- 
stantly growing TBA volume for oil 
marketers. They’ve been cutting in on 
other suppliers. 

What About the Dealer? — That’s 
fine for the TBA department, but 
there’s still too much dealer turnover. 
A higher ratio of TBA sales at each in- 
dividual station could stop that. That 
higher ratio will come when oil mar- 
keters give dealers a better reason for 
more aggressive TBA solicitation— 
something they'll really believe and act 
on. 

(Continued on page 140) 
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Bennett 


ELECTRIC 
CONSUMER 
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* Horizontal register All of the convenience, accuracy and 


e Lighted dial face available ‘“ePendability of world famous Bennett 
a 2 a service station pumps are built into the 
* “Multi-level” tilted dial face new Fleet, Jr. to make every fueling job 
© 51” overall height faster and easier on farms, estates, or 

for small fleets and industries. 
“Multi-Level” Fueling Design, new extra height and 
“tilted” dial area assure easy readability regardless of 

vehicle size or elevation of vehicle fuel tank. 
Direct drive rotary pump and motor. Adjustable com- 
pression type intake coupling. Heavy gauge steel hous- 
ing over welded chassis. Easily accessible for 
inspection and service. 
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(Continued from page 139) 


What that is, nobody knows. At first 
it may seem strange that with so much 
first class talent working on the prob- 
lem, someone hasn’t hit on the magic 
key to the dealer’s mind. 

But selling is like that. It’s still an 
art in which those who practice it the 
most are never too sure about what 
works and what doesn’t. One big blind 
spot, not only in TBA selling but in 
all oil marketing, is the fact that the 
industry doesn’t know enough about 
either the dealer or the ultimate con- 
sumer. 

Let’s Find Out—Perhaps the indus- 
try knows so little about its customers 
because there’s a dearth of probing, 
scientific research. 

There’s no Jack of market surveys 
by outsiders. These have their use in 
showing the value car owners place 
on friendly dealer service, convenient 
station location, and other factors. 
They establish that credit card holders 
buy more, and have more brand loy- 
alty. 

They establish that people who get 
out of their cars buy more. And with- 
out exception all these surveys come 
up with the astounding fact that deal- 
ers seldom ask the customer to buy. 

That’s no news to TBA men. What 
they need to know is why doesn’t the 
dealer try to sell? and how would the 
car owner react if he did? 

Worth the Cost — It ought to be 
worth a lot to the industry to get those 
answers. It might take an expensive 
kind of market research to prove any- 
thing useful, and oil management 
seems to be allergic to anything but the 
most skimpy kind of marketing studies. 

Instead everybody loves product and 
process research. The laboratory doesn’t 
have to guarantee any particular kind 
of results. Management says, in effect, 
“Here are a few million dollars. Just 
go to work and find out all you can 
about gasoline and motor oil.” 

If along the way the laboratory ex- 
plores some blind alleys, or develops 
some products that don’t happen to be 
as good as the present line, manage- 
ment just pats them on the back and 
says keep trying, there’s bound to be 
something better. 

Generally the TBA _ department 
doesn’t seem to get that kind of re- 
ception. The response to their sugges- 


“tions is more likely to be that with our 


superior products you don’t need any 
study of the market. All you need is 
lots of “hard sell.” 

This is a strange inconsistency. The 
better fuels and lubes that come out of 
product research are offered to car 
owners as something that will make 


their cars run better. But who knows 
how many car owners are disappointed 
when they try out the new products, 
because dealers dislike to mention 
clogged filters and dirty plugs? 

And who knows just how much the 
dealer’s attitude is conditioned by oil 
company advertising? Does he lean on 
it too much? Does he expect you to 
bring in the customers for TBA, too? 

Or have you over-emphasized 
friendly service to the point where he 


What's New in 


thinks it should automatically bring 
him all the customer’s business? It’s 
even possible he believes that friendly 
service, on the one hand, and the kind 
of initiative it takes to sell TBA, on the 
other, are two forms of business tactics 
that just don’t mix. 

If the oil industry is really con- 
cerned about dealer stability it should 
be willing to invest in the kind of mar- 
ket study that will yield sound answers 
to these problems. @ 


TBA... 





Tire sales up 


.. . by 20% in the first two months of 
this year according to Rubber Manu- 
facturers Assn. United States Rubber 
Co. estimates that final figures for the 
first quarter will show an increase of 
7.6% in passenger tire replacements. 
For the full year, U. S. Rubber esti- 
mates a replacement total of 54-mil- 
lion, up 1.6% over the 53,172,000 
last year. 

Truck tire replacements were up 
5.3% in the first two months. U. S. 
Rubber estimates an increase of 7% 
for the first quarter, but a decline for 
the full year of .08% from 8,370,000 
to 8,300,000. 


Polish premium 


. Offered by Simoniz this year con- 
sists of a Bauer & Black “Curity” 
first aid kit, retail value $1.23. Kit 
is mailed free to every family return- 
ing the paper liner from the inside 
cap of a can of Bodysheen. Simoniz 
says preliminary experiments on the 
comparative appeal of a number of 
premiums showed the first aid kit is 
the most popular item. Offer will ex- 
pire Aug. 31, 1957. The Bodysheen 
premium will be promoted with con- 
sumer advertising in Life and Satur- 
day Evening Post, starting with the 
May 25 issue of the Post. 


Lightweight tubeless 


. . . truck tire by Dayton Rubber uses 
improved super-cordura rayon cord 
construction. Dayton claims this eight- 
ply, 12-ply rating tire is stronger than 
conventional 12-ply rated tires, and 
lighter than premium price nylon 
tubeless tires of the same size and 
rating. It is said to save 34 lb. on 
the 11-22.5 tubeless tire and demount- 
able rim assembly as a replacement 
for the customary 10.00 tube-type 
tire and rim assembly. Total saving 
on a 14-wheel tractor and tandem 
trailer is said to be 475 Ib. 


Air filter 


. » » Service center on wheels has been 
designed by Fram especially for blow- 
ing dirt from the new air filter cart- 
ridges. Rollers turn the cartridge as 
pressure from the air line blows filter 
dirt into a pocket beneath a trans- 
parent plastic shield. Completely vis- 
ible cleaning serves as a customer 
demonstration. Drawer and bin hold 
tools and replacement cartridges for 
both oil and air filters. Floor space 
of 22%” x 25” permits mounting on 
pump island. 


Tire service film 


. . « demonstrates and explains the 
major differences in mounting and 
demounting the new 14” and 15” 
tires now being supplied on 1957 cars. 
It’s a color and sound movie, running 
two minutes, designed for dealer 
training use. Full details and a book- 
let describing the film are available 
from American Grease Stick Co., 
Muskegon, Mich. 


Eveready Lantern #59 

. . « has been added to the Phillips 

Petroleum Co. TBA line this year. 

It’s a square-case design with an ob- 

long handle and switch mounted on 
(Continued on page 142) 
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FORGED BRASS 
SWING JOINTS 


grooved for 
VICTAULIC 
COUPLINGS 


1967 C.8.4. & S., inc, 


CLIFFORD B. HANNAY & SON, INC. 
WESTERLO, N.Y. 
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(Continued from page 141) 


one side. Features are a lightweight 
metal case; a 6-volt battery, and an 
unbreakable lens. Size is 5” x 644” x 
3”. The Phillips slogan for dealers is, 
“Put one in every glove compartment 
in 1957.” 


Seat belts 


. are being installed by the Sun 
Oil Co. on all company cars in the 
manufacturing division. In the pro- 





speed your 


liquid handling 


We. ib coca scisc eans 


MOTOFRPUMP 


Keep payloads moving tes ace 


duction division about 80% of the 
cars have seat belts, under a policy 
of giving drivers the option of having 
belts installed at company expense. 


Dow and Coca-Cola 


. are teaming up this spring on a 
banner and poster campaign to pro- 
mote cooling system care. A four- 
color banner, made available to ser- 
vice stations by Coca-Cola, carries 
the message: “While We Check Your 


SEER 


at less cost! 


Pumping costs go down—oil keeps on the move—payloads 
reach your customers with dependable regularity—when 
you put Ingersoll-Rand Motorpumps to work. 


They're rugged and extra powerful for their compact size 
and stay on the job far longer without maintenance atten- 
tion! Installation is easier because no special foundation 
or alignment is needed —they mount and operate in almost 
any position with equal efficiency. 


Sizes from % to 75 hp...5 to 2800 gpm capacities. 
Straight centrifugal motorpumps as well as self-priming 
types handle practically all oil moving needs, faster and 
more profitably. Get the latest Motorpump catalog 
describing the full line or see your nearest Ingersoll-Rand 
Pump engineer. 


Ingersoll-Rand 


11 Broadway, New York 4, N.Y. 


9-241 





Cooling System, You Cool Off With 
a Coke.” Illustrated on the banner are 
a bottle of “Coke” and a simplified 
drawing of an automobile cooling 
system. 


Yankee catalog 


. covers 353 individual safety ac- 
cessories for cars, trucks, buses, boats 
and tractors. There are eight sections: 
Passenger car mirrors; reflectors; clear- 
ance and marker lights; miscellaneous 
lighting equipment, (license lamps, 
back-up lights, spotlights, etc.); emer- 
gency equipment (extinguishers, flares, 
etc.); truck directional signals; truck 
mirrors, stop and tail lamps. Copies 
of catalog #5702 may be obtained 
from Yankee Metal Products Corp., 
Norwalk, Conn. 


New Globe-Union plant 


. . . has been opened in Louisville, 
Ky., with 90,000 sq. ft. of new produc- 
tion space. The new plant replaces out- 
grown facilities at Cincinnati, and has 
newly designed automatic equipment 
for processing and assembling, includ- 
ing the packaging of electrolyte for 
dry-charged batteries in the exact 
amount needed for each battery. 


Ford campaign 


. . « to sell “Genuine Ford Parts”, in- 
cluding some accessories that fall in 
the TBA category, will have a lot of 
steam behind it this year. Ford an- 
nounces an advertising budget for 
this purpose twice that of last year 
and sales promotion and training ac- 
tivities will be greatly expanded. New 
display packaging will appear, and 
service stations will be offered a new 
red-and-white sign bearing the 
“FoMoCo” trade name above the in- 
scription, “Genuine Ford Parts.” 


Canadian TBA 

. may enjoy a bigger percentage 
volume increase than the U. S. market 
this year. According to one Canadian 
oil company, tire sales will be up by 
about 8%, while battery sales are 
expected to run 12% to 14% better 
than last year. The tire prediction is 
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somewhat more optimistic than the 
opinion expressed by the Rubber Assn. 
of Canada. That group believes that 
replacement tire volume will run about 
on a level with last year. 


Lamp sales flow 


. analysis based on sales for 1956 
has been prepared by Tung-Sol Elec- 
tric, Inc. It covers all sizes of auto- 
motive and flashlight lamps. With the 
analysis are tables showing recom- 
mended stocks for service stations and 
for small and large TBA warehouses. 


Luggage carrier 


. that mounts on the rear deck lid 
does not interfere with raising the lid. 
It may be attached to the lid itself 
either permanently or by means of 
suction cups and straps. Made with 
natural oak slats and aluminum tubing, 
by A. J. Industries Corp., 540 S. 
Second St., Delavan, Wis. 


Lamp and flasher guide 


. tells dealers what lamps and 
flashers are to be used on specific cars 
and also explains how to service and 
install them. Also included is complete 
product information and instructions 
on headlight-aiming. A new feature 
this year is a section on Tung-Sol’s 
“Three-Step Lighting Service Pro- 
gram” containing hints to dealers on 
how to make more money on lamp 
replacements by watching for faulty 
lights. 


Spring battery stocks 

. Shouldn’t be allowed to run too 
low, warns Willard Storage Battery 
Co. Cold winter mornings and hard- 
starting engines take a lot of life out 
of batteries although the effects don’t 
always show up until after cold 
weather has gone. To encourage deal- 
ers to replace stocks now and avoid 
lost sales, Willard is offering special 


low prices on the entire 6-volt Willard 
Autex line, and the heavy deluxe 50- 
ampere 12-volt size. Special point-of- 
sale promotion material for dealers 
offering a free battery test is part of 
the campaign. 


Need for tubes 


. . . in some tubeless tires is seen by 
Billups Petroleum Co., so the com- 
pany is adding a limited supply of 
14” tubes to its TBA line. Billups 
says that tubeless tires sometimes de- 


velop chronic leaks, or become dis- 
torted at the bead seal or valve area 
(“most often from faulty tire installa- 
tion”) and require a tube to end the 
trouble. 


Replacement tire sales 


for 1956 in the U. S. wound up 
at a hefty total of 53,251,512, an in- 
crease of 6.1% over the previous year. 
A year-end rise sent the final total 
1.25-million higher than expected and 
raises a question about forecasts for 








COATS... 


FASTER, 


SAFER, EASIER! 


Now, America’s leading tire-changer becomes 
the perfect tool for handling al/ the new 
wheels as well as the old, regardless of 

size or type. 


ONLY “749°° 


Yes, new bead loosener shoes, plus 


Coats’ famous roller-action take- 
off and put-on tools, make the 
Tireman the tire-changer that’s 


most in demand from Coast to Coast. 


IT’S YOUR BEST BUY FOR ‘57! 
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FORT ONEE 
TUBELESS TIRE SERVICE “EQUIPMENT 


GENERAL OFFICES: 





JACK P. HENNESSY COMPANY, INC. 


Meantastased by COATS ~tupanamal 


12 DEPOT SQUARE, ENGLEWOOD, N. J. 


WESTERN DIVISION OFFICES 
3453 Cahuenga Boulevard 
Los Angeles 28, California 
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KEEP UP TO DATE— USE MODERN COATS EQUIPMENT. 
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When you 

install Viking 

All-Weather, positive 

displacement pumps, 

you have FAST self- 

priming and smooth 

delivery without sudden jar 

on valves and fittings. 

You also have a choice of single or 
twin units for pumping one or more 
liquids with a single power unit. 
You can cut costs by installing these 
All-Weather units out-doors without 
protection of any kind. No pump 
house is needed. 

You can have a choice of pumps with 
mechanical seals or conventional 
packing in long stuffing boxes. 
Integral relief valves on pump heads 
enable you to close discharge line 
without concern for pump or motor. 
Twin units are also equipped with 
individual clutches. 


For complete information, 
send today for catalogs Br and Gr 


f 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, 
See our catalog in § 


w, 
Py 
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this year. Most of the forecasts were 
made before December totals from 
the Rubber Manufacturers Assn. were 
available. Predictions made then, of 
a rise of 1% or 1.5%, for example, 
might mean a lower volume this year 
than last. 


Vehicle safety-checks 


. . Will be carried out again this May 
in many communities. Last May 800 
cities and 95 counties took part in 
the program. A by-product of this 
annual drive to inspect unsafe cars 
is to make owners conscious of faulty 
lights, tires, brakes and steering. Oil 
marketers can get information about 
a variety of promotional material 
available from Inter-Industry Highway 
Safety Committee, 1200 Eighteenth 
St., N. W., Washington 6, D. C. 





Robert A. Hildebrandt has been 
named merchandise manager for tires 
and tubes in Standard of Indiana’s 
TBA department. He was formerly re- 
seller sales manager at the Milwaukee 
division office. 

Kenneth E. Curtis, former consu- 
mer sales manager at South Bend, Ind., 
has been made merchandise manager 
for accessories. Ardon B. Iverson, pre- 
viously assistant fuel oil merchandise 
manager at the general office, has been 
named sales manager for budget sales. 

* 


Smith 


D. S. Shipley, former trade sales 
manager at Price Battery Corp., Ham- 
burg, Pa., has been promoted to as- 
sistant general sales manager. He will 
continue to supervise Thor, Lyons, and 
Witherbee house brand sales, and assist 
in private brand sales development, in- 
cluding chain store and TBA market- 
ers. Prior to joining the Price sales 
staff in 1951, Shipley was a TBA man 
with Sun Oil Co., and on the sales 
staff of Prest-O-Lite and other battery 
manufacturers, 

Sterling Smith is now sales engineer 
for Price Battery. He was formerly a 
regional sales representative in four 
eastern states. He will be available for 
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customer consultation on technical 
sales problems and will be responsible 
for all phases of technical education re- 
lated to sales. 


Albert A. 

Garthwaite, Jr., is 

the new president 

of Lee Rubber & 

Tire Corp., Con- 

shohocken, Pa. 

He succeeds his 

father, A. A, 

Garthwaite, who 

has been elected 

chairman of the 

board, a post that 

Garthwaite has not been filled 

in recent years. The new president, 

age 40, is a graduate of Yale with 

a degree in mechanical engineering. 

His first job with the company 

was in the engineering department 

of the Republic industrial products 

plant at Youngstown, Ohio. After 

three years in the Navy, he returned 

to Lee as assistant to the vice president 

in charge of plants. In 1954, he be- 

came a vice president and last year was 

named general manager of tire plant 
facilities at Conshohocken. 


Walter D. Bald- 
win has been 
made assistant 
general manager 
of the tire divi- 
sion, U. S. Rub- 
ber Co., succeed- 
ing John M. Mil- 
ler, who has re- 
tired. He started 
with U.S. in 1935 
as a tire salesman 

—_— in Spokane, 
Wash. After a series of jobs in the sales 
department he was placed in charge of 
sales for the Gillette tire division in 
1944, and director of manufacturers 
sales in 1947. 


Gordon O. Ohnstad has been made 
district sales manager at Seattle for 
Firestone. He succeeds Richard H. 
Rechif, transferred to Houston, Tex., 
as assistant district manager at Spo- 
kane, Wash. 


Eugene B. Delaney becomes Purola- 
tor’s branch manager, following mer- 
ger of the Detroit sales office with the 
recently acquired subsidiary, Industrial 
Wire Cloth Products Corp., Wayne, 
Mich. A former Ford Motor Co. engi- 
neer, Delaney has been with Purolator 
since 1947. As a result of the merger 
he will now have charge of sales to 


car manufacturers of both oil filters 
and the new dry-type air filters made in 
the Wayne plant. Detroit headquarters 
will now be at 3927 Fourth St., 
Wayne, Mich. 


Paul Merchant 
is the new TBA 
sales representa- 
tive for the An- 
derson-P richard 
Oil Corp., Okla- 
homa City. Pre- 
vious to his em- 
ployment with 
Apco, Merchant 
was with Good- 

year Tire & Rub- 
Merchant ber Co. Before 
taking on his new job, he was city 
salesman for Apco in Oklahoma City. 


Edgar S. Main, and John C. Dods, 
Jr., have been named assistant sales 
managers of Purolator’s National Ac- 
counts division. Main will cover the 
eastern half of the country, with head- 
quarters at 2050 North Fairhaven 
Blvd., Elm Grove, Wis. Dods will 
cover the western half, from 5729 
Highland Court, North, Kansas City, 
Mo. 

Both Dods and Main were oil men 
before joining Purolator in 1948. Main 
was a specialty salesman with Socony 
Mobil Oil Co. for eight years, while 
Dods was an assistant division TBA 
manager of Socony. 


Correction: 

The news about 

the retirement of 

Robert L. Som- 

merville former 

general sales man- 

ager of Electric 

Storage Battery 

Co., appeared 

here last month 

with a picture of 

’ H. G. Meador, 
Sommerville also retiring as 
marketing vice president of Gulf Oil 
Corp. NPN regrets the error. & 


Charles H. Brook, 74, former comp- 
troller of Goodyear Tire & Rubber Co., 
died of a heart attack near Savannah, 
Ga., April 11. 

Brook was born in London, Eng- 
land. He came to this country in 1912, 
and became associated with Price 
Waterhouse & Co. as a chartered ac- 
countant. After working with several 
Upper Midwest industrial firms, he 
joined Goodyear in 1921. He retired in 
1952 because of ill health. 
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on added sales 





when you specify 


ASCOT 


INSTANTANEOUS 
Gas Water Heater 


in 
every 
station 
you 
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CAR WASHING: Adjustable to 
right temperature to protect finish, 
yet speed operation, reduce deter- 
gent cost. Greater customer, em- 
ployee satisfaction. 


ENGINE SCALDING: Big profits 
in this easily accomplished new 
source of station revenue. Scalding 
hot water immediately when 
wanted. 


SNOW & ICE MEETING: Bring 
correct temperature water out to 
pump islands for quick car clean 
up. Tremendous customer satis- 
faction. 


LAVATORIES: Nothing washes 
hands like good hot water .. . noth- 
ing feels so good and clean. Please 
customers, employees all year 
*round. 


ECONOMICAL OPERATION: 
Ascot is a miser with gas . . . you 
pay to heat water only when you 
use it—no tanks to keep hot. 


The Ascot Instantaneous Gas Water 
Heater is economical to buy, econom- 
ical to operate. Tested and approved 
by major oil companies in many areas. 
Mounts on wall out of way. All the 
hot water you want when you want it! 


SOUTHERN // 


844 BARONNE ST. @ NEW ORLEANS 13, LA. 
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“GET A LOAD OF THIS!” 


“WE’RE SURE SOLD ON STANDARD’S 


NEW CONICALS,”’.... says AL NIGH, 
KAW TRANSPORT CO. INC., Kansas City, Mo. 


@ FAST CLEAN DRAINAGE @ BETTER BALANCE 


Full bottom slope to rear provides fast and Conical shape and tighter shell radius provides 
complete drainage. When the tank is empty better load balance and smoother riding. Re- 
it’s dry. duces normal wear and tear. 


@ REAR VISIBILITY @ EASY PULLING 


Full “‘eye-sweep” visibility to the rear assures Less wind resistance due to conical shape. 
greater highway safety. Conical design per- Drag on the power unit is reduced and stability 
mits driver to see full length to rear from on curves is greatly increased. 

driver’s seat. 


AVAILABLE IN HIGH TENSILE ... STAINLESS ... ALUMINUM 


Write for Complete Details 





OTHER 
Ee ted 


of 
. BURNERS . a 
TRACTION DRIVEN CONSTRUCTION Le a 
MAINTENANCE, DISTRIBUTORS TAR KETTLES : 
AGGREGATE SPREADERS . . STREET FLUSHERS « Ti ¢ 
Sire, LINE EQUIPMENT . 


Standard Steel Works, Ine. ic rrreiniee sco 


NATIONAL PETROLEUM NEWS * May, 1957 








Transportation 


Shell's Pipe Line Control Goes West 


ip om. co, has opened a new 
headquarters in Indianapolis for 
all its products pipe line operations 
east of the Rocky Mountains. 

Shell says control of products lines 
was moved to Indianapolis from New 
York because Indianapolis is at the 
approximate center of products opera- 
tions for Shell east of the Rockies. 

Automatic electronic control systems 
in the new building permit operators 
to start and stop pumps in pipe line 
stations 200 miles away, says Vern K. 
Leonard, general superintendent at 
Indianapolis. Operators can also dial 
coded “questions” about operating con- 
ditions in pump stations and get im- 
mediate coded “answers” over a tele- 
type circuit. Leonard says this permits 
easy adjustments and maximum effi- 
ciency. 

Dispatchers keep track of products 
movements on a special board de- 
veloped by Shell engineers. Lights on a 


map indicate which pump Stations or 
terminals are in operation; different 
colored liquids for different products 
pass through miniature glass pipe lines 
to indicate where a certain product 
is at a given time. 

Detailed checks on products move- 
ment are made by following paper 
tapes colored to represent certain pro- 
ducts and scaled so that an inch equals 
a given number of barrels. The tapes 
are moved forward as hourly teletype 
reports give the forward progress of 
product through the lines. 

Six eastern products lines are con- 
trolled from the building, serving cities 
in 13 states. The new headquarters 
consolidates the work formerly done in 
four separate offices. In addition to 
dispatching products, that work in- 
cludes administrative and treasury su- 
pervision of the lines; handling of 
personnel and engineering details, in- 
cluding research and development; 


First TEL Tanker Plows the Sea 


ETHYLENE 
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This di shows the arrangement of storage tanks aboard 


DuPont's 
lead in 


.V. Petrochem, the first ship able to transport tetraethy| 
bulk. It carries enough motor mix (DuPont's name for its 


anti-knock compound) for 629-million gal. of gasoline in six special 
steel tanks welded to the ships ribs. That's 7.S-million Ibs. of 


motor mix. 
The Petrochem began plying last month between DuPont's TEL 
manufacturing plant in Deepwater, N. J., and a new TEL supply 


at Beaumont, Tex. 


ethylene di 


return trip, it will carry raw 
de, for the TEL 
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purchasing supplies, and acquiring 
pipe line rights of way. 

Shell says engineering advances in 
the new building include an intercom 
system for individual or conference 
discussions, modern tabulating and 
electronic computing equipment, and 
a shadowless lighting system created 
by solex glass picture windows. = 


Transport School 
‘Awakens’ Oil Men 


THE GENERAL COURSE of the 
Transportation Cenier at Northwestern 
University completed its first session 
a few weeks ago. The five oil men 
who attended the ten-week course 
came away with the feeling that it 
had really helped them “wake up and 
see beyond the horizon of the daily 
job,” as one puts it. 

“The course is not a management 
course,” says the center’s catalog, “nor 
is it a description of the present state 
of transportation knowledge. Rather, 
it is designed to present the analytical 
tools and techniques which are essen- 
tial to the higher levels of executive 
responsibility in the transportation 
field.” The 15 students at the first 
session were from middle management 
in the oil and railroad industries. 

“We were guinea pigs in a sense,” 
says a pipe line man. “The companies 
didn’t know for sure what the course 
would teach.” But he feels it came 
very close to meeting the catalog’s 
description. 

Chief complaint among the oil stu- 
dents was the lack of representation 
from the airlines and motor transpor- 
tation companies. This is expected to 
change at future sessions. 

“We were taught to be curious about 
why things are done as they are,” 
an oil company traffic manager re- 
ports. “It’s part of turning technicians 
into administrators.” He thinks the 
course will help “uplift the whole place 
of the traffic manager in industry and 
put the transportation segment on an 
equal basis with the other segments.” 

The course covered subjects from 
“Understanding the importance of 
transportation and its place in pro- 
ducing a higher level of living” through 
“Understanding the society in which 
transportation operates” to “Under- 
standing your competition.” s 
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» _° Wheaton 
T-1700 
Gauge 
Hatch 


With Wheaton Gauge Hatches you get vapor- 
tight seating——a dependable way to reduce 
evaporation losses in cone roof, and low-pres- 
surized storage tanks. 


Positive tightness is assured by a resilient seal 
in a cast iron cover, and a non-corrosive bronze 
seat in the steel base. The cover closes auto- 
matically, and the impact of sudden closing is 
cushioned by the resilient cover seal. Units are 


available in T-1705 lock-down and T-1710 hand 
operated types, as well as T-17208S all-aluminum 
construction. 


Get Wheaton precision in gauge hatches and 
other tank fittings — backed by 65 years of ex- 
perience in the development of petroleum and 
chemical equipment. Send for Catalog No. 66, 
which illustrates and describes the complete line 
of Wheaton Tank Fittings. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Quick Couplings and Truck Tank Equipment 


EMCO LIMITED, LONDON, CANADA 
EMCO BRASS MFG. CO., LIMITED, WESTWOOD, MARGATE, KENT, ENGLAND 


Manufacturing licensees in Germany, Sweden, France, Brazil, Australia 


.» Wheaton 


the best by every standard 
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The Midwest 





Two Sides to Soil Bank's Farm Coin 


THINGS SEEM to be looking up for 
the farmer, but that doesn’t mean 
they’re looking up for the farm oil 
trade, say some Midwest marketers. 
A little detective work tells them that 
the villain in the woodpile is the 
farmer’s new-found friend, the soil 
bank. 

Many oil men thought the soil bank 
could only help them because it as- 
sures the farmer of income. He can 
then pay his bills, easing the credit 
burden. 

But the soil bank means land taken 
out of harvest, and that in turn means 
less use of the gasoline-powered tools 
employed in harvesting. A Chicago 
economist estimates that land put in 
the acreage reserve of the soil bank 
will need only one-third as much 
power as would be used if it were 
planted for the usual harvest. 

He expects 23-million to 25-million 
acres to be put into the acreage re- 
serve this year (based on maximum 
authorized federal expenditures for 
the program). So far as power con- 
sumption is concerned, he says, this 
would be equivalent to eliminating 16- 
million acres of harvested crops. 

The soil bank also has a conserva- 
tion reserve program, which runs on a 
longer-term basis. While acreage re- 
serve is intended to cut down sur- 
pluses of farm products, the conserva- 
tion reserve is designed to take mar- 
ginal land permanently out of produc- 
tion. Conservation reserve requires a 
cover crop. It therefore means a smal- 
ler power reduction at first than does 
acreage reserve. 

The economist still thinks it will 
mean a power reduction equivalent to 
2.5-million acres of harvested crop- 
land. That makes the total reduction 
equal to 18-million to 20-million acres, 
or 5% to 6% of harvested cropland. 

Unhappy Figures—One Midwest 
major thinks this could mean 4.6% 
less gasoline consumption than full 
farm production would require. That 
could drag the Midwest far below the 
anticipated national increase of 4%- 
5%. 

In some states, the situation looks 
even worse. Estimates could be made 
earlier for Kansas than for some 
other states because Kansas grows so 
much winter wheat. Only 39% of the 
ten-year average winter wheat crop 
was planted at the end of last year, 
according to the form credit ad- 
ministration; a Midwest marketer ex- 


pects Kansas farm consumption of 
gasoline to decline 14% this year from 
1956. 

Last year was nothing to brag 
about, either, Midwesterners say. Of 
12 Midwestern states, only Indiana 
and Illinois were above the 4.4% na- 
tional average increase for the first 
11 months of 1956 over the same 
period in 1955. Nebraska and South 
Dakota actually showed a decline in 
gasoline consumption. The remain- 
ing eight states had increases well be- 
low the national average, ranging 
from North Dakota’s puny 0.3% rise 
to Minnesota’s 4% increase. 

Hopeful Glimmer—Marketers seek- 
ing consolation on farm trade can 
look at three factors. One is that the 
effect of the soil bank on the oil mar- 
ket is hardly being felt east of the 
Mississippi, according to Chicago ob- 
servers. 

The second is that farmers rushed 
to put land in the acreage reserve be- 
cause they had been hard hit by the 
drought, especially in western Kansas 
and Nebraska. As the drought passes, 
farmers are expected to reduce their 
acreage in the soil bank and thus re- 
vive farm gasoline demand. 

As a matter of fact, the rain and 
snow that swept through the great 
plains in March caused some industry 
observers to predict an early upturn 
in gasoline sales. One calls a 5% to 
6% increase “possible this year,” at 
least in Kansas, the Dakotas, Missouri 
and Iowa. Another marketer thinks 
the increase might reach 10%. 

The third factor to relieve farm 
market pessimism is the undoubted 
fact that the soil bank puts the farmer 
in a better position to pay his bills. 
Midwest marketers say material bene- 
fits from collections have already be- 
gun to be noticeable. 


Growing Without Hard Sell 


The group insurance program that 
Indiana Standard set up for its inde- 
pendent jobbers and dealers last year 
is steadily growing. Without any hard- 
sell promotion, some 50 new partici- 
pants are enrolling each month. 

About 4,400 dealers and employes, 
plus their dependents, are now cov- 
ered. They pay their own way and 
deal directly with the Metropolitan 
Life Insurance Co., which set up an 
office in Chicago just to handle these 
policies. This relieves Standard of the 
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administrative burden. 

Some dealers’ and jobbers’ associa- 
tions in the area already had similar 
programs. Standard’s is offered at 
prices competitive with Blue Cross 
group plans; it gives comparable med- 
ical benefits, with life insurance cov- 
erage in addition. 

W. O. Hunter of Standard’s sales 
promotion department says, “There 
have been no complaints and many 
compliments” for this service pro- 
gram, which he feels gives a boost to 
company-jobber-dealer relations. 


Sohio’s Shield Works 


Standard Oil Co. (Ohio) recently 
paid the first reward under its “Sohio 
Shield Plan” (NPN—March, p151). 
Two hundred and fifty dollars went to 
three men who had trapped the per- 
petrators of a $35 service station 
burglary. 

Sohio started the plan to discourage 
station hold-ups. The first winners 
were detectives W. R. Thompson and 
Joe Wood and deputy William New- 
shaw of the Montgomery County 
sheriff's office. They developed the 
evidence that led to the arrest and 
conviction of two juvenile delinquents. 
The boys committed the burglary in 
a Sohio station in Dayton on New 
Year’s Eve. Es] 


Canada 
Fina’'s Big Deal 


CANADIAN PETROFINA is missing 
no tricks in its determination to move 
ahead in the Canadian market (see 
NPN—Nov. ’56, p112). Now it has 
sold 277 service stations and six bulk 
plants to Webb & Knapp (Canada), 
Ltd., in a sale and leaseback deal. 

The properties, in Ontario, Quebec, 
and the maritime provinces, were 
leased back for “a long term of 
years.” This is the equivalent of a 
third-party building arrangement and 
frees Fina capital for further market- 
ing or other development. 

Webb & Knapp (Canada) is a sub- 
sidiary of William Zeckendorf’s fabu- 
lous American real estate develop- 
ment company. Zeckendorf says the 
Canadian company is studying sever- 
al other proposals of the same type. 


More Regions on page 150 
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Anti-Stamp Feeling Grows 


THE DEEP SOUTH is showing more 
and more concern over trading stamps, 
with the petroleum industry trying to 
: lead the way to 
the eventual dis- 
continuance of 
the premiums. 
Most recent ac- 
tivity in this direc- 
tion was the vol- 
untary withdrawal 
of the stamps as a 
come-on by more 
than 40 service 
stations in the 
By Charles T. Dixon Charleston, S. C., 

a trading area 
where the stamps had gained wide- 
spread acceptance. 

Fred J. Attaway, Charleston branch 
manager for Sinclair, speaks up 
heartily in favor of discontinuance. 
He is past president of the Charleston 
Chamber of Commerce and is known 
for keeping his finger on the business 
pulse of the Carolina low country. 

Attaway says, “These stamps have 
never done, over the long haul for 
the dealer, what they claimed they 
would. I’m glad to see them on the 
way out. I’m sure our dealers will 
profit.” 

D. Worth Joyner of Rocky Mount, 
N. C., president of the North Caro- 
lina Oil Jobbers Assn., feels the stamps 
are only used “because a station sees 
the competition doing it.” 

Joyner, a Shell distributor, terms the 
stamps “vicious things” and adds, “I 
hope they do away with all of them.” 
He points out that he used them for 
a while in his fuel oil sales, but that 
there were no complaints when this 
practice was dropped. 

In upstate South Carolina, W. G. 
Willard, Jr., Willard Oil Co. (Amoco) 
and president of the South Carolina 
Oil Jobbers Assn. is equally strong in 
his condemnation of the stamps. 

He points out that the strong oppo- 
sition of the dealers’ association in his 
home community, Spartanburg, had 
prevented trading stamps from getting 
a stronghold in that area. 

“The stamps attracted business for 
the first few dealers who used them,” 
Willard says, “but none of the better 
dealers are using them now.” He adds 
that he has turned down three differ- 
ent offers. 

The South Carolina Senate, how- 
ever, has killed a bill outlawing the 
use of trading stamps in the state. The 
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bill was recommitted to the state’s 
judiciary committee. Chances that the 
measure would come out of the com- 
mittee again for another vote this ses- 
sion are regarded as remote. 

In Georgia, Alabama and Ten- 
nessee the story is much the same. 
“Good products and good service are 
what make a successful dealer opera- 
tion,” most Southern marketers feel, 
adding, “We don’t need stamps.” 


Florida Booms Along 


Gains in gasoline sales in Florida 
have probably made a national record 
in the past six years. Gallonage for 
1956 was 76% higher than 1950; the 
1956 figures are 11.28% higher than 
those for 1955, which were in turn 
11.59% higher than 1954. This is 
more than twice the national average 
increase. 


The Rockies 





Whether Florida can continue to 
gain so rapidly is a moot question 
among gasoline sellers. But the biggest 
tourist rush in history came along in 
February, boosting sales after a Janu- 
ary that major companies in the area 
call “a bit disappointing.” The opti- 
mists may be justified. 


Another for Coastal 


Coastal Terminals, Inc. of Charles- 
ton, S. C., is building a 160,000-bbl. 
avgas terminal for the U. S. Army 
Air Forces at Doraville, Ga. The 
terminal should soon be completed. 

This is Coastal’s first venture on the 
Plantation Pipe Line. It plans to 
build terminals on the line soon at 
Belton, S. C. and Salisbury, N. C. The 
company now has two terminals in 
Charleston and one in Wilmington, 
N. C. 

Coastal does no marketing, but 
leases and operates storage facilities 
for the armed forces and oil market- 
ers like Republic Oil Refining and 
Crown Central. = 


Farmers Hit a Tax Jackpot 


A BILL providing for a 70% re- 
fund of taxes on farm gasoline has 
been signed into law in Wyoming. 
_ Gasoline pur- 
chased in bulk 
lots of 50 gal. or 
more, and intend- 
ed for off-high- 
way use, can be 
claimed in gallon- 
age not exceeding 
the amount re- 
ported on the 
federal refund ap- 
plication. 

The Wyoming 
Farm Bureau, 
which sponsored the bill, estimates 
the refund will total about $420,000 
to $450,000 a year. The state highway 
department, on the other hand, figures 
the refund will cost it about $1.25- 
million in lost revenue. 


The state senate defeated a proposed 
amendment requiring that all money 
for the refunds come from the high- 
way department’s farm-to-market road 
fund. 


By Frank Pitman 
Rockies Editor 


‘Mystery Drivers’ Pay Off 


Phillips Petroleum Co.’s “Mystery 
Motorists” contest, a competition for 


dealers, has brought cash and publicity 
to nine winners in the Rockies during 
the first three weeks. 

Winning dealers and employes in the 
Denver division each received $150 
from Phillips for their service to the 
unidentified mystery motorist. 

The mystery men—non-company 
people chosen at random by Phillips 
district officials—drive into a station to 
test the service. The dealer who com- 
pletes the six-point service program 
receives the award. 

“The whole tone of driveway service 
in our division has improved 100% 
since the promotion started,” says 
John McKelvey, Denver division ad- 
vertising and sales promotion manager. 

McKelvey says one of the major 
benefits is the local publicity received 
at the time the dealer or his employe 
wins the $150 jackpot. He reports 
newspapers at Pueblo, Colo., “gave 
us a quarter of the front page with a 
long story and pictures when one of 
the service station operators there won 
his $150.” 

The winning operators also say 
many former customers and new ones 
drop around after reading about the 
dealer’s winning. “It’s a conversation 
topic and stimulates interest in the win- 

(Continued on page 152) 
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a 4 compartments. Custom built 
PreGress truck tank for fuel oil deliveries. Mounted on 


1957 International COE tilt cab 192. 


9 killed craftsmen working from customer specifications fabricate 
Progress truck tanks to stand the test of time, service and depend- 
ability. Custom built Progress truck tanks provide the customer with 
a perfect unit that meets his every demand for economical opera- 
tion. Be modern for years to come and specify Progress, the one 


custom built truck tank with customized advanced design. 


MANUFACTURING COMPANY, INC. 
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ner’s station,” McKelvey says. 

The promotion is part of Phillips’ 
company-wide $166,000 jackpot for 
dealers. 


Mom Likes It 


Frontier Refining Co. is pushing a 
new rest room program. “Family Ap- 
proved Rest Rooms”, the slogan for 
the advertising, will be featured on 100 
billboards in Frontier’s area. A 15- 
point code of cleanliness must be main- 
tained by stations. 

Frontier’s decision to step up the 
rest room program was based partly on 
the Chicago Tribune’s survey of motor- 
ists in which 20% list cleanliness as the 
main reason for stopping at certain 
stations (NPN—March, p108). 

Bill Seuren, sales vice president, says 
that stations meeting the standards will 
be checked once a month to assure 


The East 


continued maintenance of the program. 
Special signs, awarded to qualifying 
stations, will be withdrawn from any 
station permitting its standards to 
lapse. 


Building From Top Down 


More than 2,000 sq. ft. of floor 
space is being added to Frontier Re- 
fining Co.’s Denver headquarters 
building, completed just two years ago. 

The original construction was de- 
signed specifically to allow for this ad- 
ditional expansion. The building was 
initially erected on “stilts” with all the 
finished offices at the second floor level. 
The current expansion consists of fin- 
ishing the first floor. 

When completed, the ground level 
will provide accommodations for con- 
trolled station, tax, sales statistics, and 
mail processing departments. 


New Direction for DE in NY 


EMPIRE STATE Petroleum Assn. is 
working to get more young people in- 
terested in oil careers. Directors of the 
jobbers’ group 
have voted to sup- 
port and sponsor 
Petroleum Educa- 
tion Foundation 
work in upstate 
areas. 

Up to now, Pe- 
troleum Educa- 
tion Foundation 
—a non-profit in- 
- tra-industry group 
Cornelius Brodersen chartered by the 

East Coast Editor state board of re- 
gents—has been working closely with 
‘New York City educators. 

A two-year course in petroleum dis- 
tribution has been set up at New York 
City Community College and courses 
in service station management, lubri- 
cation and oil-heat equipment have 
been added at vocational high schools 
and adult education centers. And the 
new William Grady Vocational High 
School in Brooklyn will devote 30% 
of its courses to the oil industry. 

Now, with ESPA’s help, the founda- 
tion will work with local school of- 
ficials in such cities as Buffalo, Roches- 
ter, Utica and Syracuse to put similar 
courses in their vocational schools and 
in state-supported junior colleges. 


Rules for Fair Trade 
Ground rules for fair trading gaso- 
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line in New Jersey have been set up by 
a New Jersey State Supreme Court 
judge. 

The court held that (1) gasoline is 
covered by fair trade laws under a 
1938 amendment; (2) a proprietor’s 
constitutional rights are not violated by 
fair trade because he can always go 
into another business; (3) non-signers 
of fair trade agreements must con- 
form as long as one dealer signs; (4) a 
supplier can continue to sell gasoline 
wholesale to commercial accounts if 
they are not potential service station 
customers, and (5) a supplier can’t 
fair trade his product if he operates 
stations in competition with his dealers. 

These findings were made when the 
court granted Sun Oil Co. a permanent 
injunction against one of its non-fair- 
trading dealers. 

Sun admitted it operated about 
15-20 stations last August when it got 
a temporary injunction against the 
dealer. If that was the case, the court 
said, no temporary injunction should 
have been issued. But by the time Sun 
asked for a permanent order, it had 
turned these stations back to dealers. 


Strike Goes Wide of Home 


New York City’s tug strike, now his- 
tory, disrupted supply as far away as 
200 miles. Oil jobbers on Nantucket, 
an island 30 miles off Massachusetts, 
had just as tough a time getting oil for 
their accounts as did their bigger 
brothers near the city. 


Normally the island’s two jobbers, 
Island Service Co. (Socony) and 
Sherbourne Oil Co. (Texaco) barge 
product from Boston or Providence, 
with tugs supplied by a New York 
operator, But the tug strike changed 
that picture. 

With supplies of kerosine and No. 2 
oil running low, their make-shift oper- 
ation included over-the-road haulage 
from either Boston or Providence to 
Hyannis; driving the 5,600-gal. trans- 
ports to the deck of a small freighter; 
then the over-the-water trip to the is- 
land, where the transports were un- 
loaded and driven to the jobbers’ bulk 
plants. 

“We did that about seven or eight 
times during the strike,” says J. Stack- 
pole of Island Service, “and I guess 
we brought in 40,000 gal that way. We 
could only bring in two transports at 
one time on the freighter.” 

Island Service and Sherbourne were 
cooking up something big when the 
strike ended. They were going to bring 
over eight transports at one time on a 
ferry boat, diverting the ferry from its 
regular Woods Hole-Vineyard run for 
the mission. Steamers that go to Nan- 
tucket from the mainland were too 
small for the task. 


Hard-Hitting Campaign 


Better Home Heat Council in Hart- 
ford, Conn., believes in striking while 
the iron’s hot. When morning papers 
reported a gas burner blast wrecked a 
new home, the oil-heat promoters 
acted fast and had a brand-new ad 
campaign going full steam by 5 o’clock 
the same afternoon. 

In that time, the ad agency had been 
called to find out how oil heat could 
take best advantage of the situation, 
directors of the council held a special 
meeting, the ad agency came up with 
ideas, directors raised a $3,000 budget 
at lunch, the ad agency had its funds 
by 1 o’clock, ads for the next day’s 
morning papers were placed by 2 
o’clock and radio stations had their 
copy by 5 p. m. 

Copy was silent on the gas blast. The 
only message the oil-heat group wanted 
to get across was: “Wise home buyers 
insist on oil heat for safety and econ- 
omy.” 

For its $3,000, the council used four 
newspapers a day for one week, special 
real-estate sections in two papers for 
a month, 9 announcements daily for 
10 days over one radio station, 77 
plugs in the same period on another 
station and 17 spot announcements for 
two weekends on a third station. & 

(More Regions on page 155) 
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DRY / TYPE 
POLYMITE 
AIR FILTER 


It’s here!...another profit-winning WIX development for 
YOU! the perfected WIX Dry Type AIR FILTER for all 
1957 cars so equipped. Scientifically engineered to meet or 
exceed engine manufacturers’ specifications for dry type air 
filtration...99+% efficient! Positive sealing against by-pass 
of dust-laden air. Yes, even with its high air flow rate, the 
WIX Cartridge catches more dirt and dust and holds its 
efficiency longer...every inch a WIX Engineered Filtration 
Product. Get the facts and prices on this great, new, profit- 
producing WIX Air Filter from your WIX Jobber today. 
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ENGINEERED 
AIR FILTRATION 


NOW! the great, new filtering me- 
dia — POLYMITE! Scientifically de- 
signed after months of painstaking 
research to deliver the ultimate in 
air filtration. Provides maximum 
air flow rate, while removing even 
microscopic size dust and grit par- 
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for added strength and to extend 
its long service life. Protected by a 
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Independents Try a Common PR Effort 


CALIFORNIAINDEPENDENT 
marketers are experimenting with joint 
institutional advertising. They organ- 
ized the California Independent Oil 
Institute “to educate the consumer to 
the value of doing business with inde- 
pendents,” and the institute has just 
completed a thirteen-week newspaper 
ad campaign. 

The ads, running every Friday in ten 
California papers, emphasized three 
things: 

e Gasoline is cheaper at independ- 
ent stations. 

e It’s good quality gasoline. 

e Healthy independents are good 
for the welfare of the state. 

“If you’re a Southland auto me- 
chanic, CALIFORNIA’S INDEPEND- 
ENT OIL INDUSTRY PUTS 
MONEY IN YOUR POCKET,” 
shouted a typical ad. That particular 
one ran in the Los Angeles Examiner 
and the Los Angeles Herald-Express. 

Each was pitched to a particular oc- 
cupation in a specific area—San Joa- 
quin valley waitresses, Bay area TV re- 
pairmen, and so on. The same ads in 
Los Angeles were addressed to South- 
land waitresses and TV repairmen. 
Idea was to get the message really 
localized—for you and you and you. 

The ads, which featured large car- 
toons of the occupations addressed, 
also included this copy: 

“What does the independent oil in- 
dustry consist of? It’s made up of 
thousands of drillers, accountants, 
technicians and office workers whose 
payroll helps keep all California busi- 
ness healthy. 

“And remember, the huge annual 
taxes of this vital industry are creating 
many public benefits for all California 
citizens.” 

The advertisements wound up with 
the slogan, “So . . . Gas Up at your 
Independent Dealers!” Each independ- 
ent brand name sold in the ad’s area 
was mentioned. 

Who’s Behind It—These companies 
are members of the institute: Caminol, 
Century, Sunset International, Douglas 
Oil, Harbor Refining, Newhall Refin- 
ing, Bankline, Socal Oil & Refining, 
Sunland, Fletcher, Wilshire and Roths- 
child Oil. 

George T. Goggin, president of 
Douglas, is president of the institute. 
L. L. Aubert, president of Bankline, is 
vice president, and Richard K. Jami- 
son, president of Harbor, is secretary- 
treasurer. 


Jamison says Harbor is very pleased 
with the public response to the ads and 
wants the program continued, though 
he can’t speak for the other members. 
If it is continued, chances are it will 
be extended to other media besides 
newspapers. 

In addition to plugging the independ- 
ents, Jamison says, one of the cam- 
paign’s major aims was to counteract 
the “whipping” the California oil in- 
dustry generally took in the unitization 
battle last fall. A public referendum 
defeated compulsory unitization and 
regulation of allowable production. 
The industry split into opposing camps 
and fought heated public relations 
battles before the issue was settled. 


Who’s Overbuilding? 


Western Oil & Gas Assn., the Pacific 
Coast oil companies’ trade group, says 
“Nonsense!” to accusations of service 
station overbuilding. 

A WOGA survey shows that the 
number of service stations on the West 
Coast increased only 0.07% from 1954 


The Southwest 


Anybody for a 


TEXAS, during its early days, got 
many of its leading citizens from the 
state of Tennessee—including men like 

Sa Sam Houston and 
Davy Crockett. 
But after meeting 
with Texas oil 
jobbers in Hou- 
ston recently, I 
think it’s safe to 
say no move is 
now afoot to re- 
cruit the Volun- 
teer State’s cur- 
rent gift to the 
nation. 

No matter how 
Sen. Estes Kefauver’s so-called “Equal- 
ity of Opportunity” bill turns out, he 
has made himself very unpopular with 
Texas jobbers. They feel it was bad 
enough for the Senator to sponsor such 
legislation as S-11, But by saying job- 
bers are “captives” of their suppliers, 
and as such have been “instructed” and 
“coerced” into opposing the bill, he is 
really rubbing the Texas boys the 
wrong way. 





By Marvin Reid 
Southwest Editor 
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to 1956, according to vice president 
Felix Chappellet. The survey covers all 
stations selling major-company prod- 
ucts, whether dealer or salary operated. 
WOGA estimates this includes over 
90% of all stations in Arizona, Califor- 
nia, Nevada, Oregon and Washington. 

Chappellet is particularly critical of 
people who base charges of overbuild- 
ing on building permit statistics of the 
Bureau of Labor Statistics. 

Building permits are issued for any 
important changes in existing buildings 
and for the demolishing of structures, 
as well as for new buildings. The num- 
ber of permits issued, Chappellet says, 
obviously exceeds by far the number 
of stations built on new locations. 

In addition, BLS enlarged the scope 
of its coverage in 1953, thus increasing 
greatly the number of permits reported. 
This is another reason why Chappellei 
says BLS figures “have been mislead- 
ingly used by dealer organizations in an 
attempt to prove the repeatedly dis- 
credited charge” of over-building. 

—John Shinn 
West Coast Correspondent 


Necktie Party? 


In fact, if Sen. Kefauver hits the 
campaign trail seeking the 1960 Dem- 
ocratic presidential nomination, he 
should be advised to pass up Texas, 
and particularly West Texas. 

Time was, of course, when Texans 
thought such things as horse thievery 
and personal insult were crime enough 
to string up any man. The Senator’s 
appearance might cause some of these 
jobbers to revert back to the thinking 
of those earlier years. Most of them 
do feel they’ve been personally in- 
sulted. 

The reason the Senator ought to 
avoid West Texas, in particular, is be- 
cause that’s where Shell Jobber Ted 
Groebl operates. He’s been out there 
for many years, and has built himself 
up an independent oil distributorship 
(along with other businesses, including 
some oil production) that he is very 
proud of. 

One thing that Jobber Groebl is 
especially proud of is his independ- 
ence. As he says, “I wear no man’s 
collar.” 

When the Texas jobbers met in 
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(Continued from page 155) 
Houston’s Rice Hotel for their last an- 
nual meeting, Sen. Kefauver had just 
made his remarks. Knowing how 
Groebl felt about his freedom of oper- 
ation and complete independence, the 
jobbers asked him what he thought 
they ought to say in reply to the Sena- 
tor’s charges. Groebl told them. 

He started out by saying he won- 
dered “what we poor jobbers have ever 


done to Kefauver and Texas’ Rep, 
Wright Patman.” He thinks both 
should be advised that their “Equality 
of Opportunity” bills should be re- 
named “Assassination of Opportunity” 
bills. And as for jobbers being “cap- 
tives” of their suppliers, “that is one of 
the most ridiculous remarks I’ve ever 
heard.” 


“T have flown the Shell flag for a 
long time in West Texas. But while I 
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fly a major flag, I want to tell Sen. Ke- 
fauver one thing. I am an independent 
businessman. Not once has Shell ‘re- 
quested’ that I support or oppose any 
legislation. They know better.” 

“Why does Kefauver think that men 
like we jobbers have sweated and 
worked to build up our independent 
businesses? One of the principal rea- 
sons is because we do not want to be 
dictated to by any man. 

“I resent—all jobbers resent—any 
talk that we are being or have been 
‘coerced’ by our major suppliers. We 
have been insulted. 

“To bring Kefauver and Patman up 
to date, we jobbers have fought their 
‘Assassination of Opportunity’ bills 
from the very beginning. Instead of 
being told to oppose it by our suppliers, 
we fought it long before our suppliers 
took cognizance of its danger. In fact, 
we wondered how long we would have 
to wait before our suppliers would start 
helping us fight the bills.” 

Not only, Groebl said, have jobbers 
been insulted by Sen. Kefauver’s re- 
marks, but the marketing industry in 
general has been wronged 

After hearing Groebl ask for a 
unanimous resolution expressing their 
indignation and resentment to both 
Sen. Kefauver and Rep. Patman, the 
Texas jobbers fired away with wires 
signed by all 360 who were present. 
The telegrams were sent to all Texas 
congressmen and senators, asking them 
to express to Sen. Kefauver and Rep. 
Patman the jobbers’ resentment and 
indignation. 

The Texas jobbers are talking about 
the debt they owe Tennessee for such 
men as Houston and Crockett. They 
wonder if the Tennessee jobbers would 
be willing to take Wright Patman in 
partial payment of that debt. They 
can’t think of anything better to do 
with him now. 


Development in Big ‘D’ 


Magnolia Petroleum Co. is con- 
structing a sales development center in 
Dallas. It will be the company’s first. 
The building, to be completed in June, 
will include a service station with 
special lubricating room and hoist. 

Magnolia’s idea is that marketing 
personnel should learn the service sta- 
tion business from an expert on the 
customer’s wants—the customer him- 
self. 

District managers will be trained at 
the center and will actually serve custo- 
mers under the guidance of trained 
personnel. In this way, they can study 
closely the motorists’ needs. The man- 
agers, in turn, will train the dealers 
in their territories. a 
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NEW DIRECTOR OF SALES 
FOR PETROLEUM CHEMICALS 


W. SAM CARPENTER, III, has been 
appointed to succeed David H. Conklin 
as director of sales of the DuPont Pe- 
troleum Chemicals Division. Mr. Car- 
penter was promoted to this position 
from that of assistant director of sales. 

Mr. Conklin has been named man- 
aging director of the DuPont Com- 
pany (United Kingdom) Limited. He 
plans to make his home in London 
next year, 

Alfred R. Mullis, formerly Eastern 
regional manager of the Petroleum 
Chemicals Division, replaces Mr. Car- 
penter as assistant director of sales. 

Mr. Carpenter came to the Petrole- 
um Chemicals Division in 1955 from 
the Cellulosics Division of the Textile 
Fibers Department where he was direc- 
tor of manufacturing. Prior to joining 
Textile Fibers, he had nm manager 
of the DuPont Industrial Engineering 
Division. He joined the DuPont Com- 
pany in 1938 as an industrial engineer. 

In 1944 and 1945, he was active in 
the construction and operation of the 
government's atomic energy project at 
Hanford, Washington. Mr. Carpenter 
received his chemical engineering de- 
gree from Princeton University. 

Mr. Conklin, who came to DuPont 
as a sales-service representative from 
Ingersoll-Rand, has been with the Pe- 
troleum Chemicals Division since it 
was organized. He was promoted to 


West Coast regional man- 


ager, then to sales pro- 
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Refiners can use these 
marketing services profitably 


The DuPont Petroleum Chemicals Division offers a wide range of 
marketing aids and services. Many of these are ideal for dealer meet- 
ing programs. Others can be profitably used in promotion campaigns. 
Here is a brief résumé of the Du Pont marketing services now available 


to you: 


MOVIES available from Du Pont make ideal program material for your dealer meetings. 


“When the customer says‘KNOCK ” 
is a DuPont sponsored, full-color mo- 
tion picture to instruct dealers on how 
to handle, in a salesmanlike way, 
customer complaints about gasoline 
quality. 

This is but one of a series of films. 
They cover subjects ranging from gas- 
oline quality, just mentioned, to an ex- 
planation of the benefits to the public 
of the percentage depletion allowance. 
Folders describing these films in detail, 
along with information on borrowing 
them, can be obtained from any of our 
sales offices. 


Special demonstration equipment 


To help refiners explain quality fea- 
tures of their products clearly and 
graphically, we have designed and 
built a number of special demonstra- 





tion devices. The latest is a machine for 
showing how carburetor icing occurs 
and can be prevented with DuPont 
dimethyl formamide. 


I. T. Resenlund is shown here operating the 
de-icing demonstration. 

This equipment is ideal for pointing 
up convincingly your product-quality 








ce usually available to refiners 


a = 4 

REFINER: 
Yes, we anticipated that fuel injection 
systems in cars would raise some new 
problems in gasoline blending... 

DUPONT REPRESENTATIVE: 


That's right, and our Petroleum Labora- 
tory has already been making road tests 
using special fuels in injection systems. 


Is that so— then maybe you people al- 
ready have some data we could use? 


DUPONT REPRESENTATIVE: 
We're accumulating it gradually. We 
have three fvel-injection cars in our 
Petroleum Lab. 





Good! | hope we can get the results of 
your investigations. 


DUPONT REPRESENTATIVE: 
I'll see that you do. As our road tests 
develop further facts we'll keep you 
informed. 








Marketing Services 


features to dealer and customer groups. 

We can also supply you with a great 
variety of booklets and visual presenta- 
tions on gasoline and motor oil quality, 
customer relations, station services, 
and other subjects. You can obtain 
these in large quantities at cost, or at no 
charge if you'd like only a few copies. 


Continuing market surveys 


When planning promotion campaigns, 
you can make use of the findings of our 
several extensive surveys of customer 
buying habits and service station op- 
erations. 

These cover such subjects as the fac- 
tors influencing a dealer’s success, why 
motorists buy the brands they do, how 
they select service stations, and which 
factors in gasoline-brand advertising 
influence them most. 

A report on our latest — and perhaps 
most important — survey will be fin- 
ished by mid-summer. The results will 
be made available to all marketing 
executives in the oil industry. 


Public relations aids 


Our newest presentation emphasizes 
the importance, to everyone, of the 
petroleum industry —“A ‘Brief’ Case 
for Business.” It is a lightweight kit 
which enables you to tell a forceful 
public relations story in a dramatic 
way. This kit was conceived and de- 
veloped by DuPont and is made avail- 
able to oil companies through the Oil 
Information Committee of API, or 
through your DuPont representative. 
You can probably save time and 
continued middle next column 





H. C. Thempson displays the “Brief” case 
public relations kit. 


money by supplementing your own 
promotion program with these useful 
aids, adapting them to your own pur- 
poses. Any of our Petroleum Chemicals 
Division representatives or sales offices 
will be glad to give you more informa- 
tion on them. 








New Director of Sales 


motion manager, later assistant direc- 
tor and then director of sales. 


Conklin a Navy veteran 


During World War II, Mr. Conklin as 
Commander U. S. Navy, was on active 
duty 5 years—most of the time in the 
North Atlantic. He was awarded the 
Order of the British Empire. 





Mullis former sales representative 


Alfred R. Mullis joined the DuPont 
Company in 1947 as a sales representa- 
tive in the Gulf Coast Region. He was 
appointed regional manager there in 
1951. The following year he went to 
New York as Eastern regional man- 
ager. 

After graduating from Rice Institute 
with a chemical engineering degree, 
Mr. Mullis was associated with the 
Humble Oil and Refining Company in 
research and development work. While 
an officer in the Navy from 1942 to 
1946, he specialized in petroleum in- 
spection work. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. SUperior 1-1363 
Denver 2—510 Mile High Center Bidg. AComa 2-2347 


Houston 2— 
705 Bank of Commerce Bldg. CApitol 5-1151 
Los Angeles 17—612 So. Flower St. .MAdison 5-1691 


New York 20— 

1270 Ave. of the Americas .. COlumbus 5-2342 
Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center... ATlantic 1-2933 
San Francisco 4—111 Sutter St. ... .EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. . ....MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. ... .LUther 5-5578 
in Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario ..............HUdson 1-6461 
in Other Countries—Petroleum Chemicals Division, 
Export Sales, 7496 Nemours Bidg., Wilmington 98, 
Del., Olympia 4-5121, Ext. 2962 
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What's New in 





Steam gun 


. . . is said to provide complete steam 
cleaning facilities for drums and tanks 
at low cost. The Turco Steamerette 
is an injector unit that uses existing 
steam supplies. Operates anywhere in 
the range of 40-140 psi steam. Quan- 
tity and pressure of solution at the 
nozzle may be varied from slow full 
stream at moderate temperature to 
hot driving blast for heavy work. 
Turco Products, Inc., 6135 S. Cen- 
tral Ave., Los Angeles 1, Cal. 


Circle No. 1 on coupon 


Steamer hose brackets 


. . « have been added to all Mals- 
bury tricycle-mounted Model 250 
HPC cleaners and Model 110 steam 
vapor cleaners. Addition of bracket 
for coiled steam hose and rack for 
cleaning gun improves portability, 
manufacturer says. Brackets may be 
purchased separately for  tricycle- 
mounted cleaners already in the field. 
Malsbury Manufacturing Co., 845 
92nd Ave., Oakland 3, Calif. 


Circle No. 2 on coupon 


New pump 

. « « designed especially for petro- 
leum products, is known as the Granco 
Type “A”. Self-lubricating bearings 
prevent contamination. Radial thrust 
ball bearings and outboard thrust 
collars protect pump against power- 
take-off thrust and pre-loads. Mechan- 
ical seals prevent leaking stuffing 
boxes. Available in capacities from 
25 to 300 gpm, these rotary positive 
displacement pumps are said to give 
long service life for any type of 
petroleum product, especially benzine 
derivatives, ketones and other types 
of extremely dry solvents. Granberg 
Corp.. 1308 67th St., Oakland 8, 
Calif. 

Circle No. 3 on coupon 


“R” series oil filters 


. . « feature a throwaway cartridge 
and simplified three-piece construc- 
tion. The new Hilco Hyflow filters 
are designed for filtration of lubri- 
cating and fuel oils used in internal 
combustion engines, for oil bath air 
filters, industrial oils, fuel oils, sol- 
vents and coolants. Data and speci- 
fications in Bulletins F-135, F-153 
and F-154. Hillard Corp., Elmira, 
N. Y. 


Circle No. 4 on coupon 
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Stainless curbing 


. . » for pump islands offers a mar- 
resistant, rust-proof surface formed in 
a pattern that reflects light from ap- 
proaching headlights. Said to remain 
fresh without paint or other mainte- 
nance. Forty standard patterns avail- 
able. Rigidized Metals Corp., 658 
Ohio St., Buffalo 3, N.Y. 


Circle No. 5 on coupon 


Battery-charger unit 


. is now available on Automatic 
Transporter operator-led,  electric- 
driven industrial trucks. Charger will 
automatically cut charging rate, it is 
claimed, so that indefinite charging 
may continue without harm to battery. 
Recharging can be done any time the 
truck is not in use. Automatic Trans- 
portation Co., 149 W. 87th St., Chi- 
cago 20, Ill. 


Circle No. 6 on coupon 
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Spray-on coati 

. . of acrylic plastic is being used to 
protect radar equipment aboard Sun 
Oil Co. tankers. Nozzles that transmit 
radar impulses from the radar mast 
are coated with the transparent spray 
to protect the glass-cloth reinforced 
polyester nozzle covers from salt wa- 
ter deterioration. Similar treatment 
also protects the aluminum and bronze 
shell that houses the antenna’s rotor 
transmission. Krylon Corp., Norris- 
town, Pa. 


Circle No. 7 on coupon 


Fluorescent flood lamp 


. .. is said to permit for the first time 
precise directional control without dis- 
turbing, wasteful back-lighting. Manu- 
facturer also claims unique design of 
the Directo-Lume fixture results in a 
light efficiency that gives higher read- 

(Continued on page 160) 
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Equipment 


... Designed For Island Use 


A NEW piece of all-weather pump 
island équipment has been invented by 
a New Jersey service station operator, 
George A. Sporn. An electrically 
heated cash register and credit card im- 
printer are housed under a Plexiglas 
hood mounted on a portable cabinet. 
Price of model shown, $365. 

The hood can be raised or lowered 
and is wide enough to permit two men 
to operate the machines at the same 
time. Heating elements insure easy 
operation in zero weather. 

The lower cabinet is also heated for 
storage of motor oil and battery water. 
And there is space for battery water 


160 


dispensers, radiator testers and miscel- 
laneous sales items. 

The unit is mounted on heavy cas- 
ters equipped with roller bearings and 
Zerk grease fittings, so that it can be 
moved to the busiest spots on the drive. 

Fluorescent fixture permits night 
operation. Hardware is stainless steel, 
brass, cadmium-plated or zinc-plated. 
Test units have been in operation for 
the past two years at Sporn’s Esso sta- 
tion. The device is being marketed by 
his newly formed Cash Control Cover 
Corp., 22-20 Fair Lawn Ave., Fair- 
lawn-Radburn, N. J. 

Circle No. 12 on coupon, page 159 


(Continued from page 159) 


ings at 72’ than other floodlights at 
much shorter distances. 
All-aluminum mounting bracket is 
said to permit quick, easy adjustment 
by turning one bolt. No special wiring 
boxes are needed and there is quick 
accessibility to the wiring connection 
through a weatherproof inspection 
plate. Total weight, 69 lb. Whiteway 
Manufacturing Co., 1736 Dreman 
Ave., Cincinnati 23, Ohio. 
Circle No, 8 on coupon, page 159 


Lube oil additives 


. called Omavis 10 and 20 are 
first in a new series of viscosity index 
improvers. At concentrations used in 
multi-grade oils, they give ASTM 
pour-points of —30 to —50 deg. F. 
Said to thicken the oil less for a given 
viscosity index than do similar prod- 
ucts, thus permitting wider latitude in 
compounding as well as reduced use of 
additive. Industrial Chemicals division, 
Olin Mathieson Chemical Corp., Bal- 
timore, Md. 

Circle No. 9 on coupon, page 159 


Free wheel lift 


... with a 4”-high superstructure has 
been designed to meet the trend to- 
ward lower clearance underneath on 
new cars. Webbing reinforcement has 
been added to the electrically welded 
one-unit, H-beam superstructure, to 
compensate for lowering the H-beam 
from 5” to 4”. Manufacturer says re- 
inforcement adds strength and rigid- 
ity, provides safety for the operator, 
and does not interfere with accessi- 
bility to car parts. The new B-4 lifts 
have a 60” height of rise and 8,000-Ib. 
capacity. Five models are - available. 
Joyce-Cridland Co., Dayton, Ohio. 

Circle No. 10 on coupon, page 159 


Two new additives 


... have been introduced for fuels and 
lubricants. One is Voidox D, a deter- 
gent-dispersed grade of Voidox for 
use in motor oils and other lubricants 
to retard oxidation and help keep en- 
gines clean. The other new product is 
Voidox S, an antioxidant for automo- 
tive and aviation gasoline. Guardian 
Chemical Corp., 38-15 30th St., Long 
Island City 1, N. Y. 
Circle No. 11 on coupon, page 159 


New submerged pumps 


. . . have been developed for use in 
bulk plants, terminals and combina- 
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tion service station-bulk plants. Desig- 
nated as Tokheim Models 60-E and 
60-ES, the new pumps deliver 200 
gpm at 10 psi by a continuous-duty 
3%-hp motor built integrally with the 
pump. Where increased capacity is de- 
sired, multiple pumps are installed. 
Extractor-type manifold permits pump 
assembly to be inserted or withdrawn 
through an 18” manhole. Fixed, five- 
prong electric plug disengages on lift- 
ing. Other features are an ejector-type 
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air separator built into the manifold; 
centrifugal-type pumping unit with 
twin impellers; 40 lb. by-pass pressure; 
and an optional siphon-type attach- 
ment incorporated in the Model ES. 
Tokheim Corp., Ft. Wayne, Ind. 








MISSOURI 


Circle No. 13 on coupon, page 159 
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Trailer air brake 


. . . for Timken’s TK-500 trailer 
axles has a load rating of 18,000 Ib. 
on the tires for each axle, for heavy 
braking applications. Known as “P” 
Series brake, its ‘size is 1642” x 842”. 
Timken-Detroit Axle division, Rock- 
well Spring and Axle Co., Detroit, 
Mich, 


Circle No. 14 on coupon, page 159 
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New island light 


. of all-aluminum construction, 
with a heavy I-beam support chan- 
nel of Armco aluminized steel, is 
said to be stronger than any fixture 
‘on today’s market. Each lamp of, the 
Rapid-Start Hi-Lume has its own in- 
dividual reflector in order to attain 
highest possible light output. Op- 
tional feature is an extruded Plexiglas 
individual lens cover. 

Basic lengths are 4-6-8 ft., but 








manufacturer states that individual 
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Equipment 


exact requirements are available in 
odd lengths, such as 6-10-14 ft. A 
one-piece, die-formed top housing is 
claimed to stop water leakage, and 
a hinged door provides easy mainte- 
nance. Extruded rubber gasket around 
entire perimeter of hinged door pro- 
tects against dirt, weather and insects. 
Post-mounting brackets are fully ad- 
justable, eliminating drilling or meas- 
uring on the job. Whiteway Man- 
ufacturing Co., 1736 Dreman Ave., 
Cincinnati 23, Ohio. 

Circle No. 15 on coupon, page 159 


Valve controller 


. provides remote or automatic 
valve operation with proportional or 


on-off control. The new all-electric, 
rotary Jordan Valvetrol is a self-con- 
tained gear motor with hollow output 
shaft that receives valve stems from 
Y%” to 1”. Typical application is in 
automatic proportioning systems where 
the valve setting must be proportioned 
to a signal that may originate from 
liquid level, flow rate, pressure or other 
source. The Jordan Co., 3235 W. 
Hampton Ave., Milwaukee 9, Wis. 


Circle No. 16 on coupon, page 159 


Filling machine 


. is said to be the first high-speed, 
heavy-duty unit for packing grease 
into fiber cartridges. Known as Type 
27 Cartridge Filler it is said to main- 
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tain accurate, uniform fill level with- 
out air pockets. Only one operator is 
required to feed cartridges into dis- 
pensing stacks. Unscrambler barrel 
available to supply lids to feed chutes 
mounted above each filling line. Hope 
Machine Co., 9400 State Rd., Phila- 
delphia 14, Pa. 


Circle No. 17 on coupon, page 159 


Portable LPG station 


. . « has a self-contained dispensing 
unit for butane-propane gas. This 
1,000-to 2,000-gal. unit is designed for 
servicing vehicles whenever a_ bulk 
storage plant is tied up with loading 
or unloading operations. Comes skid- 
mounted; equipped with hose, printing 
or non-printing meter head as desired, 
and lifting lugs. Master Tank and 
Welding Co., Dallas, Tex., and Quincy, 
Til. 

Circle No. 18 on coupon, page 159 


Engine power 

... iS up an average of 8% on Ford’s 
new truck line. Engine features in- 
clude a new rotor oil pump, disposable 
air filter, and lighter flywheels. Hy- 
draulic clutches are an added feature, 
standard on the whole line. 

A new tilt-cab series has been de- 
signed to shift weight to strengthened 
front axles. Tractor length is only 80” 
so that trailers up to 37’ long can be 
handled within legal road limits. The 
Tilt-cabs range from 18,000 to 30,000 
GVW with four wheelbase lengths 
from 99” to 153”. Access to the truck 
is by means of built-in steps protected 
from the weather when the doors are 
closed. 

All larger model trucks in the new 
line use four instead of two venturi 
carburetors. Medium and heavy truck 
frames have been strengthened by in- 
creasing the depth of the side rails 
over the ale.a Ford division, Ford Mo- 
tor Co., P.O. Box 638, Dearborn, 
Mich. 

Circle No. 19 on coupon, page 159 
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New Oil Heat Products... 





Hot-cold unit 


Heating oil distributors can now 
look forward to increased heating oil 
sales in hot weather as Servel begins 
distribution of the first successful 
single-package oil-fired central heating 
and air conditioning plant for forced- 
air heating systems. 

Sun Valley model delivers 96,000 
Btu per hour, uses 0.9 gal. of heating 
oil on the heating cycle, and consumes 
about 0.5 gal. of oil per hour to pro- 
duce the effect of a 3-ton air condi- 
tioner. 

Low-pressure burner has nozzle of 
.12 inch diameter, with oil flow to 
burner controlled by pump. Adjust- 
ments on burner control firing rate 
and air flow should be made by serv- 
iceman. During changeable weather, 
cooling firing rate will supply heat by 
setting room thermostat. 

Cooling unit uses water as refrig- 
erant and lithium bromide as absorb- 
ent. Unit has no moving parts (valves, 
pistons) and refrigerant flow is 
provided by thermal lift. Condenser is 
of stainless steel for long life. Water 
scaling controlled by siphoning flue 
gases from combustion chamber into 
cooling tower. Cooling unit uses 6-7 
gal. of water per minute without cool- 
ing tower. With tower, consumption is 
10-15 gal. per hour. Cooling heating 
unit costs $1470; water tower $350, 
both FOB from Evansville. 

Servel’s product is factory assem- 
bled with all controls installed, and is 
shipped in a single crate. Unpacking, 
mounting the burner and connecting 
fuel lines and electrical circuits takes 
less than one hour. The unit requires 
10 sq. ft. of floor space. Servel, Inc., 
Evansville, Ind. 


Circle No. 20 on coupon, page 159 


FOA No. 2 


. . . Can now be used to prevent costly 
operational problems in industrial heat- 
ing plants that use heavier, cheaper 
resids for fuel. Product is a sludge dis- 
persant that prevents residue from 
forming in storage tanks to keep filters 
and burner nozzles from clogging. If 
used in large quantities and recircu- 
lated through a tank, FOA No. 2 
cleans out accumulated sludge. Con- 
tinued use keeps new sludge from 
forming. Petroleum Chemicals divi- 
sion, DuPont de Nemours & Co., Wil- 
mington, Del. 
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Multi-fuel burners 


. . with self-contained burner and 
combustion chamber are offered for 
commercial-industrial installations un- 
der the Thermal brand name. Four 
standard models have heat output rat- 
ings ranging from 3.5-million to 18- 
million Btu per hour. Manufacturer 
says that with self-contained combus- 
tion chamber, flame combustion is 
80% complete within the burner. 
Standard models operate on Bunker C, 
No. 6, light oil or any gas, asphallts, 
short residuum and combustible 
wastes. Special combination oil-gas 
burners are available with fuel switch- 
over made without shutting down. 
Technical data in Bulletin 111, Ther- 
mal Research & Engineering Corp., 
Conshohocken, Pa. 


Circle No. 22 on coupon, page 159 
Unifil adapters 


. . and connector assemblies make it 
easier and safer to deliver heating oil 
into storage tanks because they elimi- 
nate making up and then removing 
accessory fittings for a tight-fill con- 
nection. Manufacturer says new meth- 
od means an instant tight-fill connec- 
tion with no extra tools and at a saving 
of 3-4% hours of driver time per week, 
per truck. 

Adapters for fill pipes screw on and 
are left there. They come as straight 
elbows or 45-deg. elbows, with bottom 
openings in three sizes: 2”, 1%”, or 
11%4” diameter. A socket wrench built 
into each assembly eliminates the need 
for hauling extra tools. Scully Signal 
Co., 174 Green St., Melrose, Mass. 


Circle No. 23 on coupon, page 159 


Channel guard 


. .. is a tone-squelch system to protect 
users of two-way radio systems against 
unwanted calls, noises and other inter- 
ference, as well as relieving them of 
listening to transmissions of others on 
the same channel. Mobile sets can lock 
out all signals except those coming 
from their own transmitters. It includes 
an automatic monitoring device so that 
an operator can find out if anyone is 
using the channel as soon as he picks 
up a microphone. General Electric 
Communication Products Dept., Elec- 
tronics Park, Syracuse, N. Y. 


Circle No. 24 on coupon, page 159 


Match your cost-profit figures with 
those of a dozen New Jersey oil 
heat distributors .. . see Page 134 
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Air circulator 

. designed especially for combi- 
nation heating-cooling units provides a 
high head, up to 23’. New unit also has 
mechanical seals, spring-drive coupling, 
enclosed impeller, rubber-mounted mo- 
tor for quiet operation, overload pro- 
tection and interchangeable flanges, 
from %4” to 1%”. Taco Heaters, Inc., 
1160 Cranston St., Cranston 9, R. I. 


Circle No. 25 on coupon, page 159 


Fast water heater 


... is on the market under Fluid Heat 
label. Oil-fired, automatic storage unit 
can deliver 120 gal. of 160° water an 
hour. High recovery is possible be- 
cause tank is bathed in burner’s hot 
combustion gases. Tank of 30-gal. ca- 
pacity is glass-lined and has magnes- 
ium rod. Immersion thermostat con- 
nected to a control in flue outlet auto- 
matically regulates water temperature 
and acts as safety control to shut off 
burner. Heater & Tank division, John 
Wood Co., Conshohocken, Pa. 
Circle No. 26 on coupon, page 159 


Portable vacuum 


. .. machine that combines light weight 
(28 Ibs.) with big-machine oper- 
ation (600 watt motor, rated airflow 
capacity of 83 cu.ft. per min.) is now 
available for furnace cleanout work. 
Has specially designed pleated filter 
that provides three times normal fil- 
tering area without overlapping or 
clogging. Special filter that resists 
flame, mildew, acids is available. Half- 
bushel capacity can handle five aver- 
age domestic oil furnace cleanouts; 
with special filter, it can go full day 
without stopping to empty out. Pre- 
mier Co., 755 Woodlawn Ave., St. Paul 
1, Minn. 

Circle No. 27 on coupon, page 159 


MicroMist burners 


. . . are said to make practical the use 
of heavy No. 5 oil for fully automatic 
heating of commercial buildings. Heart 
of the new burner, says manufac- 
turers, is a supercharger (compressor) 
that reduces oil spray by heat of com- 
pression to a miscroscopic air-oil mist. 
Direct electric ignition replaces gas ig- 
nition. New models range from 3 to 
25-gph capacity with either manually 
adjustable fixed-firing rate for high-low 
two-position firing, or for fully mod- 
ulated firing with low-fire start. Units 
are assembled, wired and factory-tested 
for installation. Iron Fireman Manu- 
facturing Co., Cleveland 11, Ohio. 
Circle No. 28 on coupon, page 159 
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(Continued from page 163) 


Air compressor 


. . . directly mounted on drive motor, 
saves floor space in the service sta- 
tion and eliminates the hazard of a 
belt drive. May also be mounted on 
shelf, side wall or overhead bracket 
with air receiver located in any out- 
of-the-way space. Known as the “Chan- 
nel-Flo”, this new compressor intro- 
duces to small compressor sizes the 


channel valves used in Ingersoll Rand 
continuous duty compressors ranging 
up to 6,000 hp. 

Other features are balanced-op- 
posed piston construction; direct mo- 
tor drive without belts or couplings; 
a new piston ring design said to re- 
sult in unusually low oil consumption; 
cushioned rubber compressor mount- 
ing; totally enclosed crankcase; reli- 
able splash lubrication; inlet filter- 
muffler; standard NEMA “C” face 


A Good, combination 


for Bott business... 


PORCELAIN ENAMEL 
PANELS and SIGNS 











Whether for new construction or remodeling, it’s hard to 
beat the versatility, beauty, permanence and economy of 
National porcelain enamel building panels. Add the eye 
appeal of matching National porcelain enamel signs and 
letters and you’re bound to attract more customers— 
increase volume and profits. Remember—National por- 
celain enamel can’t fade, requires a minimum of upkeep, 
is weatherproof, retains its good looks for years, and is 
available in your choice of colors. For complete details, 
write us today. We’d like to talk to you about your 


requirements. 


Porcelain Metal Products Division 


Executive Offices; 
2 Gatewoy 
Center, 
Pittsburgh, Pa. 


Manufacturing 
Plants: 


Canonsburg ond 
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motors; ASME receiver; and contin- 
uous service rating. 

The Channel-Flo is a_ two-stage, 
200 psi-ga rated unit, presently avail- 
able in 142- and 2-hp sizes. Complete 
package includes motor compressor, 
cushioned rubber mounting on an 
ASME vertica’ tank, interconnecting 
piping and fittings, and automatic 
start-and-stop control. Ingersoll Rand 
Co., 11 Broadway, New York 4, N. Y. 
Request Form 1547. 
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Drum lining 


. . . by a new centrifugal spray process 
has been developed and is now in use 
by Rheem Manufacturing Co. at its 
Chicago drum-lithographing _ plant. 
The new coating method coupled with 
a new high temperature curing process 
is said to provide greatly improved 
product protection. 

Coating is applied by a balanced 
disc that spins at more than 3,600 
rpm, casting off a continuous curtain 
of atomized coating material in a uni- 
form, controlled spray. The rotor 
travels through the horizontal con- 
tainer and material is applied on both 
forward and return strokes. Method 
is said to eliminate air turbulence so 
that no dirt, grease or dust is carried 
into the lining material. Rheem Man- 
ufacturing Co., 7600 S. Kedzie Ave., 
Chicago 29, Ill. 


Circle No. 30 on coupon, page 159 


Air suspension trucks 


. . . head up the line of new GMC 
heavy duty models for 1957. The basic 
GMC models in which air-filled, rub- 
berized bellows replace conventional 
leaf springs have gross combination 
weights ranging from 50,000 to 65,- 
000 Ib. Air suspension is said to elim- 
inate spring repair, lubrication and 
replacement; provide a smoother ride 
for driver and cargo; maintain con- 
stant vehicle floor-height for simplified 
loading and unloading; reduce body 
maintenance; permit use of weight- 
saving components for over-all reduc- 
tion of vehicle weight and greater pay- 
load capacity. GMC Truck & Coach 
division, General Motors Corp., 660 
S. Boulevard, East, Pontiac 11, Mich. 


Circle No. 31 on coupon, page 159 


New line of fittings 


. . . designed especially for storage 
tanks, includes automatic closing gauge 
hatches; screened free vents; breather 
vents with diaphragm seals; water 
drain valves with steel bodies and re- 
silient seats; automatic tank gauges 
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with new design tubular float. New 
catalog No. 66 contains full descrip- 
tions with cross-section installation 
views. Wheaton Brass Works, Union, 
N. J. 

Circle No. 32 on coupon, page 159 


Improved bead breaker 


. . . has patented action said to break 
tightest beads faster and more safely. 
Pressure is applied at one point in 
such a way as to start the bead rolling 
out of the bead seat. As the bead rolls, 
pressure is extended in both directions 
up to one third of the way around the 
rim. One stroke releases the tension 
that holds beads in place so they can 
easily be pushed off the rest of the 
way by hand. Manufacturer claims 
less danger of damage to air seals on 
tubeless tires, and less pressure needed 
to start bead breaking with the rolling 
action than with the usual straight 
push. The patented action is incorpor- 
ated in both upper and lower bead 
breakers on Bishman electric and 
hand-operated tire changers and on 
the floor model bead breaker, Bishman 
Manufacturing Co., Route 2, Osseo, 
Minn. 

Circle No. 33 on coupon, page 159 
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Lighting equipment 


. . and lamps for service stations are 
fisted and priced in a complete line 
brochure. Steber Manufacturing Co., 
Broadview, Ill. 

Circle No. 34 on coupon, page 159 


Meters and valves 


. .. for the oil industry are covered in 
a section of a new condensed catalog. 
The valve section includes completely 
revised specifications on Nordstrom 
valves, and a description of the new 
Hypregun, a light, compact air-oper- 
ating valve lubricant gun. Meter and 
Valve division, Rockwell Manufactur- 
ing Co., 400 N. Lexington Ave., Pitts- 
burgh 8, Pa. 
Circle No. 35 on coupon, page 159 


Floodlight bulletin 


. » » contains data on lamp color and 
operating characteristics and on flood- 
light beam characteristics, together 
with suggestions on how to minimize 
a stroboscopic effect and where mer- 
cury floodlighting should be used. Also 
included are specifications, dimensions 
and photometric data on mercury 
floodlighting equipment and a table 


for estimating approximate foot can- 
dles using enclosed aluminum flood- 
lights. Bulletin 2696. Crouse-Hinds 
Co., Wolf & Seventh Sts., Syracuse, 
N.Y. 

Circle No. 36 on coupon, page 159 


Truck maintenance 


. control program consists of four 
elements: maintenance record and 
control system folder; shop work 
sheet; individual vehicle lubrication 


diagram chart; and driver’s vehicle 
condition report. Use of material en- 
ables fleet owner to comply with In- 
terstate Commerce Commission’s mo- 
tor carrier safety regulations, Part 
196. Chek-Chart Corp., 33 E. Con- 
gress Parkway, Chicago 5, Ill. 

Circle No. 37 on coupon, page 159 


Air compressor line 


. .. of %- to 20-hp for automotive and 
industrial use, as well as complete 
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BLACKMER PUMPS used at NEW YORK HELIPORT 


Blackmer GX3 pump units are the heart of the system that fuels helicopters at 
the Port of New York Authority's first commercial heliport. This close-coupled, 
helical gear driven pump will handle 250 GPM of aviation gasoline when 
operating at 640 rpm. 

This Blackmer unit was chosen because of its high safety factor, favorable 
positive displacement and easy maintenance. 


THE GX3 UNIT FEATURES: 


® Blackmer sliding vane design which 
provides for an automatic 
“self-adjustment for wear” 


® Heavy-duty sealed type anti- 
friction bearings. 


® Cartridge type mechanical shaft seals 
® Unusually high mechanical efficiency 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA + CHICAGO « GRAND RAPIDS « DALLAS « WASHINGTON « SAN FRANCISCO 
See Yellow pages for your local sales representative 
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(Continued from page 165) 
specifications on single and 2-stage 
models, portable models, tanks, pumps 
and accessories, are included in an il- 
lustrated booklet. Charts, data, and 
information on compressed air are 
provided. Kellogg Division, American 
Brake Shoe Co., Rochester 9, N.Y. 


Circle No. 38 on coupon, page 159 


Steel forms 


. for pump islands, curb facings and 
other service station and industrial 
uses, are described in Bulletin 200-A. 
Newberry Equipment Co., Inc., P.O. 
Box 293, Memphis, Tenn. 


Circle No. 39 on coupon, page 159 


Outdoor displays 


. for service stations are covered in 
a 16-page catalog, describing the firm’s 
1957 line of ready-to-install banners, 
pennants, pole displays, and the like, 
made of all-weather paper, cloth and 
plastic. Pratt Poster Co., 225 N. New 
Jersey St., Indianapolis 4, Ind. 


Circle No. 40 on coupon, page 159 


Manufacturers ... 


Rockwell Manufacturing Co. re- 
ports a novel experiment in training 
to create draftsmen where no drafts- 








Now! Get 
maximum 
protection 
against collision 
hazards 


New TOKHEIM Impact 
Check Valve 


This new safety valve guards against 
fire and possible loss of product when 
a dispensing pedestal in a remote sys- 
tem is hit. A sharp blow actuates the 
valve and shuts off the flow instantly. 
It is designed with a shear section. In 
the event the pedestal is severed from 
its mounting, the supply line is 
broken at the shear point, closing the 
valve instantly before fire has a chance 
to start. A big improvement over 
valves that rely on intense heat for 
actuation! Utilizes the same proved- 
and-tested poppet principle as in other 
famous Tokheim valves. Externally 
tamper-proof. W rite for bulletin show- 
ing complete line of Tokheim valves. 


Model 
1098 


This Tokheim 
Impact Check 
Valve is designed 
specifically for 
remote control 
gasoline dispensing systems. 


SIMPLE DESIGN— FOOLPROOF 
MECHANISM— DEPENDABLE ACTION! 


Pendant keeps valve open during normal oper- 
ation—in no way impedes flow of gasoline. Then, 
sharp blow! Pendant disengages from the poppet 
stem (above right) closing the valve instantly. 





Write, wire or phone today! 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVE. SINCE 1901 FORT WAYNE 1,IND. 





Subsidiaries: Tokheim N.V., Leiden, Holland —GenPro, Inc., Sheteyvite,ind, 


Factory Branch: 475 Ninth Street, San F. 


in Canada: Tokheim-Reeder of Canada, Lid. 205 Yonge St, Terente, Ont. 








men seemed otherwise available. At 
Statesboro, Ga., general manager 
Ralph Purcelli organized a drafting 
course for any interested employes 
with high school education and able 
to pass an aptitude test. Classes are 
conducted by Dr. Donald F. Hackett 
of Georgia’s Teachers College; Howard 
Rittenhouse, chief engineer; and Curt 
Steinberger, chief draftsman. 


2 

Hewitt-Robins, Inc., has appointed 
Renick & Mahoney, Inc., 380 2nd 
Ave., New York, N.Y. exclusive dis- 
tributor in the New York-New Jersey 
area for Hewitt-Robins petroleum 
hose products as applied to marketing 
operations. August Schram is presi- 
dent of Renick & Mahoney, and 
Arthur Schram is vice president and 
treasurer. 

John Wood Co. has acquired a 16- 
acre tract of undeveloped land on 
Hanover Rd., Florham Park, N.J., for 
future expansion of its engineering 
and research division. No date has 
been set for construction of the new 
facilities, but preliminary approval has 
been secured from the local planning 
board. 





John A. Rob- 
ertshaw, Jr., has 
been elected a 
vice president of 
Robertshaw - Ful- 
ton Controls Co. 
He has been in 
charge of foreign 
operations since 
1952. A grandson 
of one of the 
founders, he has 
been associated 
with the company since his school 
days, when he worked in plant and 
office jobs during off-hours and vaca- 
tions. He studied engineering at Yale 
and graduated with a B.S. degree in 
industrial administration in 1949, fol- 
lowing a period of wartime service 
in radio and electronics with the Navy. 


Robertshaw 


* 

William J. Rick has been named 
Midwest division manager of Gran- 
berg Corp. Granberg’s Midwest head- 
quarters is being moved to a new 
location at 1448 N. Elston Ave., Chi- 
cago 14, Ill. The same telephone 
number will be retained: Dickens 2- 
7724. The larger quarters will provide 
more warehouse space, a bigger serv- 
ice department, and additional sales- 
room display area. 
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C. Charles 

Lombardi, head 

of the Veeder- 

Root Chicago 

office for the past 

11 years, is now 

western sales 

manager, super- 

vising the terri- 

tory from Cincin- 

nati to the Pacific 

Coast. He has 

been with the 

company since 1933, first in the fac- 

tory and then in computer service. He 

spent two years in market survey work 

abroad, beginning his sales career upon 
his return. 

T. Nelson, Jr., is now eastern sales- 
manager for Veeder-Root, Inc., in 
charge of all territory from Cleveland 
east, with headquarters in the Hartford 
home office. He was previously field 
sales manager. Nelson started work- 
ing in the Hartford plant in 1940, 
moved to the Chicago service and 
repair station for gasoline pump com- 
puters. After the war he was first a 
district engineer and then moved into 
the sales department. 


e 
William L. Brian has been elected 
vice president of the Farrington Manu- 
facturing Co., Needham Heights, 
Mass., manufacturer of credit card 
plates and imprinters. Formerly with 
Allied Stores, he has been with Far- 
rington since 1946. Brian will have 
charge of the newly named Identifica- 
tion division, formerly known as the 
Charga-Plate division. 
* 

Fred J. Myers 
has been made 
general manager 
of the western 
division of Ham- 
mond Iron Works, 
designers, fabrica- 
tors and erectors 
of patented Dia- 
flote, Dialift and 
Tubeseal oil con- 
servation storage 
tanks. He was 

previously district sales manager at 
Warren, Pa., and was at one time with 
the Lukens Steel Co., and Welding 
Engineers, Inc. Myers will make his 
headquarters at Provo, Utah. 
e 

N. R. Brownyer, vice president, 
Timken-Detroit Axle division, Rock- 
well Spring & Axle Co., is now direc- 
tor of engineering. He will be re- 
sponsible for coordination of all en- 
gineering activities including service 
engineering as well as central design 
operations. 


Noble Dean, Jr., was elected presi- 
dent of the Hydraulic Institute, na- 
tional trade association of pump manu- 
facturers, at the group’s recent annual 
meeting in New Orleans. Dean is 
vice president and treasurer of Dean 
Brothers Pumps, Inc., Indianapolis, 
Ind. 


s 

Arden B. Molstad and James D. 
Evans have been named field rep- 
resentatives for the Republic Rubber 
division of Lee Rubber & Tire Corp., 
Youngstown, Ohio. Molstad will be 
responsible for sales and service of 
Republic’s line of rubber hose and 


other products in New England, mak- 
ing his headquarters in Boston. Evans 
will have headquarters in New Or- 
leans and cover Mississippi, Louisiana, 
and part of Alabama. 

@ 


Walter A. Harris has been transfer- 
red from B-I-F Industries of Canada, 
Ltd., to the post of sales engineer 
on Synchro-Scan Supervisory Control 
Systems for remote operation and 
supervision of valves, pumps, liquid 
levels and related functions. He will 
make his headquarters at the B-I-F 
home office in Providence, R. I. & 








CONPCO 


qa station Li phd Wg 


Engineered for DEPENDABILITY 


Known for QUALITY 


¢ All Weather Horizontal “T” Lights 

© High Intensity Fluorescent Flood Lights 

¢ Auxiliary Fluorescent and Incandescent Lights 
for Outdoor and Indoor Application 

© Facade Lighting 


COMPCO corRPORATION 


2251 West St. Poul Avenve — Chicago 47, illinois — U.S. A. 
Manutacturers of Fine Lighting Equipment for Over 25 Years 
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Illinois Marketers 





Associations 


How About a Better Deal for Jobbers? 


THAT’S WHAT Illinois marketers are 
asking. And they’re looking for action 
both from suppliers and the govern- 
ment. 

On the supplier front, the Illinois 
Petroleum Marketers Assn., asked 
majors to set up a jobber relations 
expert to deal with independent dis- 
tributors. 

The jobbers also voted to send a 
delegate to Washington to fight S-11 
and HR-11, the proposed “anti-good 
faith” amendments to the Robinson- 
Patman act. 

A Jobber Expert—Referring to the 
need for a jobber expert in major 
company marketing departments, out- 
going president Philip R. Crippen 
told the IPMA annual meeting at 
Peoria, Ill., that “I can only see a 
drastic worsening of industry relations 
unless drastic changes are made in 
the jobber-supplier set-up.” 

Crippen is proposing that majors 
appoint a man with the stature of 
vice president or sales manager to 
head an autonomous jobber relations 
division. The jobber expert, says Crip- 
pen, should adopt the jobber viewpoint 
and should argue that “what’s good 
for jobbers is good for the company, 
too.” 

Until this move is made, Crippen 
argues, jobbers will always find it 
difficult to deal with sales managers 
and marketing executives. Such men, 
he says, are in direct competition with 
jobbers where there is dual operation. 
The jobber has “a natural aversion” 
to this arrangement, Crippen says. 

Some jobbers are already saying 
that Crippen doesn’t go far enough 
in his suggestions. They point out that 
the problem of supplier relations is 
even keener on the local level. The 
real need for a jobber expert, they 
say, is in the divisions and districts, 
where suppliers and jobbers lock horns 
every day. 

Some suppliers have already seen 
the need Crippen speaks about. So- 
cony Mobil and Pure, for example, 
both have full-time jobber men high 
up in their marketing organizations. 
But majors generally argue that, while 
they want to help the jobber as much 
as they can—the recent margin in- 
crease is an example—they just 
can’t afford to turn over their whole 
field organization in order to put 
jobber experts in every office. Besides, 
they say, there aren’t that many 
qualified men, 


Another Vote Against S-11—IP- 
MA’s stand against S-11 is an indica- 
tion of strong jobber feeling every- 
where. 

Delegates to the IPMA meeting 
pointed out that nearly every jobber 
association is on record as opposed 
to the provisions of the bill. They're 
prepared to wage another stiff fight 
against the bill because they believe 
it spells hardship for the indepen- 
dent oil marketer. 

Crippen’s remarks sum up jobber 
feeling on the topic. He says, “There 
can be no compromise with one’s 
integrity. The battle lines are drawn. 
The proposed legislation is lousy. The 
simple fact is that no one can 
understand it. The proposed legisla- 
tion is therefore meaningless. 

“It is important,” Crippen continues, 
“that we let our dealers know that 
we are working for their interests— 
that we are trying to preserve a 
semblance of sanity in our industry 
and in our government.” 


Ohio Marketers 





Hands Off—Jobbers are still mul- 
ling over an address made to the 
meeting by Rexford S. Blazer, chair- 
man of the board of Ashland Oil & 
Refining Co. 

Taking up the suppliers’ view point, 
Blazer told the meeting, “Security un- 
der government guarantees is a de- 
lusion. In the pursuit of this will-o- 
wisp, the American people have al- 
ready sacrificed too large a share of 
their freedom. And the oil industry is 
no exception—we have already let too 
many people build too many fences 
around us.” 

Blazer also said, “It is my firm 
conviction that the oil industry will 
be able to expand its markets without 
pricing itself out of the market, and 
that it can accomplish this without 
benefit of too much help from Wash- 
ington.” 

Officers—Clyde Lyddon, Smith Oil 
and Refining Co., Rockford, was 
elected new president of the associa- 
tion (see page 195). 6 


Listening to Industry Problems 


IN BUSY Ohio, the oil jobber is doing 
quite well. Although the Ohio Petrol- 
eum Marketers Assn. heard a pair of 
hard-hitting speeches on Congressional 
investigations and the defects of indus- 
try public relations, they also talked 
in terms of improving their business— 
the value of management and dealer 
education, how to handle credit, and 
the opportunities of limited access 
highways. 

An Uninformed Public—Members 
heard Donald C. O'Hara, associate 
counsel for the National Petroleum 
Assn., point out that there have been 
a half-dozen Congressional investiga- 
tions involving oil in the past two 
months. He reviewed both the probe 
of oil prices and the debate on S.11 
(“anti-good faith”), strengthening the 
association’s already firm stand against 
the latter. 

And O'Hara pointed out that the 
views expressed in these public hear- 
ings seem to indicate that a surpris- 
ingly large segment of the public 
doesn’t understand the oil industry. 


Read About Oil People, page 195, 
for news about association officers 
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This tied in closely with a speech by 
C. J. Guzzo, vice president of Gulf 
Oil Co., who said that the industry 
must do a better job of advertising 
itself. All segments of the business, he 
said, must do public relations for the 
entire industry—and the front line for 
much of the work is at the dealer, 
jobber and supplier level. These are 
the men who deal directly with the 
public, Guzzo pointed out, and much 
of the industry's reputation lies in 
their hands. 

Credit Sense — Douglas E. Bur- 
roughs, general credit manager for 
Shell Oil Co., tackled the specifics of 
handling credit. He said that the meas- 
ure of credit has always been the three 
“C’s” of character, capacity and capi- 
tal. Now, he said, two more have been 
added: conditions and common sense. 
He spelled out in detail the dealer’s 
responsibility about credit. 

Freedom of the Roads—Limited 
access highways, as planned in the fed- 
eral program, will create a revolution 
in marketing, said C. Z. Hardwick, 
executive vice president of Ohio Oil 
Co. The principle of excluding busi- 
ness from highways assures freedom 
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NO LUBE JOB 
ISCOMPLETE 


until you lubricate every 
part that squeaks or binds 


THIS IS 
THE STICK 
THAT DOES 
THE TRICK! 


Use 


DOOR-EASE 


Stainless Stick Lubricant 
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DOOR-EASE completes every 
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tive way to prevent squeaks, 
wear, and stop sticking. Won't 
soil or stain clothes or car 
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Shop Size for service use; 15c 
Consumer Resale Size for 1001 
home uses. From 
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everywhere 
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Associations 


of competition for sites on the ap- 
proaches, he said, and safeguards 
against control of highway business. 

Hardwick urged the jobbers to sup- 
port this “free enterprise amendment” 
in order to protect their right to 
compete. 

Studying for Success — Manage- 
ment is more than “what the boss 
does,” said L. T. White, director of 
business research and education at 
Cities Service (see page 104). It’s be- 
come a science, he explained. White 
said that management techniques 
could be picked up on the job, but 


Texas Jobbers 





pointed out that more and more peo- 
ple are beginning to study manage- 
ment as an art. 

Dr. William B. Logan, Ohio State 
University, emphasized the impor- 
tance of courses teaching fundamen- 
tals of management. And he congrat- 
ulated the association on its own 
education program, which has in- 
cluded a management institute for 
jobbers and three sales clinics for 
dealers during the past year. 

Officers — All association officers 
were re-elected. Sam Bohlen, Snyder 
Oil Co., continues as president. a 


These Bonny Rainy Days 


IN PARCHED Texas, the rains that 
came had a lot to do with making the 
Texas Oil Jobbers Assn.’s annual meet- 
ing a successful and happy one. 

Before and during the meeting, rain 
fell in some parts of the state where 
seven and eight-year-old children had 
seldom seen this wonder of nature. 
With the thought in mind that the 
drought might, at last, be broken, 
other jobber problems seemed less 
important. 

About the only big worry the Texas 
jobbers had centered around §.11. 
They wondered what the passage of 
the bill would mean to them, and they 
were irked by remarks made by the 
bills’ sponsors (see Regions, page 149). 

State Tax Solution?—They were op- 
timistic about correcting one problem 
that has bothered them for several 
years. This one concerns collecting 
and paying state gasoline taxes. 

In Texas, refiners or manufacturers 
of gasoline have, according to law, the 
responsibility of collecting and remit- 
ting to the state gasoline taxes. The 
state gives the suppliers 45 days after 
a Sale is made before the tax monies 
have to be remitted. Also, the state al- 
lows a 1.5% allowance for collecting 
the taxes. 

Jobbers (and commission agents, as 
well) have maintained for years that 
they should be the ones primarily re- 
sponsible for collecting and remitting 
these taxes to the state. In the past, 
they’ve had to pay their suppliers the 
taxes upon receipt of gasoline deliv- 
eries (unless they made other arrange- 
ments with their supplier, as some had). 

After trying to work out arrange- 
ments with all suppliers, the jobbers 
finally felt they had to have legislation 
which would license them as distribu- 
tors, and make them the ones respon- 
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sible for collecting and remitting the 
taxes to the state. 

It’s not that the Texas jobbers want 
more responsibility or paper work. In- 
stead, by having the 45-day grace 
period themselves in addition to the 
allowance for collecting the taxes, they 
would have interest-free extra money 
they could use. 

The fate of the jobber-sponsored 
bill was still undecided when the job- 
bers met in Houston. 

A Cheerful Spring — Other than 
this, the Texas jobbers seemed opti- 
mistic about the future marketing out- 
look, and present business (unless the 
bills in Washington are passed). Some 
continued to complain about “station 
overbuilding,” and some talked of 
what they consider a trend on the part 
of some companies to direct opera- 
tions, with the “eventual elimination” 
of the jobber. But for the most part, 
all were much more optimistic than 
in the past. 

As for the association itself, it’s in 
excellent shape. A new home is being 
built for the group’s headquarters in 
Austin (it will cost around $45,000), 
the membership continues to grow, 
and the Houston meeting was attended 
by over 400 for one of the biggest 
turnouts ever. 

Other than to fire off a protesting 
wire to Sen. Kefauver, Rep. Patman, 
and all other Texas congressmen about 
Kefauver’s and Patman’s remarks 
about jobbers being “instructed” to op- 
pose §.11 and H.11, TOJA didn’t pass 
many resolutions. Instead, the group 
spent its time in panel sessions, trying 
to work out their various problems 
among themselves. 

Ed Crites, a Phillips jobber in Ft. 
Worth, was elected to head the as- 
sociation for 1957-58. * 
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Oklahoma Jobbers 





Suppliers Woo Hopeful Jobbers 


ASK OKLAHOMA marketers what 
their main problems are, and you hear 
about over-supply, the reluctance of 
farm accounts to pay up, and a still 
tight station labor picture. 

But it’s difficult to get the Oklahoma 
jobbers to talk about their problems. 
The reason: most are experiencing 
nice gains in their businesses, ard with 
Oklahoma celebrating its 50th anni- 
versary as a state, they are expecting 
a lot of tourist business this year. 

And to cap everything off, they are 
being wooed as never before by sup- 
pliers. 

Even the winter’s most severe bliz- 
zard — which kept some members 
from attending—and a fresh outbreak 
of retail price cutting couldn’t dampen 
their spirits when they congregated for 
the Oklahoma Oil Jobbers Assn.’s an- 
nual meeting in Oklahoma City. 

At the meeting, the association 
voted to join the National Oil Jobbers 
Council, thus becoming the NOJC’s 
newest member. 

The Problems—tThe price cutting 
took place in Oklahoma City, where 
the jobbers were meeting. During the 
two-day session, retail prices dropped 
3¢ gal. This was a good example, 
most agreed, of what happens when 
gasoline is in oversupply. But most 
were hopeful the depressed price con- 
ditions wouldn’t spread, and that they 
wouldn’t last too long. 

The rural area jobbers who attended 
the meeting seemed to be the most 
concerned. While some said they were 
trying to get farm accounts on a 30- 
day pay basis, others said they were 
still having to “carry them from sea- 
son-to-season, and year-to-year” or 
else lose a lot of their business. 

Since Oklahoma’s rainfall has in- 
creased this year, however, the jobbers 
catering to farmers were fairly opti- 
mistic about the outlook for the bal- 
ance of ’°57. They are hopeful crops 
will be good, and in turn, their collec- 
tions up. 

Finding, and keeping, good service 
station personnel is still a difficult 
problem in the larger cities like Okla- 
homa City and Tulsa, the large-city 
jobbers agreed. Some operating in 
smaller towns, however, said they 
have noticed a “slight improvement,” 
with higher-type personnel now avail- 
able in some cases. 

Supplier Relations Improve—Most 
of the Oklahoma jobbers were more 
than willing to cast aside their conccrn 


over these problems, and talk about 
improved business conditions and bet- 
ter supplier relations in the state. 

As an example, one jobber had 
what he considered a weak supplier 
connection with an independent re- 
finer a few years ago. At that time, he 
said, he had trouble finding anybody 
willing to take him on. 

Today, this jobber says he is very 
happy with his present supplier. But 
now “there are three major companies 
doing all they can to get me to switch 
to them. That is a far cry from what 
conditions were just a few years ago. 
Today, I know that if my present sup- 
plier doesn’t give me an adequate mar- 
gin, help me to build outlets, and in 
general be the business partner it 
should be, I won’t have a bit of trouble 
lining up another source of supply.” 

One reason the suppliers are woo- 
ing them more, according to the job- 
bers, is because the jobbers in Okla- 
homa are beating those companies 
selling through company-operated 
bulk plants. The jobbers might be a 
little optimistic in saying this. How- 
ever, one supplier representative did 
remark that “my company’s salary- 
operated business was down last year 
in this area (Oklahoma City) while 
most jobbers increased their sales.” 

At the Meeting—Over 100 regis- 
tered for the two-day session. Of this 
number, approximately 60 were job- 
bers. Since attendance was held down 
by the blizzard in the panhandle sec- 
tion of the state, all thought this was a 
very good turnout. It was the largest 
attendance at any meeting the group 
has ever had. 

In addition to voting to join the 
National Oil Jobbers Council, the as- 
sociation okayed holding another Man- 
agement Institute (the first one was 
held last year). OOJA also has its 
own monthly publication now, and is 
starting an insurance program for 
members and their employes. a 


California Council 


Legislative Goals 


LEGISLATION, both federal and 
state, kept the California Petroleum 
Marketers Council busy at its annual 
meeting. 

The group voted unanimously to op- 
pose S.11, the “anti-good-faith” bill, 
and gave executive secretary Dan 
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CLOTHING 


INDUSTRY 











The Lee working wardrobe — A com- 
plete outfit — Good looking, ical, 
money saving uniforms. Worn and 
preferred by men on the job. Wear 
tested to give greater satisfaction. Lee’s 
20 Tough Tailored extras stand up 
under hard use, countless washings. 
Lee Tailored Sizes are proportioned for 
pam fit, and they are comfortable 
‘or any height or build. 


7 Lee Sales Divisions! 


Largest staff of trained consultants in 
the industry assures you of efficient 
service, whether your needs are large 
or small. Call or welts tee meanest Lot 
Division Office; a salesman will contact 
you promptly. 


H. D. LEE COMPANY, INC. 


WORLD'S LARGEST MANUFACTURER 
OF SERVICE STATION UNIFORMS 


General Offices: 117 W. 20th St., Kansas City, Mo 
Sales Offices at Chamblee, Ga., South Bend, Ind., 
Minneapolis, Minn., Dallas, Texas, Trenton, N. J., 
San Francisco, Cal. 
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Associations 


Lundberg blanket permission to use 
every method at his disposal to fight 
the bill. 

Lundberg reported on bills that 
have been introduced in the state leg- 
islature under the instigation of the 
CPMC. One provides that trading 
stamps be dated to expire within one 
year, and that the value of the unre- 
deemed expired stamps revert to the 
state. Another bill would raise from 
double to treble the amount that could 
be awarded in a suit for damages un- 
der the Unfair Practices Act. A third 
bill, aimed at discouraging below-cost 
selling, forbids a retailer from limiting 
the quantity of merchandise a cus- 
tomer may purchase at a discount. 

Below-Cost Selling—aAsst. Attorney 


Florida Marketers 





General of California Wallace How- 
land also took up the problem of be- 
low-cost selling. This practice is not in 
itself illegal, said Howland, but it can 
become so when accompanied by an 
intent to injure competition. He said 
that suppliers have no legitimate inter- 
est in what their retailers do after they 
have bought and paid cash for their 
merchandise. Unless a supplier is fair 
trading his product, he has no legiti- 
mate control over its resale price. 
Thus, he said, there is no legal justifi- 
cation for a supplier to rebate, for 
the supplier would then be creating a 
price discrimination. 

Officers—W. H. Nickell, Western 
Highway Oil Co., West Sacramento, 
was elected president. s 


The Tourists Keep Coming 


THE HAPPY mood at the Florida 
Petroleum Marketers Assn. meeting 
was created by the biggest tourist sea- 
son Florida has ever had. Florida’s 
gasoline jobbers were content: their 
sales have been increasing at about 
double the national average. 

Only the fuel oil jobbers were un- 
happy. The unusually warm weather 
Florida enjoyed this winter cut their 
volume nearly 50%. 

Service Station Expansion—The 
steadily increasing gallonage and the 
new highway program have made 
many jobbers anxious to build new sta- 
tions. These marketers are interested 
in inexpensive stations, and a subcom- 
mittee of the association has come up 
with plans for a simple station costing 
from $7,000: to $12,000. The subcom- 
mittee will contact financing agencies 
to arrange member-financing of this 
type of station. 

And How to Finance It—The 
question of financing was discussed at 
a panel consisting of a professor from 
the University of Florida, the regional 
director of the SBA, a bank vice presi- 
dent, an insurance company vice 
president and an investment houseman. 

Zoltan Salkay, of Merrill Lynch, 
Pierce, Fenner and Beane, explained 
equity financing, but the jobbers ap- 
peared to prefer a more independent 
type of operation without outside 
stockholders. 

One of the hazards of mortgage 
financing, said insurance man G. Ho- 
ward Bryan, Independent Life and 
Accident Insurance Co., is the high 
prices often paid for station sites. 

Another Opposed to S-11—Florida 
jobbers joined their voices to the 
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chorus of jobber groups opposed to 
S-11 (the “anti-good-faith” bill). Both 
John C. Dial, district manager for 
Fure Oil Co., and J. G. Jordan, mar- 
keting vice president of Shell Oil Co., 
pounded the bill in their speeches, 
and the association’s legislative com- 
mittee recommended that there be no 
let-up in the fight against the bill. 

Resolved—The association adopted 
resolutions to oppose increasing TBA 
sales by post exchanges; to work for 
an anti-trading stamp bill in the state 
legislature; to make a study of long- 
term station leases; and to discuss 
commercial account discounts with 
suppliers. 

A second management development 
conference for jobbers was set up for 
the fall, and a training program for 
high school students was organized. 

Officers—Frank N. Robshaw, South 
Atlantic Oil Co., Palatka, was elected 
president (see page 195). ® 


N. J. Oil Heat 





Intermountain 


Independent? Yes! 


TWO HUNDRED members of the 
Intermountain Oil Jobbers Assn. are 
“unalterably opposed” to S-11, the 
“Anti-good-faith” bill—and deny just 
as firmly that any pressure from major 
companies is involved. 

Orson Wright, reporting for the 
legislation committee, said that some 
congressional members had indicated 
that they thought pressure had been 
applied by suppliers. Their group, he 
said, “has never been approached by 
any supplying company attempting to 
influence our opinions.” The associa- 
tion, he added, does not take the 
dictates of any company. 

Brainstorming—The ins and outs of 
retail sales training plans were given 
by L. W. Leath, vice president, Sin- 
clair Refining Co. The other two 
speeches concentrated on some of the 
less obvious ways of improving 
business. 

E. R. Weskine, Ethyl Corp., showed 
how to apply the popular technique 
of brainstorming to business problems. 
He illustrated his talk by setting up 
a brainstorming session on the stage 
—the result was over a hundred new 
ideas on how to increase motor oil 
sales. 

What motivates people—and sales 
people in particular—was discussed by 
Clyde Port, division manager for 
General Petroleum Corp. And W. L. 
Spencer covered “Statesmanship in 
Marketing.” 

Fuel Oil Worries—The members 
took a worried look over their shoul- 
ders at the progress natural gas has 
made in the area over the past year, 
and appealed to their suppliers for 
help. They adopted a resolution that 
the suppliers be asked to support the 
cooperative advertising campaign of 
the Oil Heat Institute. ® 





New Push for Outdoor Promotion 


OIL HEAT Council of New Jersey 
will again lean heavily on outdoor 
posters to advertise its message. The 
new promotion drive gets under way 
in July. During the peak of the 
campaign, 200 posters will be used. 
Themes will be the same as last year 
(NPN—April, p136). 

OHC wants to raise $103,508, al- 
most double last year’s kitty, with less 
than half of it going for posters. 

If that budget sum is raised by 


retailers and suppliers, OHC will add 
newspapers and radio to the drive for 
the first time. A little more than 
$23,000 will go into each of the new 
media. 

Ads will be scheduled once a week 
in 22 daily papers, with the cam- 
paign going for 17 weeks. Eight radio 
stations will be used for 13 weeks, 
with broadcasts totaling 1,404 and 
varying from one-minute spots to four 
5-min. newscasts a day. a) 
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can help tell 


oil’s story 


on TV! 


Bring “PROGRESS PARADE” films 


to your local TV station— 
build prestige for yourself 


and your industry! 


The Oil Information Committee is pro- 
ducing a series of special TV programs 
about the oil industry called “PROG- 
RESS PARADE.” Each program takes 
the viewer “behind the scenes” to show 
him this vital industry is working in 
his best interests. All phases of the 
industry are covered —and because the 
programs are informational in nature, 
stations are glad to telecast them in the 
public interest — without commercials. 

“PROGRESS PARADE” offers you 
an excellent opportunity to participate 
in your industry’s public relations pro- 
gram and to tell your neighbors how 
petroleum helps make their everyday 
lives more enjoyable, more worthwhile. 

The Program Manager of your local 
TV station is constantly looking for 
new program features and will be 
happy to receive these specially pre- 


pared 1314-minute films. Four differ- 


ent TV films are issued every year. 


How to get ‘PROGRESS PARADE” 
television films 

First check if the TV station in your 

community has the latest “PROGRESS 

PARADE” film. If not, just get in 

touch with your local Oil Information 





American Petroleum Institute 


Committee. They will provide you 
with the most current “PROGRESS 
PARADE”—and any additional infor- 
mation you'll need. 

Don’t miss this opportunity to tell 
your story—the oil story—on television. 
You'll be helping yourself, your com- 
pany and your industry all at the same 
time! 





50 W. 50th St., New York 20, N. Y. 


I would like to have the“PROGRESS PARADE” films televised in my community. 
Please send me the address of my nearest Oil Information Committee District Office. 
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ig Fleets buy 


ONLY FORD GIVES YOU ALL 


NEW Heavy Duty V-8 engines now have 4-barrel 
carburetion standard. Fresh-air intake with new 
thermostatic control optional on 302 and 332 V-8 
engines. Dual exhausts also available. 


NEW Styleside pickup bodies, standard at no extra 
cost. America’s biggest pickup bodies! Built wider 
with all-steel rugged box section corner reinforce- 
ments and recessed taillights. 


NEW riding comfort! A completely new chassis sus- 
pension, roomy cabs with increased visibility, greatly 
improved riding and handling ease. 


go modern in a big way. 
GVW up to 45,000 Ib. 
GCW up to 65,000 Ib. 
Up to 212 horsepower. 


THESE MODERN FEATURES 


NEW power advances! New higher horsepower, new 
freer breathing, new higher compression ratios, new 
Super-Filter air cleaner. New advancements from 
camshafts to carburetors. 


NEW Driverized cabs—completely new——stronger, 
roomier, smarter! New wider full-wrap windshield. 
New inboard cab step, new Hi-Dri ventilation, new 
easy-to-read instrument panel! 

NEW chassis strength! New frames, up to 13% 
stronger. New sturdier axles! New higher-capacity, 
easier-riding springs! 


FORD TRUCKS COST LESS 


~  4€8S To 
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more FORD TRUCKS 
than any other make! 


Why? . . . because on- 
the-job performance and 


low operating costs prove 
FORD trucks cost less! 


Billions of miles of on-the-job experience have 
proven Ford’s dependable performance and 
low operating costs to the big fleet owners. 


Petroleum transporters, large and small, 


have found Ford trucks are best for their fleets, 
too. To begin with, Ford’s initial costs are low. 


Many models are priced below all competitive 
makes. For example, the new Ford Tilt Cab 
models are America’s lowest-priced! * 


And it costs less to run a Ford truck! Thanks 
to modern Short Stroke power and sturdy 
chassis construction, operating costs and “shop 
time” are reduced. Another important Ford 
plus is longer truck life—a fact certified by 
independent insurance experts. 


Add it all up—you’ll find Ford trucks do 
cost less! Contact your Ford Dealer . . . let 
him show you why the big fleets are buying 
more Ford trucks than any other make. 


*Based on comparison of manufacturers’ suggested retail prices 
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New Tilt Cab line offers six series 
from 18,000-Ib. GVW to 60,000-Ib. 
GCW. All the advantages of 

“cab forward” compactness, plus 
better engine accessibility. 


Markets and Prices 


Midwest Markets Have a Screw Loose 


That's what one observer thinks after seeing prices drop 
below pre-crude-hike levels. And octane increases may 
stir up Midwest gasoline prices — or firm them up 


An erudite Midwest oil man last 
month said that had Lewis Carroll 
lived another 60 years he would have 
added another chapter to Alice in 
Wonderland telling how a refiner 
makes a profit while selling below cost. 
This whole business, he said, is like 
the Mad Hatter’s tea party: it doesn’t 
make a bit of sense. 

In Chicago, for example, the close 
of the heating oil season found spot 
wholesale prices for distillates 0.25¢ 
below prices prevailing just before the 
January crude oil hike. Twin Cities 
distillates were 0.375¢ below pre-hike 
prices. 

As though this weren’t enough, No. 
1 and No. 2 fuels near mid-April were 
quoted at 11¢ and 10.25¢, FOB Chi- 
cago District, same as Gulf cargo price, 
and Twin Cities at 11¢ and 10.375¢, 
respectively. But sellers generally con- 
ceded that these range lows could be 
beaten down another 0.25¢ by a spot 
buyer taking immediate delivery. 

Octane Hike Tests Prices—Sources 
also said it looked as though the Mid- 
west in May and June will be a proving 
ground for gasoline prices. T. E. Fitz- 
gerald, executive marketing vice presi- 
dent for DX-Sunray said his company 
expected to market 99 octane premium 
gasoline in place of its present 97 oc- 
tane product within 30 days in Arkan- 
sas, Tennessee, Mississippi and Ken- 
tucky. 

There were general indications that 
this might be the opening shot to 
similar octane hikes in the general area 
served by the Great Lakes Pipe Line 
system, because trade sources said 
other large marketers were consider- 
ing a similar move. 

Whether the jump in octane num- 
bers would stabilize gasoline prices was 
moot. The question uppermost in some 
minds was whether refiners merely 
would be “giving away octane” or 
whether an improved product could 
command more price respect in the 
open market. As it was, traders said 
gasoline prices were far from firm in 
Chicago and Twin Cities as product 
entered the heavy demand season. 

They pointed out that Chicago mar- 
keters already had given up 0.25¢ of 
the Jan. 12 price hike of 1¢ and Twin 
Cities had yielded 0.5¢ of the Jan. 11 
boost of 1.5¢. At the same time, dis- 
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counting was rampant at virtually all 
terminal points along the west leg of 
the Great Lakes line. 

Veteran traders at the Gulf Coast, 
meanwhile, said the market there had 
never been duller. Although gasoline 
was “deathly quiet,” a number of re- 
finers and traders said late in April that 
product had the “feel of spring” and 
some of the pessimism had gone out 
of this market. 

The outlook for distillates also was 
somewhat improved because of a step- 
up in tanker nominations by foreign 
buyers who were seizing advantage of 
sharp declines in tanker rates to lift 
diesel and No. 2 purchases made mid- 
winter. Some refiners said completion 
of these foreign contracts put them in 
sold-up positions on. distillates well into 
the second and third quarters. 


Marketing Highlights 


Midwest Wholesale—The Midwest 
continued to hold center-stage atten- 
tion because of the way sellers hacked 
away at prices to hold their spot gal- 
lonage. 

Suppliers said the early spring slop- 
piness in both gasoline and middle dis- 
tillates was due to the same malady— 
oversupply. The high rate of local re- 
finery activity, improved barging con- 
ditions on the Mississippi river, prolifi- 
city of pipeline shippers and aggressive 
marketing tactics all contributed, trad- 
ers said, to a “viciously competitive 
season.” And, in the case of distillates, 
they added, mild weather hurt in cur- 
tailing demand. 

So plentiful were local bargain offer- 
ings of gasoline and distillates in mid- 
April that Chicago suppliers nearly had 
abandoned barges for bringing up 
product. As a result, clean barge rates 
dropped from 0.275¢ per ton mile in 
January to 0.2-0.225¢ in April, with 
few takers. Product could be bought 
cheaper from Chicago refineries and 
stockpiles than at the Gulf. 

Residual prices in Twin Cities also 
slipped back 0.5¢ in early April, re- 
storing pre-crude rise prices of 9.4¢ 
for No. 5 and 8.7¢ for No. 6 high sul- 
fur. Local sellers said an influx of cut- 
tate tank car material from Montana 
and Wyoming had brought on the 
weakness. Chicago’s heavy fuel mar- 
keters said good demand that typified 


this winter season was continuing into 
spring and prices might hold through- 
out summer if asphalt demand met gen- 
eral expectations. 

Mid-Continent — Intermittent cold 
spells helped to keep the Mid-Conti- 
nent market in a confused state. Colder 
weather cleaned out some of the big 
distillate stocks at northern pipe line 
terminals, but heavy snows and rains 
delayed gasoline and road oil demand. 
As a result, demand for all products 
at refineries was light. 

Distillate and heavy fuel prices 
dropped 0.25¢ gal. and 15¢ bbl. re- 
spectively, in Oklahoma. Gasoline quo- 
tations to contract customers held but 
all products were subject to “dis- 
counts” at pipe line terminals. Accord- 
ing to resellers, gasoline could be 
bought in some cases at “1¢ under 
market” and distillates at “0.5¢ to 
0.75¢ off.” 

Gulf Coast—Trading at the Gulf 
failed to revive. A flurry of tanker 
nominations in mid-April from foreign 
buyers to pick up earlier purchases of 
No. 2 and diesel fuel brightened the 
spring and summer outlook for middle 
cuts. 

Gasoline was quiet, but strike threats 
hanging over some plants caused 
suppliers to tighten their grip on all 
grades. Previously, refiners generally 
were indicated a quick to sell because 
of big inventories, but they are not 
pushing product from fear that it 
might drive prices down at start of the 
consuming season. 

Atlantic Coast—Principal develop- 
ment along Atlantic coast appeared 
to be failure of fair-trade idea to hold 
its own in gasoline marketing. 

Fair-trade in Pennsylvania began 
and ended with moves by Atlantic 
Refining Co. Atlantic started stipulat- 
ing minimum retail prices for gasoline 
under its brand name in June 1956, 
when low retail prices were a threat 
to dealer livelihood. 

The short history of fair-trade in 
Pennsylvania has been erratic and in 
11 months there were eight changes 
in dealer tank wagon prices. 

Stumbling blocks to fair-trading in 
Pennsylvania were given as competi- 
tion from private branders in key 
areas and fact that fair-trading was 
not accepted by all marketers. * 
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Market Barometer 





PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


YEAR 499 «6510 «(53 =«COSS JFMAMJJASOND YEAR 49 51 53 55 JFMAMJJASOND 
1957 1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


4.60 


YEAR 49 51 53 55 JFMAMJJASOND YEAR 49 51 53 55 JFMAMJJASOND 
1957 1957 








Average prices for crude oil, and four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 





Apr. 15 
-» -15.25(2) 
. -18.75-14.375 

. -13.5-14.25 

. -12.75-13.25(8) 

. -12-12.625 
11.75-12.625 
11.6-12.5 
11.125-11.75(3) 
10.75-11.25 
10.625-11.25 
10.375-10.5 


10.25(2) 


i 


sarxsssess 
RRRRRRRRRE 


5 


20 
15.7-16.5 
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15.9 
14,1-14.3 
14.4 


re 


«++ -14.9-17.9 
--.-14.9-17.9 
. -12.9-15.4 
12.9-15.4 


it 


- 18.9 
16.4 


$8 
2 


15.95-17.45 
15.3 
(2)13.95-14.4 
13.95 


8388 
RRR 


> 
: 


. -%(3)14.5-15.5 
x(3)14.25-14.75 
14.5 


12 (2)14.25-14.5 
x(3)12.75-13.5 


Seseeass 
RARRRRRR 


tet 


14.25-15.25(2) 
(2)11.75-13.25 


Houston, 
96 oct. 
89 oct. 
96 oct. 
89 oct. 


16.4-17.65 


fit 


Minn. 
eee « (4) 15-15.25 
(4)13.25-13.5 


Bs 
RR 


16.6-17.6 


23 
anf 


tH 


athe 


| 


16.45(2) 
14.7(2) 


ss 
RR 


18.2-18.3 
14.7-14.8 
16.05-17.65 
14.3-14.9(5) 


(3)16.05-17.9 
14.3-14.9(4) 


15.25(2) 
13.75-14.375 


13,5-14.25 
12.75-13.25(3) 
12-12.625 
11.75-12.625 
11.5-12.5 
11.125-11.75(3) 
10.75-11.25 
10,625-11.25 
10.375-10.5 
10.25(2) 


20 
15.7-16.5 


17.8 
15.9 
14.1-14.3 
14.4 
14.9-17.9 
14.9-17.9 


12.9-15.4 
12.9-15.4 


18.9 
16.4 


15.95-17.45 
15.3 
(2)13.95-14.4 
13.95 


(5)14.75-15.5 
(5)14.5-14.75 
14.5 
(2)14.25-14.5 
(4)13-13.5 
(6)12.75-13 
12.75-13 
(2)12.5 


14.5-15.5 
12(2) 


16 
14 


14.25-15.25(2) 
(2)11.75-13.25 


16.4-17.65 
14.9(7) 


16.65 
14.9 


x15-15.25(4) 
x13.25-13.5(4) 


16.6-17.6 
14.6(2) 
18,7 

16.2 


17.7 
14.2 


16.7-18.3 
16.05 
14.7(2) 
14.55 
16.45(2) 
14.7(2) 
18.2-18.3 
14.7-14.8 
16.05-17.65 
14.3-14.9(5) 


(3)16.05-17.9 
14.3-14.9(4) 


MOTOR GASOLINE 
Apr. 8 


15.25 
13.75-14.375 


(2)13.5-14.25 
12.75-13.25(2) 
12-12.625 
11.75-12.625 
11.5-12.5 
11,125-11.75(2) 
10.75-11.25 
10.625-11.25 
10.375-10.5 
10.25(2) 


20 
15.7-16.5 


17.8 
15.9 
14.1-14.3 
14.4 


14.9-17.9 
14.9-17.9 
12.9-15.4 
12.9-15.4 


18.9 
16.4 


15.95-17.45 
15.3 
(2)13.95-14.4 
13.95 
(5)14.75-15.5 
(5)14.5-14.75 
14.5 
(2)14.25-14.5 
(4)13-13.5 
(6)12.75-13 
12.75-13 
(2)12.5 


14.5-15.5 
12(2) 


16 
14 


14.25-15.25 
(2)11.75-13.25 


16.4-17.65 
14.9(7) 


16.65 
14.9 


15.125-15.25(4) 
13.375-13.5(4) 


16.6-17.6 
14.6(2) 


18.7 
16.2 


17.7 
14.2 


16.7-18.3 
16.05 
14.7(2) 
14.55 
16.45(2) 
14.7(2) 


18.2-18.3 
14.7-14.8 


16.05-17.65 
14.3-14.9(5) 


(3)16.05-17.9 
14.3-14.9(4) 


Mar. 25 
15.25 
13.75-14.375 

)13.5-14.25 
12.75-13.25(2) 
12-12.625 
11.75-12.625 
11,.5-12.5 
11,125-11.75(2) 
10.75-11.25 
10.625-11.25 
10.375-10.5 


10.25(2) 


20 
15.7-16.5 
17.8 

15.9 
14.1-14.3 
144 


14.9-17.9 
14.9-17.9 
12.9-15.4 
12.9-15.4 


18.9 
16.4 


15.95-17.45 
15.3 
(2)13.95-14.4 
13.95 
%(5)14.75-15.5 
x(5)14.5-14.75x 
x14.5 
x(2)14,.25-14.5 
«(4)13-13.5 
x(6)12.75-13x 
x12.75-13 
x(2)12.5x 
14.5-15.5 
12(2) 
16 
14 


14.25-15.25 
(2)11.75-13.25 


16.4-17.65 
14.9(7) 


16.65 
14.9 


x15.125-15.25(4) 
x13.375-13.5(4) 


16,6-17.6 
14.6(2) 


18.7 
16.2 


17.7 
14.2 


16.7-18.3 
16,05 
14.7(2) 
14.55 


16.45(2) 
14.7(2) 


18.2-18.3 
14,7-14.8 


16.05-17.65 
14.3-14.9(5) 


(3)16.05-17.9 
14.3-14.9(4) 





Apr. 15 
15.95-17.55 


prem 4.25-16 
Sia EES 
60 oct. M & below. 11.75-1 


14.25-15.5 
(5)12.5-12.75(3) 


oct. 
@0oct. M & below . 11.5-12 


N. Tex. (Tex. & New Mex. shpt.) 
97 oct. 


84 oct. 
60 oct. M & below. 11.875-13.5 


W. Tex. (Tex. & New Mex. shpt.) 
97 oct. 


15.875 


eesty srazacg szees 
aRRAS BRARARE RRRR 


uf 


y @ 
& 12.75-13 
60oct. M & below .11.75-12.125 


bang Penna. Bradford-Warren: 


14.75 
13.5-14.7 


14.75-15.5 
13.25-13.75 


Ohlo—Quotation of 8.0. Ohio for delivery 


California Los Angeles District: 
Rack 


96 oct. prem... . .(6)15.1-16.7x 
«. « « (6)14.1-15.8x 
(6)13.1-13.6x 


Tank Truck (400 gals. or more) 
96 oct. prem... . . 20. 
84 oct. reg. 

San Francisco District: 

84 oct. 


ut 
(2)13.75-14(4) 


MOTOR GASOLINE 


Apr. 8 


15.95-17.55 
14.2-14.8(4) 


15.02-17.35 

4.65 
13.62-13.85(2) 
13.3 


14.25-16 
Ose 
11.75-12.25: 
ou 
(5)12.5-12.75(3) 
11.5-12 


15-16.3 
15-15.55 
(2)13.25-14.25 
13.25-14 
13.25-13.75 
11.875-13.5 


15.875 
15-15.125 


13.5-13.75 
(2)13.25 
12.5-13.25 
15-15.25(3) 

13-13.5 
13-13.75 
13-13.5 
(2)12.5-13 


Kans. destinations onty) 
4.5-14.75(2) ( 14.5-14.75(2) 


12.78-13 
11,75-12.125 
14.75 
13.5-14.7 
14.75-15.5 
13.25-13.75 


15.4 
13.65 


5 
Ss 
13.75-14(4) 


iti 
14.1 
13.1 


15.1 
14.1 
13.1 


Apr. 1 


15.95-17.55 
14.2-14.8(4) 


15.02-17.35 

65 . 
13.52-13.85 (2) 
13.3 


14.25-16 
preg st 
11.75-12.25(2 


pat 
12.5-12.75(3) 
11.5-12 


15-16.3 
15-15.25 
woo 
13.25-13.75 
11.875-13.5 


15.875 
_— 


13.5-13.75 
(2)13.25 
12.5-13.25 
15-15.25(3) 
13-13.5 
13-13.75 
13-13.5 
(2)12.5-13 


15.875 


4.25 
13.75 
12.75 
12.5 


(3)14.5-14.75(2) 


ince 


2 
11.75-12.125 


14.75 
13.5-14.7 


14.75-15.5 
13.25-13.75 


15.4 
13.65 


to Ohio points: 
15 


(616 
(2)13.75-14(4) 


20.3 
17.1(2) 


20.8 
17.6 


Mar. 26 


15.95-17.55 
14.2-14,8(4) 


15.02-17.35 
14.65 

13.52-13.85(2) 
13.3 


14.25-16 
(5)12.75-13(3) 
11.75-12.25(2) 


at 
12.5-12.75(3) 
11.5-12 


15-16.3 
15-15.55 
(2)13.25-14.25 
13.25-14 


13.25-13.75 
11,875-13.5 


15.875 
15-15.125 
14 
13.5-13.75 
13.25 
12.5-13.25 
15-15.25(3) 
13-13.5 
13-13.75 
13-13.5 
(2)12.5-13 


15.875 
15,125 


eH 4.5-14.75(2) 
(5)12.75-13 


12 
x11.75-12.125 


$4.75 

13.5-14.7 
14.75-15.5 
13.25-13.75 


16.4 
13.65 


15 
pH 
13.75-14(4) 


15.1(7) 


itt) 
13.16 
x20.3 

17.1(2) 


x20.8 
x17.6 





Refinery and terminal prices herewith are reproduced from Platt’s 
Oilgram Price Service, a daily publication associated with NPN. 

rices shown in refinery and terminal tables are sales prices, or 
quotations, or general offers, or posted prices, reported by refiners, 
by product pipe line terminal operators, by river terminal operators, 
a tanker terminal operators, for current sales and shipments, 
except as otherwise specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by dis- 
counts off a specified price; “market-date-of-shipment” prices; prices 
named in contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or 
truck transport lots or barge lots. Prices applying only to barge lots, 
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or cargo lots, or truck transport lots, are so designed. Prices 
cents per except wax and petrolatums in cents per pound, 
cents per gallon, except is shown, in dollars per barrel of 42 
U. S. gallons. Prices do not include taxes or ees. 


neg reported as received by Oilgram and 
fows ut pe qreenenes: for Salbpcribers’ private use only and not for 
resale or distribution or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal o tors. 

Gasoline octane ratings are by ASTM Research Method and are 
minimum ratings, ex where letter indicate the 
parenthetical 8g 

aren 
oe of ee quoted the price shown. Letter “X” 

ge. 
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DISTILLATES & FUELS 


Gulf Coast Cargoes = Apr. 15 
41-43 w.w, kero. . (2)10.75-11(2) 
No. 2 fuel 

coat} om ..} 


43-47 di. oil. . 10.375-10.5( 
Bunker C fuel. . ..$2.75-3.15 
Bunker C fuel 

max 1% sulfur.$3.05-3.15 


Albany, N. Y. 


Kerosine/No. 1... (2)12.3-12.7(8) 


(2)11.7-12.1(9) 


‘Kerosine/No. 1.. .12.5(8) 
do 


bunkers $4.19 
Bunker C, bunkers $2.70(2) 


Boston, Ma: 
Kerosine/No.” 1., .12.6(16) 
N 12(16) 


2) 10. bo maery 
625-10.87 


Apr. 8 
oie, .75-11(2) 


(3)10.25-10.5(2 
10.625-10. Ce 
10.375-10.5(2) 
$2. He 


$3.05-3.15 
x12.3-12.7(9) 


x11.7-12.1(10) 


12.5(5) 
$4.76-4.87 


12.3(4) 
$4.26(2) 
fe 
iar 
$3.33(4) 
$3.30(4) 
$5.02(4) 
$4.76(3) 
.30(4) 


$4.19 
$2.70(2) 
12.6(16) 
12(16) 
12.4(4) 
$4.26(6) 
$3.36(5) 
$3.33(4) 
oie 
$3.33(6 
13.55(5) 
13.45(3 
is 
11(2) 


Apr. 1 
» Sarum 


Mar. 25 
(2)10.75-11(2) 


coo © (2)10. ary ied 
48-52 d.i. gas oil. . (10. 5-10. msc) eae t+ 625(2) (10. 5-10. oe” or Ch. 10 was 


10.375-10. 
$2.75-3.1 


$3.05-3.15 


12.7(10) 
12.1(11) 


12.5(5) 


$4.76-4.87 


$3.58(2) 


$4.76(3) 
$3.30(4) 
11.3 
10.75 
11.1 
$3.23 
$2.73 
$2.70 
$4.45 


$4.19 
$2.70(2) 


12.6(16) 
12(16) 


12.4(4) 

$4.26(6) 
$3.36(5) 
$3.33(4) 


$5.06(3) 
$3.33(6) 


13.55(5) 
13.45(3) 
— 


10.37 

$2 
(2)$3.05-3.15 
12.7(10) 


12.1(11) 


12.5(5) 
$4.76-4.87 


$3.58(2) 
35m 
12.25(6) 
11.9(12) 
11.65(7) 


12.3(4) 
$4.26(2) 


$4.19 
$2.70(2) 


12.6(16) 
12(16) 


12.4(4) 
$4.26(6) 


$3.36(5) 
$3.33(4) 


$5.06(3) 
$3.33(6) 


13.55(5) 
13.45(3) 
* a 


11@) 


2 11(2) 
(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than prices shown. 


.12.3(6) 
11.9(6) 


Charleston, S. C. 
Kerosine/No. 1.. 


Bunker ce — sac 


Rang i/No. 1... (9)11-11.65x 
2 fuel (9) 10.25-10.65x 
No feel low 


i2.3(6) 
11.9(6) 


12(3) 
$3.74 


$3.24(2) 
$3.21(3) 


$4.89(2) 
$3.21(4) 

(9) 11-12x 
(9)10.25-11x 

9.9 
(3)9.85-10.15(2) 
(2)8.85-8.95 
(3)8.6-8.9(2) 


11.35° 
10.7° 


12.3(6) 
11.9(6) 
12(3) 
$3.74 


$3.24(2) 
$3.21(3) 


$4.89(2) 
$3.21(4) 


x(7)11-12.15 
x(8)10.25-11.15 


9.9 


(3)9.85-10.15(2) 
(2)8.85-8.95 
(3)8.6-8.9(2) 


11.35° 
10.7° 


12.3(6) 
11.9(6) 


12(3) 
$3.74 


$3.24(2) 
$3.21(3) 


$4.80(2) 
$3.21(4) 
(8)11,25-12.15 
(9)10.5-11.15 
9.9 
(3)9.85-10.15(2) 
(2)8.85-8.95 
(3)8.6-8.9(2) 


11.35° 
10.7° 


$2.88 
(2)$2.85-3.15 


$3.15 
(2)$2.85-3.15 


$2.88 
(2)$2.85-3.15 
$3.15 
(2)$2.85-3.15 
13.35 
13.35-13.55 
12.35-12.55 


yo d 
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Apr. 16 


nkers 4(4) 
Bunker C, “Sey ‘on 75-3. 


Jacksonville, Fla. 


Rantenie, 1,. .13.2(10) 
12.2(8) 


ag 


$5.124(5) 
Bunker C, bunkers $3.17(6) 


$3.14 
$3.11(2) 
inkers $5.124(4) 
Bunker C, bunkers $3.11(3) 


Mopls-St. Paul, Minn. 


Range oil No. 1. .(5)11-12.8 
No. 3 a (5) 10.375-12 


No. 5 
x(3)9.4-0.9 
sulfur x(3)8.7-9.2 


Mobile, Ala. 


Kerosine/“o. 1.. . 12. Hh 


704( 
Bunker C. bunkers $2.80 


New Haven, Conn. 
gy og &.. cr 
fuel 11.9(1 


Kerosine/No. 1... 11.3(4) 
10.75¢ 


Bunker C, bunkers $2.75(3) 
New York Harbor 


Kerosine/No. 1.. . 12.5(22) 


Bunker C, bunkers (11)$3.30-3.40 


DISTILLATES & FUELS 


Apr. 8 
11-115 
10.75-11 
10.75-11 
10.5-10.75 
10.75-11.125 


(3)$2.78-3.05 
(5)$2.75-3.10 


$3.08 
43.05 


(3)$4.45-4.69 
$4.24(4) 

10 = (6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


$3.20(5) 
$3.17(6) 


$5.124(5) 
$3.17(6) 


13.2 
12.4(3) 
$3.14 
$3.11(2) 
$5.124(4) 
$3.11(3) 
(5) 11-12.8 
(5) 10.375-12 
(4)9.9 
(4)9.2 
12.4(4) 
11.5(2) 


$2.83 
$2.80 


$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 


12.3(4) 
$4.37 
$3.35(3) 
$3.32(2) 
$5.04 
$3.32 
11.3(4) 
10.75(2) 
11.1(2) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
(12)$4.23-4.72 
(12)$4.20-4.62 
$3.83 

$3.80 


(14)$3.33 
(15)$3.30 


$3.68(2) 
$3.65(2) 


$5.02(4) 
$4.76(3) 


(11)$3.30-3.40 


Apr.1 
11-115 


10.5-10.75 
10.75-11.125 


(3)$2.78-3.05 
(5)$2.75-3.10 


$3.08 
$3.05 


(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 


$3.20(5) 
$3.17(6) 


$5.124(5) 
$3.17(6) 


13.2 
12.4(3) 
$3.14 
$3.11(2) 
$5.124(4) 
$3.11(3) 
(5)11-12.8 
(5)10.375-12 
(4)9.9 
(4)9.2 
12.4(4) 
11.5(2) 


$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 


12.3(4) 
$4.37 


$3.35(3) 
$3.32(2) 


$5.04 
$3.32 


11.3(4) 
10.75(2) 


11.1(2) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
(12)$4.23-4.72 
(12)$4.20-4.62 
$3.83 

$3.80 


Mar. 25 

11-115 
10.75-11 

10.75-11 
10.5-10.75 
10.75-11.125 
(3)$2.78-3.05 
(5)$2.75-3.10 


$3.08 
$3.05 


(3)$4.45-4.69 
$4.24(4) 
(6)$2.75-3.10 
13.2(10) 
12.2(8) 
12.2(5) 
$3.20(5) 
$3.17(6) 
$5.124(5) 
$3.17(6) 


13.2 
12.4(3) 


$3.14 
$3.11(2) 
$5.125(4) 
$3.11(3) 
x(5)11-12.8 
x(5)10.375-12 
(4)9.9 

(4)9.2 

12.4(4) 
11.5(2) 


$2.83 
$2.80 


$4.704(2) 
$2.80 


12.5(9) 
11.9(11) 


12.3(4) 
$4.37 
$3.35(3) 
$3.32(2) 


$5.04 
$3.32 


11.3(4) 
10.75(2) 


11.1(2) 
$3.28 


$2.78(2) 
$2.75(2) 


$4.45(4) 


$4.24(2) 
$2.75(3) 


12.5(22) 
12.25(22) 
11.9(19) 
11.65(21) 


12.3(6) 
(12)$4.23-4.72 
(12)$4.20-4.62 
$3.83 

$3.80 


(14)$3.33 
(15)$3.30 


$3.68(2) 
$3.65(2) 


$5.02(4) 


$4.76(3) 
(11)$3.30-3.40 
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Refinery and Terminal Prices 





DISTILLATES & FUELS DISTHLLATES & FUELS 
Apr. 8 Apr. 1 Mar. 25 Apr. 15 Apr. 8 Apr. 1 Mar, 25 
12.5(7) 12.5(7 ~ 12.57 
ett ie 4 oe Bie 13.1(9) 13.1(9) 13.1(9) 


12.1(7) 12.1(9) 12.1(7) 
12.3(5) 12.3(5) 12.3(5) 


12.1(6) 12.1(6) 12.1(6) 
$3.32(3 $3.32(3) $3.32(3 
br} a Ban $3.07(6) $3.07(5) $3.07(5) 


$3.05(5) $3.05(5) 
$5.02(4) $5.02(4) $5.02(4) $5.082(5) $5.082(5) 


Bek ccakre $08 $3.05(5) $3.05(5) 
bunkers (3) $4.76(3) $4.76(3 $4.76(3 — acai . “ 
Bunker C, bunkers $3.28(6) $3.26(6) Saaete) ss2806 Bee NE 


Pensacola, Fla. Kerosine........12.7 12.7 x12.7 
KereamerNe 1..12.4(4) 12.4(4) 12.4(4) 12.4(4) 12.15 12.15 x12.15 


Shad 5 11.5(3) 11.5(3) 11.5(3) No. 12.45-13.15 12.45-13.15 x12.45-13.15x 
Diesel oi No. eee eee  AL45-12.15 11.45-12.15 x11.45-12.15x 95- 
plan’ . -11.5(2) 11.5(2) 11.6(2) 11.5(2) . J 9.85-10.35(2) 9.85-10.35(2) . 85-10.35(2) 
No. 6 fuel. .... . .8.85-9. 6(2) 8.85-9.6(2) 8.85-0.6(2) 8.85-9.6(2) 
12.5(10) 12.5(10) i2.5(10) 


0 0 Wilmington, N. C. 

12.257 i * 

rte, 119000) Kerosine/No. 1...123(7) 12.3(7) 12.3(7) 12.3(7) 
11.68(7) 11.657) : No. 2 19 11.9(7) 11.9(7) 11.97) 


12.3 5 . oat 12(3) 12(3) 12(3) 
\ Mr EY 5 17 $4.17 $4.17 $4.17 


$4.89(3) $4:89(3) $4.89(3) $4.89(3) 
$3.43(8) $3.43(8) 
$3.40(8) $3.40(8) Okla. (Okla. shpt.) 
3.6016) 3.6808) 42-44 wv. kero (8)10.5-11.375 (8)10.5-11.375 (3)10.5-11.375 (8) 10.5-11.375 

- ‘ " 8 & abv. di 
$3.65(4) $3.65(4) Diesel... ...10.125-11.625  10.125-11.625 10.125-11.625 —_10.125-11.625 
35.0214) ane No. 1 fuel... (4)10.125-11,125 (4)10.125-11.125 (4)10.125-11.125 | (4)10.125-11.125 

: s No. 2 fuel. ......(4)9.5-10.5 (4)9.5-10.5 (4)9.5-10.5 (4)9.5-10.5 
83) @) su 70cm) earem No. 6 fuel "$2.35-2. $2.35-2.70 $2.35-2.70 x$2.35-2.70x 
Bunker C, fue 203 203. 40(7) 3)ss30-8. 40(7) (3)$3.30-3.40(7) (3)$3.30-3.40(7) 
>. Beorginden, Pe, Okla. Group 3 (Northern Shpt.) 

a: ag 13.2(4) 13.2(4) 13,2(4) 42-44 w.w. kero... (3)10.375-11.125 (3)10.375-11.125 (3)10.375-11.125 (3)10.375-11.125x 
12.2(4) 12.2(4) 12.2(4) 58 & aby. d.i. 
10-11.125 10-11.125 10-11.125 10-11.125 


12.2(4) 12.2(4) 12.2(4) No. 1 fuel..... "(4)10-11.125 —(4)10-11.125 (4) 10-11.125 = (4) 10-11.125 
No.2 fuel. ......(4)9.375-10.5  (4)9.375-10.5 + (4)9.375-10.5 (4) 9.375-10.5 

$3.14(3) $3.14(3) $3.14(3) No. 6 fuel (2)$2.35-2.60  (2)$2.35-2.60 —(2)$2.35-2.60 (2) $2.35-2.60x 

$3.11(4) $3.11(4) $3.11(4) 


kere $5.124(4) $5.124(4) $5.124(4) $5.124(4) ce 
Bunker C, ee $3.11(4) $3.11(4) $3:11(4) $3114) 2-44 wow. kere. 9.9-11.25 9.9-11.25 9.9-11.25 9.9-11.25 
Diesel......... 9.9-11.375 9.9-11.375 9.9-11.375 9.9-11.375 
12. 709) 12.7(9) 12.7(9) 12.7(9) No. 6 fuel .50-2.60 $2.50-2.60 $2.50-2.60 
(9) 12.1(9) 12.1(9) 12.1(9) 


12.5(3) 12.5(3) 12.5(3) 


$3.36(3) $3.36(3) $3.36(3) 
$3.33(2) $3.33(2) $3.33(2) 
$3.33 $3.33 $3.33 


W. Tex. (Tex. & New Mex. shot.) 
42-44 beng ee. 1-11.65 11-115 


Bunker C, bunkers $3.33 
Providence, R. |. 
Kerosine/No. 1... 12.4-12.6(8) 12.4-12.6(8) x12.4-12.6(8) 12.6(9) 
il 8-12(8) 11.8-12(8) x11,8-12(8) 12(9) E. Tex. (Truck transport lots) 
12.4(3) 12.4(3) 12.4(3) bg W. oe .10-10.75 10-10.75 10-10.75 10-10.75 
4.26 - 
$4.26(4) $4.26(4) $4.26(4) 9.5-10.5 9.5-10.5 9.5-10.5 


Diesel... \ . 
.34(4 : . ba 9. 9.75-10.25 9.75-10.25 9.75-10.25 
ETH ane eth) No.6 fuel. . 2.45-2. $2.45-2.75 $2.45-2.75 x$2.45-2.75 


$3.69-3.79 $3.69-3.79 x$3.69-3.79x 
$3.66 $3.66 


x$3.66 Cent. W. Tex. (Truck transport lots) 


42-44 w.w. kero, .11 ll 
$5.06 $5.06 $5.06 t abv. d.i. 
$3.31(3) $3.31(3) $3.31(3) Diesel . py 


13.2(7) 13.2(7) 13.2(7) 
12.2(7) 12.2(7) 12.2(7) Kans. (For Kans. destinations only) 


42-44 w.w. kero... (3)10.625-11.25  (3)10.625-11.25 (3)10.625-11.25  x(3)10.625-11.25 
12.2(5) 12.2(5) 12.2(5) 52 & below di. 
$3.78 $3.78 $3.78 i 10.125 10.125 10.125 


. di. 

$3.24(6) $3.24(6) $3.24(6) Diesel 10.3.75-10.75 10.375-10.75 10.375-10.75 x10.375-10.75x 

$3.21(6) $3.21(6) $3.21(6) No. x(3)10.25-10.875 10.125-10-875 10.125-10.875 x10.125-10.875 
rf } 9.5-10.25 9.5-10.25 5-10.2 


x9.5-10.25 
$5.124(5) $5.124(5) $5.124(5) $2. $2.90 . $3.00-3.05 
$3.21(6) $3.21(5) $3.21(5) No. $2.45-2.95 $2.45-2.95 45-2: $2.45-2.95 


REPUBLIC OIL REFINING COMPANY 


A DIVISION OF PLYMOUTH Ol oO 








ES: 
Hopewell, Va. EXECUTIVE ore 


rmington, W- " 
Charlesten 5.6 $.¢. Benedum-Trees Bldg 


Port perledes le aed. ong el PITTSBURGH, ~ 
Tamps, 


Belton, Ss. c. 
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DISTULLATES & FUELS 


Apr. 15 


Ark. (For shot. to Frk. & La.) 


42-44 w.w. kero. 
Tractor fuel 


No 


15 
1 


Kerosine 13-13.25(2) 
55 “thet Diesel. .(2)12.75 


oil... 11 
Gy10.06-10.3 


Apr. 8 


11.5 
11.6 


10.625 


11 
10.625 
$3.20 
$3.00 


13-13.25(2) 
(2)12.75 
12.75 
12.25(4) 
11.5(2) 


13.25-13.5 
12-12.5 


12.75-12.85 
12.25-12.5(2) 


13.45-13.9 
12.85-13.1 
13.2-13.45 
— 
1 


mene 
(414.1 

14.6 
(4)13.3-13.6 
5 aad 
(3)9.3 


Apr. 1 


13-13.25(2) 
(2)12.75 


12.75 
12.25(4) 
11.5(2) 


13.25-13.5 
12-12.5 


12.75-12.85 
12.25-12.5(2) 
13.45-13.9 
12,85-13.1 
13.2-13.45 


12.7-12.85 
12 


(3)14.4-14.8 
(414.1 

14.6 

 - capris 
-— 
(3)9.3 


Ohio Quotations of 8. 0. Ohio for delivery to Ohio points. 


ai Seat at 
; 


ai 


(4)$2.70-3.05 
. 15(@2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.25-3.65 
(4)$2.70-3.05 


gals. or more): 


- -18.5(2) 
15.2(2) 
13.7(2) 


13.6 
13.4 
12.4 


10.5-12 
(2)10-11.25 
$3.20-3.65 
(4)$2.70-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.25-3.65 
(4)$2.70-3.05 
18.5(2) 
15.2(2) 
13.7(2) 


15.5(2) 
15.2(2) 


x13.6 
x13.4 
x12.4 


10.5-12 
(2)10-11.25 
$3.20-3.65 
(4)$2.70-3.05 
15(2) 
10.5-14.7(2) 
10-13.2(2) 
(2)$3.25-3.65 
(4)$2.70-3.05 
18.5(2) 
15.2(2) 
13.7(2) 


13.25-13.5 
12-12.5 
12.75-12.85 
12.25-12.5(2) 
13.45-13.9 
12.85-13.1 
13.2-13.45 
12.7-12.85 
12 
eeeess 
(4)14.1 

14.6 

(1a. 13.6 
1 

— 
(3)9.3 


14.1 
13.9 
12.9 


10.5-12 
(2)10-11.25 
$3.20-3.65 
(4)$2.70-3.05 
15(2) 
10.5-14.7(2) 
(2)10-13.2(2) 
(2)$3.25-3.65 
(4)$2.70-3.05 
18.5(2) 
15.2(2) 
13.7(2) 


15.5(2) 
15.1(2) 





DISTULLATES & FUELS 


Apr. 8 
13.7(2) 
$3.30(2) 
$3.05-3.13 
19(2) 
15.7(2) 
14.2(2) 


Coast 

Ships’ bunkers, or deep tank lots. 
San Pedro, Calif. 
Diesel—PS 200... $5.25(5) 
Bunker C—PS 400 (3)$2.65-2.95 
San Francisco, a 
Diesel—P8S 200. 
Bunker C—PS 400 ee 0-8: 00 
Seattle, Wash. 

.71(4) $5.71(4) 


Diesel—PS 200. 
Bunker C—PS io0a) $3.05-3.35 (3)$3.05-3.35 


$5.25(5) 
(3)$2.65-2.95 


$5.46(4) 
(3)$2.70-3.00 


Portland, Ore. 
Diesel—PS 200... $5.71(4) 
Bunker C—PS 400(3) $3.05-3.35 


$5.71(4) 
(3)$3.05-3.35 


Mexico 
Ships’ bunkers; U. S. dollars per bbl. of 159 liters. 


$6.45 
$3.70 


Be ff Sf fe 
RS 32 


Rs 


$2.85 


Apr. 1 
13.7(2) 
$3.30(2) 
$3.05-3.13 
19(2) 
15.7(2) 
14.2(2) 


$5.25(5) 
(3)$2.65-2.95 


$5.46(4) 
ise. 70-3.00 


$5.71(4) 
(3)$3.05-3.35 


$5.71(4) 
(3)$3.05-3.35 


$6.45 
$3.70 


$5.73 
$3.70 


$4.40 
$2.85 


$5.73 
$3.70 


$4.40 
$2.85 


$2.85 


Mar. 25 
13.7(2) 
$3.30(2) 
$3.05-3.13 
19(2) 

15.7(2) 
14,2(2) 


$5.25(5) 
(3)$2.65-2.95 


$5.46(4) 
(3)$2.70-3.00 
$5.71(4) 
(3)$3.05-3.35 


$5.71(4) 
(3)$3.05-3.35 


3 
on 


as 
Cow 


At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 


consumers are 0.15¢ higher than prices shown. 


NATURAL GASOLINE 
Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 


tinent manufacturing district. 
Apr. 15 
FOB Group 3 
Grade 26-70... . .4.5¢ 4.5¢ 
(Q do $i, ) (d tati ) 
FOB Breckenridge, Tex. 


Grade 26-70... ..4¢ 
(Quotations) 


Apr. 8 





4¢ 
(Quotations) 
LP-GAS 


Producer's contract prices, tank cars. 
Apr. 15 Apr. 8 


Propane: 

New York Harbor 9.8(2) 9.8(2) 
Philadelphia, Pa. .9.3(2) 9.3(2) 
Toledo, Ohio. ... .8.5 8.5 
H ‘ 4-4.25 


(7)4-5(Q2)a 
(2)4.375-5.375a 
4.25(2) 
4.375-5.375 


(7) 4-5a 
Baton Rouge, La.. (4. 375-5.375a 
Shreveport, La. . .4.25(2) 
New Orleans... . . 4.375x 


(a) Subject to 1¢ gal. discount. 


Apr. 1 
4.5¢ 
(Quotations) 


4¢ 
(Quotations) 


Apr. 1 


9.8(2) 
9.3(2) 
8.5 
x4-4.25x 


(7)4-5Q)a 
(2)4.375-5.375a 
4.25(2)x 
4.375-5.375 


Mar. 25 
4.5¢ 
(Quotations) 


4¢ 
(Quotations) 


Mar. 25 


x9.8(2) 
9.3(3) 

8.5 
25 


x(2)4-5(8) 
x4.375-5.25(3) 
x4.25-5.25(3) 
x4.375-5.375(2) 

















Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


New York 


Maine 


Bostea 


NEW 
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FIFTH 


South € 


AVENI 
YORK 20,N 


HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


Taeliia 


Y 





Refinery and Terminal Prices 





LUBRICATING OILS LUBRICATING OILS 


Western Penna. Apr. 15 Apr. 8 1 s Cylinder Stocks Apr. 15 Apr. 8 Apr. 1 Mar. 25 
Viscous Neutrals—No. 3 sol. Vis at 70 F. ” 000 at, 


200 vis. (180 at 100°) 420-425 flash. olive green... 19.5 19.5 19.5 19.5 
hey 270) 27(2) jot Coast—Solvent Refined Oils from Mid-Continent grade erede; FOB ship at Gul 
p.t. 


202} 
25(6 Bright Sie Stock, vis. at 210- 


2G 0-10 pet., 95 vi. 26.5(4) 26.5(4) 26.5(4) 26.5(4) 
4 Neutral Oils—Vis. at 100-; 95 v.1.; 0-10 o.t.: 
22.5(4) 22.5(4) 22.5(4) 

234 33(4 

24(4 24(4 
24 500 vsi (3)25-25.5 (3)25-25.5 
28 
27(5) Texas f ‘ 
Vis. at 100- F., FOB 8. Tex. refineries for domestic and/or export shipment. 


(3)20.5-21.5 (3)20.5-21.5 Oe eats Pale Oils: 
(3)21.5-22.5 (3)21.5-22.5 (3)21.5-22.5 100 vis. No. aa 

Sheesem (4)23-24 (4)23-24 2% 15.5(5) ro 15.5(5) 
(2)24-25(2) (3)24-25 (3)24-25 200 vis. ty 10) 176, 176, 17(4) 


Mid-Continent 

FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at ool. —_ oom ssid 
100° 0-10 p.p. 18(5) 18(5) 18(4) 

: 18,25(5) 18.25(5) 18.25(4) 
25.5 25.5 25.5 col... 18.75(5) 18.75(5) 18,75(4) 
(2)23.5 (2)23.5 '2)23.5 

S 3 g ) col, 19.25(5) 19.25(5) 19.25(4) 


22.5 22.5 22.5 
15.5(5) 15.5(5) 15.5(4) 


60 vis., 17(5) 17(5) 17(4) 
OlOpp. Sri. (0255265 (255-205 (425.5205 (0028.5.28.5 
Neutral Oils—Conventional—Pale Oils cal. ited aad aad 
60-85 vis 


15.75 15.57 15.75 col. 18(5) 18(5) 18(4) 


No. 2 col 16 16 16 16 col... 2 18.25(5) 18.25(5) 18.25(4) 
150 vis. No. 3 <a: ‘ 
180 vis. No. 8 coLi8 iss is iss cal 18.755) 18.75(5) 18.754), 
200 vis. No. 3 col. ‘ 
200 vis. No. 3 co is. 75 1875 18275 Q)1875 00 ne ‘alien iii 
280 vis. No. 3 col.19.25 19.25 19.25 19.25 
300 vis. No. 3 col.19.5 19.5 19.5 19.5 AVIATION GASOLINE 


Solvents—965 v.i. ie: ae Apr. 15 
(2)21-22(3) i222) (2)21-22(3) (2)21-22(3) 
(3)21.25-22.25(3) (3)21.25-22.25(3) (3)21.25-22.25(3) (3)21.25-22.25(3) : Grade 110/130. . 


( 
(2)21.75-22.75(2 (2)21.7822.760) (2)21.75-22.75(2) (2)21.75-22.75(2) Grade 91/96 











CYLINDER 
mek a @- 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 





Superior DEEP ROCK DIVISION 
Specifications KERR-McGEE OIL INDUSTRIES, INC. 


306 N. ROBINSON * OKLAHOMA CITY, OKLA. * PHONE RE 9-0611 








MANHOLES STANDARD CENTRIFUGAL PUMPS 

Three types fill most needs. In sizes 6” 1.D. x 6” deep, 8” 1.D, x 7)” for Bulk Station Service 
deep and 10” 1.D. x 7%” deep, manholes are of rib-reinforced cast iron. 
No. 60 is steel skirted. No. 61 is mon locking. No, 62 is locking type, @ 7 Sizes: up to 600 gal. per min. 
all-cast-iron. All have non-skid diamond tread on lid with space for 
product identification to your specifications at no extra charge. @ Total Dynamic Head: up to a7 f 
Preferred territories open for Manufacturers Representatives. @ Available from stock in Ail Iron, Bronze 
Write for catalog No. 57 Fitted, or Stainless Steel Construction. 


CE) f Write for Circular No. 190N 
Tt. = 
___ UNIVERSAL VALVE COMPANY [Jean Bromnens Pues [NC 


P. O. BOX 444-N ELIZABETH, N. J. 
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AVIATION GASOLINE NAPHTHAS & SOLVENTS 
(MIL-F-5572) Apr. 15 Apr. 8 Apr. 1 Mar. 25 


Apr. 16 Apr. 8 Apr. 1 
. -17.5(5) 17.5(5) 17.5(6) 17.5(5) 


19.5(4 19.5( 19.5(4) 19.5(4) 
. -18.5(4 18.5(4 18.5(4) 18.5(4) 


19(4) 19(4 19(4) 
- 185) 18(5) 1865 18(5) 


Philadelphia, Pa. 


V. M. & P. 
tha 4 18.5(4) 18.5(4) 18.5(4) 
Mi spirits. . .17.5(6, 17.5(5) 17.5(5) 17.5(5) 


Providence, R. 1. 
Mineral spirits. . . 18.5(3) 18.5(3) 18.5(3) 18.5(3) 


19 FOB Group 3 

17.5 17.5 Stoddard solvent. (3)13.975 (3)13.375 (3)13.375 (3)13.375 

a 7 Cleaners naphtha. (2)13.875 (2)13.875 (2)13.875 (2)13.875 
Grade 100/130. . . 19.85-20.1 . ‘naphtha. (4)13.875 (4)13.875 (4)13.875 (4)13.875 
Grade 91 106 8. rey Pay i irite’ - (4)12.875 iat (4)12.875 (4)12.875 
17.85-18.1 1785-181 Rubber solvent... .(4)13.875 (4)13.875 (4)13.875 (4)13.875 
Larquer diluent. .(2)14.125-14.375 (2)14.125-14.375 (2)14.125-14.375 (2)14.125-14,375 
oni ona Bensol diluent. . .(2)15.125-15.625 (2)15.125-15.625 (2)15.125-15.625 (2)15.125-15,625 


18.6 18.6 Western Penna. 
18.1 18.1 Oil 


City: 
Stoddard solvent. 18 18 


19.85(2) 19.85(2) Pittsburgh: 
18.35(2) in Stoddard solvent . 18(3) 18(3) 


, Panarene WAX pregeer* 
Apr. 1 Apr. 8 Apr. 1 Mar. 25 
Western Penna, (2. n oa (MIL-F-5624) 
crude seale.... .6.25(3) 6.25(3) 6.25(3) 6.25(3) Apr. 16 Apr. 8 Apr. 1 Mar. 25 
Atlantic Seaboard Gul Const Cargess 
than EMP. Prices for carload lote. D Grade JP-4 (2)10.5-11 (2)10.5-11 (2)10.5-11 (2)10.5-11 
refined, slabs loose. Report prices FAS: cule to 


PETROLATUMS 


Western Penna. Apr. 15 Apr. 8 Apr. 1 Mar. 25 
8.6(3) . Bbis.; carloads; tank cars, 2.25¢ less. 

9.05(4 Snow white... .. .8.625(4) 8.625(4) 8.625(4) 8.625(4) 

9. 05(4) : Soft white 8.25(4) 8.25(4) 8.25(4) 8.25(4) 

10.55 0.55 Lily white... ...8.125(4) 8.125(4) 8.125(4) 8.125(4) 
Cream. .........(2)7.625-7.75(2) (2)7.625-7.75(2) (2)7.625-7.75(2) (2)7.625-7.75(2) 
Soft yellow. .....(3)6.75-6.875 (3)6.75-6.875  (3)6.75-6.875 (3)6.75-6.875 
7.3503) . Light amber. ....(3)6.75-6.875  (3)6.75-6.875 (3)6.75-6.875 (3)6.75-6.875 
9.05(4) ; Amber... (3)6-5-6.625 (3)6.5-6.625 (3)6.5-6.625 (3)6.5-6.625 
9.05(4) : Red... 6.375(3) 6.375(3) 6.375(3) 6.375(3) 


omer voor | SAVE GASOLINE $$ $ 
on price | NEW ConsenV ear 


HANDBOOK || Repuces stock Losses 


ve Te be eteated to May... - BULLETIN 5155 TeLLs YOU HOW 
Containing all vital price informa- 
tion for 1956 ... As always a 


limited edition . .. $20 per copy... M ; D a A N D 
Reserve yours now . . . Send check 
OY We ga BIN yep BT > = SPECIALTIES COMPANY 


Mr. R. H. Loyer 
Platt’s Oilgram Price Service 


330 W. 42nd St., New York 36, N.Y. 




















Oil Equipment Distributors have our NEW Complete Catalog. Ask for it. 
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Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, poetete where levied are indicated in footnotes. Discounts y any, are shown 
omertan fees, amounts of which may be obtained by writ in footnotes, These prices in effect April 15, 1957, as posted Pd 
NPN. Gasoline taxes, shown in separate column include 3¢ fe ha principal marketing companies at their headquarters’ offices, b 
and state taxes; also city and county taxes as indicated in footnotes. subject to later correction. 

Kerosine tank wagon prices also do not include taxes; kerosine taxes 
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ers ol cons. t.c. prices 0.15¢ higher. 
Taxes: eee SN. tices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 
obil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0. 5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 
Bh pn snag t.w. less 0.5¢ for deliveries of 800 gal or more. 
Notes: Premium- 4 ny t.w. prices 2.5¢ above yg ts Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 
Effective dates: + Mar. 15, @ Apr. 1, @ Apr. 9, A Apr. 15 





indiana Took = prices listed below were obtained by OIL- Prices are tank truck posting, ex all taxes, 
Standard GR ye eae who visited Standard of Indiana Standard of ing for deliveries of 400 or more; see 
ar cake plants ere the company’s prices are publicly California for other deliveries. 
poste: Fae 
Red Crown Gasoline Standard i ys 
ats, (Regular) Furnace Oil pve 
T.W. oa ae — 4 ppl San Francisco, Calif. 
Chicago, Ill. ....... 17.3. 19.3 $16.1 pee Speer <2iess 
South Bend, Ind. .. x14.9* 19.5 17.3 : Seeti: icis 
Detroit, Mich. ..... 17.3 18.8 16.7 meta tie. 
ene a inca Minn. ... ; 2, 17.0 Portland, Ore 
oines, Iowa.. ... @17. $15.9 : ‘ aa he 
St. Louis, Mo. ... ... ©16.9* 1 Sentie, Wa. ...., 


159 14. 
Wichita, ‘Kansas. mi6.3 417.0" 141 13. on 
a, eb. 


14.9* , Boise, Idaho ... 
Fargo, N. D. 1 Salt Lake City, Utah 
ao A. .* Honolulu, eas b 
peickcaesgg Mids: ; : Fairbanks, Alaska . Ee a, 
(a) See below for prices on larger quantities. Juneau ee 6 die ua 
Stanolex Effective dates: ane, i8, A + Mar. 26, @Mar. 27, 
Furnace Oil Fuel A ®@ Mar. 28, @ April 9 
100-399 400 gal 1-749 750 gal 1 *Standard No. 2 Burner Oil. 
; gal Gover gal &over Taxes: Hotolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 
Chicago ... @15.1 146 12.45 11.7 . . all T.T. prices are ex Hawaiian gross income tax of 1% to resellers, 
Standard 2.5% to consumers. 


ee a a ea For other deliveries— 

Cragter se 400-gal-and-over 1¢ for 40-199 

Mpls.-St. Paul ; Sls 15.3 i‘. 5 marine CS whos 
Milwaukee ae 816.5 ue : ap oe p tor 389 > Vy ee Lyrae 5¢ 

Taxes: St. Louis line tax includes 1¢ city tax. Des Moines t spp 39 less an 8 40 aun won 
kerosine & furnace Gi pr ices do not include 7¢ state tax. State sales, i except tH 00 gal to a add 5¢ for es Goomtens 
occupation, consumer & use taxes to be added, where applicable. prices are 3.2¢ higher than Chevron eon remit) for or quantity de- 

Red Crown < c.t.w. prices at some points subject to livered at pa above except Salt e City—3.0¢ 


varying discounts for quantity deliveries. Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 
TTemporary price. G¢, for 20-199 gal, 3¢ for 200-399 gal: tank, car 11d Soe ks Got 30 pl 


Effective dates: @ Mar. 1, $ Mar. 15, + Mar. 27, @ April 2, x April Diesel, furnace & stove oils—Add to -and-over price 5¢ 
6, @ April 8, A April 9. ‘ate enet raat? fo tex goss pel, 0.56 for 399 gal. 
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PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. i a on co 


Sto Figure use our FAST, EASY-TO-READ 
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Atlantic 

Kerosine & x 

Gasoline No.1 Fuel No. 2 Fuel Ww. T.W. 
Taxes T.W. T.W. ; pe 


16.0 15.6 
16.0 15.6 


Esso 
Standard 


Atiantic Gasoline (Regular) 
Cons. 


Taxes 


> 
ra) 


(een City, N. J. 


Petersburg 
Norfolk 
Richmond . 
Roanoke .... 
Charleston, W. Va. 
Fairmont ....... 
Parkersburg 
Wheeling ... 
Charlotte, N. oe 
Hickory 

Mt. Airy 

Raleigh 


15. 


Greensburg 
Wilmington, Del. 
Hartford, Conn. 
New Haven 
Boston, Mass. 
Springfield 
Providence, R. 
Camden, N. J. 
Newark 

Albany, N. Y. 


— 
A 


Binghamton 
Buffalo .. 
Elmira 
Rochester 
Syracuse 
Watertown 
Baltimore, Md. 
Richmond, Va. . 
Charlotte, N. C. 
Jacksonville, Fla. 
Miami 


Salisbury . 
Charleston, S. C. 


SSSSSSOowoLCwowoooowowoon 


wUueonancon: © 


— PRAADAAM 21. DAWAS 
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Knoxville, Tenn. 
Memphis 5s 
ot a 
ashv : 
Fair trade 
Little Rock, Ark. 17.1 . X *p Pe: : 
Price applies for havedion only. minimum s. s. #8189 A189 9.0 _— dos on 
x Effective April 2. Dealer cost: 23% 
below fair-trade 
Fuel No.6 Fuel minimium s. s. 
sie M8 mo maar Consumer tw. . @@iS.1 AlS.1 9.0 
Balti Md. Bg wie 4.99 3.93. Notes: Premium-grade t.w. prices 3.5¢ above regular. 
edie D. C. 1,050 gal minimum f 5. 18 403 Kerosine—Penna., add 1¢ gl. for t.w. deliveries of less than 100 


1. at one time. Camden—Add 1¢ for deliveries of 100-299 gal., 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. 


¢ for less than 100 gal. 
Notes: Kerosine/No. eye City prices are for deliveries of Effective dates: AA Mar. 11, xx Mar. 16, @@ Mar. 20, ++ Mar. 22, 
300 gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. mm Mar. 28, VY Apr. 4, AApr. 5, + Apr. 6, t Apr. 8, @Apr. 11, 
Premium-grade t.w. prices 2.5¢ above regular. 


x Apr. 12, @ Apr. 13, 8 Apr. 16. 


Heavy Fuels 
No. 5 No. 6 
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THERE’S PROFIT for YOU 


in these Canfield Products! 


Canfield 
CHARCOAL 2-CYCLE 
LIGHTER ENGINE 
FLUID OlL 


2/4 
an) eta 


2 cvcLe 


Men on the Pr TES 


Now available 
in a new edition... 


with new figures. ‘ 

her me sonar ne up m els Canfield Canfield = 
important sales problem of personne 

VALVE EASE 


turnover in industry. Out of every 
1,000 key men (over a 12-month pe- UPPER MOTOR 
LUBE 


The modern fast, easy way to start char- A superior lubricant for outboard motors, 


coal and wood fires. scooters, power mowers, chain saws, etc. 





ey 


OIL-SPUN) = ee 
OIL & GREASE 
ABSORBENT 


riod) 343 new faces appear ... 65 
change titles ... 157 shift... and 435 
stay put. These figures sre based on 
average mailing address changes on a 
list of over a million paid subscribers 
to McGraw-Hill magazines. 





Soaks up oil and grease . . . prevents slipping 


and flash fire hazards. 
Write for further details and prices. 


CANFIELD OIL COMPANY, CLEVELAND 27, OHIO 


Puts new life in old motors. Preserves pep 
of new motors. 
Write us for a free copy 


Company Promotion Department 


McGraw-Hill Publishing Co., Inc. 


330 West 42nd Street, 
New York 36, New York 


ASK ABOUT CANFIELD'S COMPLETE LINE OF PETROLEUM PRODUCTS 
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Tank Wagon Prices 





Ohio Standard 
Sohio X-Tane Gasoline 


(Regular Grade) No.1 No.2 
Sohio- 


Consumer Gasoline Kerosine Sohio- 
Resellers T.W. 8S. T.W. Heat Heat 


20.3 20.9 . x16.1 x16.1 x15.1 

20.8 21.9 F x16.1 x16.1 x15.1 
Cincinnati " 20.8 21.9 . x16.1 x16.1 x15.1 
Cleveland i 20.8 21.9 . x16.1 x16.1 x15.1 
Columbus ..... a7. 20.8 21.9 : x16.1 x16.1 x15.1 
Dayton ... eek nee 20.8 21.9 J x16.1 x16.1 x15.1 
Se sobs cs ) 20.8 21.9 . x16.1 x16.1 x15.1 
Mansfield : 4 20.8 21.9 J x16.1 x16.1 x15.1 
Marion .... an 4 20.8 21.9 f x16.1 x16.1 x15.1 
Portsmouth E 20.8 21.9 : x16.1 x16.1 x15.1 
Toledo < R 20.8 e219 i x16.1 x16.1 x15.1 
Youngstown : 20.8 21.9 x16.1 x16.1 x15.1 
Zanesville ‘ 20.8 21.9 x16.1 x16.1 x15.1 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add +4. Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 3. é 
above regular. S.S. prices are at company-operated stations. 

Effective dates: x March 26, @ March 28. 





Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 


Esso 

(Esso Gasoline Regular) Furnace Oil 

Dealer Gasoline Kerosine No. 2 fuel 

T.W. Taxes T.W. -W. 
i see , . kb cs caboose xem ‘ 17.0 26.7 19.7 
Me, BGS os be occ ke bats : 17.0 25.7 18.7 
Se FR TE ia ey cad pated wha , 15.0 27.7 18.7 
Charlottetown, P.E.I. ................ - 13.0 28.2 20.6 
Re re et pre pat . 13.0 26.6 19.3 
Toronto, Ont. ‘ 13.0 26.3 18.8 
SOs SMe noo vokudarkedb ast seen ‘ 13.0 26.3 18.8 
Was: BN SPS . 11.0 28.5 18.4 
Ce, Peete i 11.0 28.5 20.6 
I PIPE OPP RE z 12.0 25.2 17.1 
Ce, UR is dig ads eats ds eek RS se : 12.0 27.9 17.4 
Coe, Ale. 145 cbse ea BEF. ; 10.0 24.6 16.4 
PD, PUB 8. is ede sc othe e 5085 « . 10.0 23.9 15.7 
ei, BGs so sss Het kaa " 10.0 25.9 18.6 
Taxes: Gasoline taxes are provincial taxes. 
Notes: 

Premium-grade gasoline t.w. prices 3¢ above regular. 








/ 


WHEELS 


NOW! Refinished - 
PERMA-VIS COMPUTER 


for as little as 


$9’ 


You can get refinished PERMA-VIS 
wheels (with INDENTED figures) by 
sending in your used, old-style computer 
wheels as exchange replacements — or you 
can buy them from us outright. Save money 
in your pump-repair program, reduce mainte- 
nance costs, and insure longer computer life 
in-the-field. pa our GUARANTEED gervice 
and prompt delivery for the very finest there 
is in computer-wheel and totalizer refinishing. 


WRITE TO-DAY 
for Complete Detail 


PER COMPLETE SET 
Of 18 WHEELS 
F.0.B. East Dedham, Mass. 


the CAMBRIDGE company 


80 MILTON STREET, EAST DEDHAM, MASS, 








Gaso- Kerosine 

line Tank Re- 

T.W. Retail Taxes Wagon tail 
16.3* 20.8 8.0 143 18.5 


16.3* 20.8 8.0 143 18.5 
16.2 21.7 8.0 143 18.5 


tonio 16.5* 208 8.0 143 18.5 
Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 
*Sales to contract dealers 15.6¢. 


Kentucky 
Standard 


Vicksburg oy 
Birmingham, Ala. 
Mobile 


SRKSoecereryprssssess 
eooouuuwuneoocosco 


pmb fh Ped eth eh eh 
RVI eS22wornno> 
URADAND=—o r- 


—— ee 


Gasoline tax column includes these city & 
county taxes: Mobile, 2¢ city; Birmingham, 
1¢ county; orp geo 1¢ city & 1¢ county; 
Pensacola, 1¢ city. Other taxes not inclu 
in prices: Georgia, kerosine, 1¢; Mont 
ery, kerosine, 1¢; Mississippi, kerosine, 0.5¢. 


Texas Co. r Grade) Kerosine 
Gasoline Dealer 
T.W. Taxes T.W. 


16.3 
16.3 


= 
n 
a 
@ 
o 


-_ 
NaRULUUY 


San Antonio ... 16.5 
Port Arthur ... 16.2 . 
Notes: T.W. prices are for min. 50-gal. de- 
liveries; they apply to dealers & consumers. 
Premium-grade t.w. prices 3.5¢ above regu- 
lar, except Amarillo and E! Paso, 2.5¢ higher. 


92 00 90 20 Ge G0 G0 90 o0 G0 90 
oococoecoooec 


Continental Oil 

(N. B. Prices are Continental’s tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions). 


Conoco Gasoline 

T.W. Gasoline Kerosine 
(Regular) Taxes T.W. 
Denver, Colo. . 17.6 9. 17.7 
Grand Junction 20.2 0 20.3 
Pueblo 18.3 ie 


—_ 
ee 
a 


=e SSRs 


WOmUUwWinoUUun 


Twin Falls, Ida. 
Albuquer.,N.M. 
Roswell 


Pm OS OS Oo 
NwBIOACSARUDAUAL 


SOCerSSSSvow 
aN 


eR NE Nt ee 
WUUUSUUSoS>SO&OOSSOSS 


BARS 
— 


Muskogee, Okla. 
Oklahoma City 
Tulsa i 
Taxes: Gasoline taxes include these city 
4 rn ue & = 0.5¢; Santa 

r, 1¢. 


cee 
O00 
— eee ee 
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Crude Oil Prices 


Domestic—Prices in effect April 





15, 1957, but 
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in $ per bbl. of 42 U. 


S. gal. at the well. 
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Prices are shown id states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 
Bear Creek, Stephens & Other Fi 
Schedule D: Esso, Arkansas Fuel, 
Cairo & Other Fields: 
chedu 


§ le A: Esso. 
Magnolia & Other Fields: 
He shove Schedule D: Esso, Arkansas Fuel, 


Haynesville & Other Fuels: 
10¢ above Schedule A: Esso. 


COLORADO 


Rangley : 
A: Phillips. 
Adams, Logan, Morgan, Washington, & Weld 
Counties 
Schedule E: Stanolind, Pure, Sinclair. 


KANSAS 


Schedule A: Stanolind for all counties ex- 
cept Ellis, Osborne, Rooks, Russell, 
and Trego. Phillips for Greenwood Coun’ ty, 
Cities Service for all 7“ t Ellis, Norton, 
Phillips, Rooks, Russell, Trego Counties. 

| omg C: Stanolind y= Ellis, foe wean 

Osborne, Russell, and sewn Counties. 
Phillips a. all fields except Greenwood County. 
Pure, Sinclair, Texaco for all fields. Continental 
for Barton, wiley, Ellsworth, Lge Mc- 
Pherson, Reno, Rice, Rooks, Russell, Sedgwick, 
and Sumner Counties. Cities Service for ali 
elds. 


elds : 
Sohio. 





LOUISIANA—Central 
Catahoula Lake & Other Fields: 
Sohio. 


Hemphill & Other’ Fields 
‘em : 
Sebedute G: Sohio. 
Olia & Other Fields: 
Schedule H: Esso, Arkansas Fuel, Sohio. 
LOUISIANA—Coastal 
ly & Other Fields: 
G: Gulf. 

Bayou Blue below 28°: 

10¢ above Schedule O (24-29 gravity) : 


LOUISIANA—East 
Bee Brake: 


le I: Esso. 
Farview, — .. — ‘Sohio. 
Sun, 
Ridce, ‘ w Other Fiel 


LOUISIANA—North 
Ashland: 





Sun. 








LOUISIANA—South 

Lake Washngton: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 


MISSISSIPPI 
Carthage Point & Other Fields: 
F: Esso, re. 


Schedule 
Fayette & Other Fields: 
Schedule G: Esso, Sohio. 


ub: 
Schedule I: Esso. 
Eucutta & Other 


Fie 
50¢ below Schedule, ¢ ‘us. 30 gravity): Gulf. 


MONTANA 
Elk Basin (Frontier) : 
Schedule E: Stanolind. 
Elk Embar-Tensleep & Madison): 
Se : Stanolind & Carter (schedule 
to 15 gravity). 
Continental. 
. : Continental. 
saa A: Phillips, 


dera : 
Schedule M: Phillips. 


Basin 
edule 


Carter, Texaco. 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 


Schedule E: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Magnolia (schedule ends with 
below 15 gravity), Continental. 


NEW MEXICO—Sour Crude 
Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 
Phillips, Stanolind, Carter, 
tal, l, Pure, Cities 


Carter, Texaco, Shell, 
inclair anes ex- 


—Sour 
Scheaele B: Stanolin 
Pure, Cities Service, 

tends down to 15 gravity), Magnolia. 


TEXAS—East Texas Field 
$3.25 Flat Price: 
Texaco, 


Sohio, 


Cities Service, Hi 
Sinclair, Gulf, "Stenclina, 


, Sun. 


TEXAS East Central 
Schedule N: Humble, Pure. 


May, 1957 + NATIONAL PETROLEUM NEWS 





TEXAS—Gaulf Coast 

Goose Creek & Other Fields: 
Schedule 0: Stanolind. 
10¢ above Schedule 0 
Humble, Sun, Gulf. 

Hastings & Other Fields: 
Schedule 0: Humble. 

Anahuac & Other Fields: 
Schedule J: Humble, Sun. 


TEXAS—North, North Central 

Schedule A: Stanolind, Texaco, Continental, 
Pure, Sinclair, Magnolia (schedule ends with 
below 29 gravity). 
TEXAS—Northeast (Asphalt Crudes) 
Taleo & Other Fields: 

Schedule P: Texaco, Humble (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 

Carson, Gray, Hutchinson, & Wheeler Counties: 
Schedule : umble, Texaco, Magnolia 

(schedule ends with below 29 gravity), Phillips. 

Quinduno: 
Schedule A: Phillips. 


TEXAS—Southwest 


Kelsey & Other Fields: 
Schedule J: Humble, Sun. 
Mirando & Other Crudes: 
30¢ above Schedule J (24-29 gravity): 
Sin- 


(24-30 gravity): 


Humble, Sun, Magnolia, Texaco. 
R., above Schedule J (24-29 gravity) : 
clair. 
Refugio Light & Other Crudes: 

20¢ above Schedule H: —— 
Refugio Heavy & Other Crudes: 
mi. 2 above Schedule J (20-26 gravity): 
umable. 


TEXAS—West Central 

Schedule E: Humble, Stanolind, Texaco, 
Shell, Pure, Cities Service, Magnolia’ (schedule 
ends with below 25 gravity). 


TEXAS—West Texas Sweet 


Pure, "Cities Service, Magnolia 
with below 25 gravity). 
E. Gulf, Sinclair. 


TEXAS—West Texas Intermediate 
Schedule E: Gulf, Phillips, Stanolind. 


TEXAS—West Texas Sour 
Schedule Q: Gulf, Phillips, Stanolind, Hum- 
ble, Texaco, Pure, Cities Service, Sinclair 
Shell, Magnolia. 


WYOMIN 
Meadow Bin e Other Fields: 
Schedule E. Flee m9 Pure. 
Schedule Ree Continental. 
Winkleman Dome & Other Fields 
Schedule K: Stanolind, Pure, Sinclair, Stano- 
lind O & G (schedule extends down to 15 
gravity 


ohnson, Niobrara & Park Counties: 
Salt Gieck. Field (Tesulep Crude) : 
Schedule A: Stanolind O & G._ 





Crude Oil Prices 





FLAT PRICES 
ARKANSAS 
Smackover (Ark. Fuel) 


ILLINOIS 


Ill. Basin (Carter, Texaco, Ohio Oil, 


Shell, Magnolia, Pure, Ashland, 
Gulf, Sohio) PRS SRY 
Ill. (Sohio) ... i 
Dudley field (Sohio) ... 
Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 
Butler Co. area (Owensboro- 
Ashland) . 
Owensboro area (Ashland) 
Ashland) 
(Ashland) 
Western Ky., all fields & pools 
| ea ee 


LOUISIANA 

Bivens (Atlantic) 

Neale (Atlantic) ... 
Sweet Lake (Pure) 
Urania (Ark. Fuel) 

Ville Platte (Continental) 


MICHIGAN 


Only lowest and highest postings of 

company are shown below. 

Bay Pipe Line: 
Deep River (sour), West Branch 
(sour) : ofa ted 
Lake George 





MICHIGAN 
Leonard Pipe Line: 
Clare City . 
Fork & other fields 
Pure: 
Adams & Deep River 
Coldwater 
Simrall : 
Grant 
Barryton-Sun Denslow 
Sohio: 
Coldwater 


MISSISSIPPI 

Baxterville : 
Condensate (Gulf) 
Crude (Gulf) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


OHIO 

Cleveland & other fields (Sohio) 
Corning (Ashland) ; 
Corning (Seep) 

Lima (Sohio) 


PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep) ‘ 
Eureka, W. Va. (Seep) 

Middle Penna. (Seep) 
Southwest Penna. (Seep) 
Zanesville, Ohio (Ashland) 








NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
8 ae 16.89 13.42 
Month ago .... 17.06 13.43 
Year ago ... 16.15 12.40 


Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is hate ana average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, Philadelphia, Jackson- 
ville, Boston, and Gulf Coast. 











TEXAS 

Chapel Hill: 
Condensate (Sinclair) 
Crude (Sinclair) 

Clay Creek (Sun) ee 

Sun, Texaco) 


(Humble, Magnolia) 
(Humble) 
Van (Pure) 


WYOMING 
Big Sand Draw Condensate 
(Sinclair) 


$2 90 99 99 C008 Goce 
S-nonmwo~ic 


Seeerewnowmu 





CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered for field specified. 
Buena Elk Huntington Kettleman Signal Wheeler 
Vista* Hillst Beac Inglewood Hills Torrance Ridge Wilmington 


i 


Gravity 


AHR 
oc 8 


- 
SB 


+ BOWE WBODWOWAWWNNNNNNN- 


76 
79 
82 


Sseeeaze 

Rises Sseseena 
SSSESSRLER: 
SSeseeare:::: 

SEESSSSSSREER: 


iad 
Peon 


: RSSSSSesesseraz: 
SeERKses 
BBB 


+ Cece coco coco Coco CoCo enon NOhON: - 
oe 
3 


: 888 
| go e0.eoee ce cocece coco cononononeno tons. - 


> 
_- 


: BR2RSteesBressessszea 


9 69 60 60 69.60 co co co 0 co c0 80 8S- -eiganh in teks Ge tata 


. 


BRORSRRSRR S56 iiiiiiiiiiiii: 


in. 
$2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
3. 
3. 
3. 
3. 
3.1 
3. 
3. 
3. 
3. 
3. 
3. 
8. 
3. 
3. 
3. 
3. 
3. 
3 


eococpcocococococes. sr ttt rrrie: 


Zone. 
#Long Beach. 





to sell RURAL MISSOURI 


- use the 


> 
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Foreign—Prices in effect April 15, 1957, but subject to later corrections; in $ per bbl. of 42 U. 


VENEZUELA 


Prices per bbl. for cargo-lot a FOB vessels. at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms stated 
below; 2¢ per bbl. a See per degree of gravity applies for gravities below and above those 
shown, except as noted. Prices for crude oil sold at points other than those indicated subject 
to variation from prices shown below to reflect any change in transportation and termi g 
requirements. Key to companies posting: 1—Colon " povelopenent, 2—Compania Shell de Vene- 
zuela, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
ration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. 
Crude ror wrg 


Bolivar Dist. Heavy ..... 
Bolivar Dist. Heavy 
Bolivar Dist. Heavy 
Boscan 


bimas . 
Cruces/Manueles 
Cruces/Manueles 


wa 
wo 


.. About 15/16 
.. About TS/16 
Flat 
About 15/16 .. 


Las Piedras/Amuay 
. Las Pied ae 

Las Piedras 

Las Piedras 


SHeaeags 


Yau 
oe 
*# 


PPPPPPPPPPPPennyennyy iv Nv 
i} 
. & 


i AEE Coc. 
. About 47/48 ... 
Flat 
40.0-40.9 .... 
 41.0-41.9 |. 


3 
2 
5 
4 
° 
2 
2 
6 
2 
2 
5 
5 
4 
2 
1 
1 
3 
3 
4 
7 
3 
2 
2 
3 
2 
4 
5 
isa 
3 
5 
2 
2 
2 
5 
9 
4 
3 
9 
5 
3 
3 
5 
4 
3 
8 
2 
2 
3 
3 
9 





PwNnNou N 


Differential per %4 avity: *2.5¢ - =. 5¢ bbl. a tial lies f 
each full : gravity above 41.0 and for each full gree gra below ‘41. 4 Shallo 7 
8 NS ies water mooring. #Also available at La x Salina at 3¢ t bbl. less. ¢Also available 





MIDDLE EAST 
Persian Gulf 


Prices are per‘bbl. of 42 U.S. gals., exclusive Crude Gravity Price 
of local port or other governmental charges, eng ME eae Sales, 
sales taxes, etc., if any; FOB loading port in- Mobil Ste 
dicated, for gravities shown ; 2¢ per bbl. differ- es Iraq (ex Fao, Iraq) 
ential per degree of gravity applies for below 
and above those shown. 


34-34.9 $1.93 
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S. gal., except as noted. 


MIDDLE EAST (cont.) 


Iranian (ex Bandar Mashur)....34-34.9 1.91 
BP Trading, Esso Export, Shell Pet., CFP 
Mobil Overseas, Texaco (Iran), Am. Indepen- 
dent, Iran Atlantic, Richfield Iran, Signal 
Int’l, Sohio-Iran, Tide Water-Iran, Hancock 
Int’l, Pac. Western-Iran, San Jacinto East- 
ern, N.1.0.C. 

lranian ~— (ex Abadan) . 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet., Gulf int'l, Iran Calif., 
Mobil Overseas, Texaco (iran), iran Atlantic, 
Richfield [ran, Sohio-lran, Tide Water-iran, 
Hancock Int'l, Pac. Western- Iran, San Jacinto 
Eastern, Signal Int'l, Am. Independent. 

Iranian Heavy (ex Abadan......31-31.9 1.67 
BP Trading, CFP (iranian Branch), Shell 
Pet., Iran Calif., Mobil Overseas, Tide Water- 
Iran, Pac. Western-Iran, Texaco (iran), iran 
Atlantic, Sohio-Iran, Signal Int'l, Am. Inde- 
pendent, Richfield Iran, Gulf Int’l, San Jacin- 
to Eastern. 

Kuwait (ex Mina-al-Ahmadi) 31-31.9 1.72 
BP Trading, Gulf Explor., Mobil Overseas. 

Quator (ex Said) 

Esso port, Mobil Overseas 41-41.9 

BP Trading, CFP, Shell Pet. 40-40.9 

Eastern Mediterranean 
Gravity 


34-34.9 1.86 


Crude 
Arabian 1 fon Sidon, Lebanon) 
Esso Ex 


port . 36-36.9 2.69 
M.E. Geude Sales, Mobil Over- 
seas 34-34.9 2.66 
Iraq (ex Tripoli, Saheeen/ Bente, Syria) 
BP Trading, CFP, Esso 
port, Shell Pet. 36-36.9 2.69 
Mobil Overseas . 36-35.9 2.67 
FAR EAST 


Price is in U.S. dollars - bbl. of 42 US. 
gal., FOB erm Sarawak, as posted by 
Sarawak Oilfields Ltd., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 
Seria Light, 37-38 API $ 





Canadian Crude Prices 


Posti of Imperial Oil Ltd. Prices are 
in Canadian dollars per bbi. of 35 imp. gal. 
Alberta 
Acheson/Stony Plain 
Armisie 


New Norway D2. 
New Norway D-3 . 


Sturgeon Lake . 
men Lake Triassic 


Oil Springs Receiving Station 
Sarnia by t.w. or t.c. 
12th Line Receiving Station 


aan Valley (Alta.) Crude: Prices: FOB 

producers with v. 

at $2.665 wah Se Siferen tial per den of 
grav. to 64 & over at $3.285. 
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Statistics 


Gasoline Consumption by States, December 1956 


(American Petroleum Institute Figures) 


Alabama... .. 
Arizona 

Arkansas... . 
California. . 
Colorado. . 
Connecticut 
Delaware . ; 
District of Columbia 


New Hampshire 
New Jersey... 
New Mexico. . 
New York.... 
North Carolina 


Oregon. ... 
Pennsylvania. . 
Rhode Island . 
South Carolina 
South Dakota.... 


Wyoming....... 
ea 6 Sheen and D. of C. 


Tax Ratet 
December 


Cents 


7 
5 
6 
6 
6 
6 
5 
6 
7 
6 
6 
5 
4 
6 
5 
7 
7 
7 
6 
5 
6 
5 
7 
3 
7 
6 
6 
5 
4 
6 
4 
7 
6 
5 
6 
6 
6 
4 
7 
5 
7 
5 
5 
5 
6 
6 
6 
6 
5 


K 


& 


SN 


Nov. 1956 
Gallons 


74,318,000 


Month of 
Dec. 1956 


res okSex 
BEBEReea3: 
$32323333 


Sane: 
~~ 


NINE 


oy 
a 
& 


Dee. 1955 
G 
74,973,000 


33,810,000 
45,474,000 


= 
- 
3 
oa 
— 
o 


5SSege 
i 


cd 
s 


zeSceesnee 
33333323333333333 


BSBSZS 
ssassenes 


¥ 
2 
Sease 


BrassiSree 
SSaSeSeaesess 


ePNOOD 


Reabskes 
wees 


SSSR oRel Rak 


SeSRSasESeee3828 


cesses eee 


33358333532333322322222222222 


-——12 Months Ending With——~ 
Dec. 1956 . 1955 


886,816,000 
552.458. 
333.637 


s 


5 000 


a8 
a8¢ 
a 
Aro 
ae 


328 


s2gcceeegs 
SRSESBESIAEE: 
33333 


RSSSNSEERE 
3222222822222 


~~ roe 


SSabSSFIzE 


i.) orn = - =e 
SEREBRSSSESESRESEH SEE RESESIESASS 
HaseSeeRSSSE=SRRES 


SSE8 


$8 S3E SRR EE SEEEESESO=E=E: 
32398829892882282223822222 


a3 
3 


Gallons 


gene 
e352 
2338 


3332222223333222222232322222222222222233333222223 


BRRESSSEAESS8E3: 
egegrenage 


ese ee 


BEESNeGeS3Ee8 


_ 
ms 
— 


BSSSEREO eS, 
Seeesbesede 


& 


secueseauess 
eisezesh3 


os 
- 

S 

- 


eeceete © 
este ee ee ee ee wee eee 


-— 
mine 
8% 





4,567 072,000 
152,236,000 


s 
8 
3 
#3 


sf 
i 





Cc 


Percentage change in Daily Average.............. 
+t These are State tax rates per gallon. In addi 


t 
3 
88 
3 





Gasoline Prices for 54 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (housebrand) 
gasoline in 54 representative U. S. cities on April 1 compiled by 
National Petroleum News are shown below. Fegures are in ¢ per 

1.; (i) and (d) indicate increase or decrease as compared with 

arch 1. Tax column includes only motor fuel taxes levied as such. 
State and/or local sales taxes, where applicable to motor fuel, are 
a ge ga service station (tax included) prices at points marked 
with # sign. 


Memphis, MS a cireaas 6 
Louisville, Ky. .......... 
Cleveland, Ohio 
Cincinnati, Ohio 


ee SSS= 
8338 


= 
_ Oo 


geegeesseses 


338 


Detroit, Mich. .......... 
Milwaukee, Wisc. ....... 
Twin Cities, Minn. ...... 





9 5 O10 20 © 2010 O 90 


Tulsa, Okla. 

Little Rock, Ark. ........ 

New Orleans, La. ....... 
BU os ar vo aa ec 

Houston, Tex. .......... 

Albuquerque, N.M. ...... 

Denver, Colo. 

Cheyenne, Wyo. ........ 

Great Falls, Mont. 

Boise, I 


=e 
Pow oP oS oOoMMS oo 
83838538884S88 


BSSISPOses eR 
SESESEEES 
CowrownmoXyolw/o 


— 
SOSlS OOwW wo 0 ~~ 10 ~3 | Woo 


SSSSSSSSSsssssssyssi 


Zé 


**Includes 0.5¢ city tax. 


° 
= 
s 
— 


*Includes 1¢ city tax. 
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Foaming in different experimental antifreeze formulations is analyzed by special laboratory equipment. 


Dow reports on your company’s brand of antifreeze 


Today's antifreeze must be constantly improved to keep 
pace with modern high-compression engines. That’s why 
your company tests and retests its own brand for equilib- 
rium boiling point, foaming, corrosive effects, seeping, 
reserve alkalinity, and many other factors. 


It’s tested not only in your company’s own laboratories, 
under actual winter driving conditions, but also by out- 
side research organizations. At Dow, for example, a close 


check is made on foaming. Excess foaming can cause anti- 


freeze to escape through the overflow. 


Because of this tireless research and study, there isn’t an 
antifreeze made today that’s any better than your com- 
pany’s. You can recommend it and sell it with the same 
confidence you and your customers have in the other 


fine products your company makes. 
From every standpoint, it’s good business to sell one fam- 


ily of quality products. Order your company’s brand of 
antifreeze now. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 























from bulk plant 


MILWAUKEE 
ae" Bs 5 


GATE VALVES... 


for bulk plant, stationary or port- 
able pipe line installation. Pro- 
vide safety where it’s needed. 
Screw, flange and victaulic types 
in bronze and aluminum. Stem- 
lock, screwed and flange types 
available in bronze. 


@ For quick delivery, 
smooth flow, other 
Milwaukee accessories 
include . . . bronze 
swing joints, screened 
air vents, truck tank 
faucets, line loading aa 
valves, fill caps, fill boxes, "iN 
union wrench couplings, 
tank bushings 











to filling station... 


keeps oil flow on the GO! 


Wi Yes, no matter where oil flows, Milwaukee valves are on 
the job . . . day-in, day-out. Thousands bridge the gap be- 
tween bulk plant and automobile tank. 

You'll like the easy, positive control . . . the smooth steady 
flow without clogging, chattering or breakdown. There’s a 
size and model for every installation. You get the ultimate 
in design, materials and workmanship. 

Milvaloy, the stronger, lighter, spark-resistant metal as- 
sures added oil handling safety. It’s an exclusive feature of 


Milwaukee valves. 


Whether you order valves by the names Milvaco or Mil- 
waukee — it’s the proved way to keep oil flow on the GO! 
Write for literature or see your nearest jobber or wholesaler. 


LEVER GATE VALVE — 
Model P-901-U. Bronze 
double-disc. Quick open- 
ing valve. Ball and 
socket joints specially 
ground for longer seat 
life. Available with 
self-closing feature, 


ALUMINUM GATE VALVE 
— Model P-2675. Light, 
durable. Self-aligning, 
double-disc, bolted bon- 
net design. Screwed 
ends. Deep gland fol- 
lower. 





LEVER GATE VALVE — 
Model P-2862. Bronze, 
double-disc, square 
flange ends. Quick 
opening, to 3”. Avail- 
able in 4” size with 
round flange. 


BY-PASS PRESSURE RELIEF 
VALVE — Model P-610. 
Bronze. May be inspect- 
ed and cleaned while 
connected. Pressure set- 
tings up to 200 pounds. 





ALUMINUM LINE STRAIN- 
ERS — Model P-2705. 
Lightest on the market, 
New yoke design per- 
mits quick, easy re- 
moval for cleaning. 
Sizes from 1” to 3” 
screwed ends; 4” flanged 
ends. 


ALUMINUM TRUCK TANK 
FAUCET — Model P-870, 
Reversible Perma Disc 
construction. 22144° or 
65° angle design with 
flanged or screwed inlet 
adapter. 


THE COMPLETE LINE OF PERMANENT QUALITY VALVES 


A subsidiary of Controls Company of America 


2379 South Burrell Street © 


Milwaukee 7, Wisconsin 





pill 

ersbit i So 

be $ he TBA rate .* 
‘oi Com? finn en 


VALVE 
INSIDES 


AIRLINE 
| CHUCKS 


TIRE VALVE ) elite 
EQUIPMENT a at 


Standard of the Tire Industry TIRE VALVES — TUBELESS AND CONVENTIONAL A COMPLETE LINE OF TIRE VALVES AND 
SERVICE EQUIPMENT FOR ALL CARS, TRUCKS 
AND TRACTORS. 


The most popular way to safely re- 
DILLECTRIC pals sible ses enh sabes, Und br 


over 125,000 service stations. All elec- 


Electrically tric—automatic. You simply apply a 


ready-prepared Dillectric Nylon Re- 


VULCANIZED REPAIRS inforced Speed Patch, attach the elec- 


} ———a tric heating unit and snap down the 





Dillectric clamp pressure arm. Heat 


TUBELESS TIRES ~2 U “a ep and time are automatically controlled 


for a perfectly vulcanized repair, every 





All supplies in one handy 


Dz L.CcoOo ene ic. The new, popular chemically self- 


canizing fivid, vulcanizing repair. Outmodes all other 


i / 7 and re NON-HEAT type repairs. No heat— 


no pressure—no extra equipment is 


ClewicaL 
DOUBLE-QUIK REPAIRS forrabeless E> required. Dilco vulcanizing fluid com- 


oa bines with special Dilco rubber for- 
fer —_ || mulation to chemically vulcanize into 
a permanently secure, leak-proof re- 


TUBELESS TIRES Ber pair. Each patch is reinforced with 
AND TUBES Nylon mesh to prevent blow-through. 


THE | DEW. BL. | MANUFACTURING COMPANY 


700 EAST 82nd ST. CLEVELAND 3, OHIO 
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Hauler—L. E. Belcher, Inc., 


Springfield, Mass. 


Here's the realistic way to decide 


between lightweight steel and a/uminum 


Faced with a choice of aluminum vs lightweight steel 
transports, be realistic and make your decision on 
what you can buy today. Don’t compare new alumi- 
num with the steel transports in your fleet that are 
three or five years old—check against the most 
modern steel you can buy now. 

That kind of realistic thinking made sense to Chas. 
Hough, owner, L. E. Belcher, Inc., Springfield, Mass., 
when he bought new Heil aluminum tanks for haul- 
ing gasoline and fuel oil: 


"We figure we save $1,998 a year per 

tank with our new Heil aluminum jobs 

over the lightest weight steel tanks. 
In less than two years, that will pay 
the difference in the cost of alumi- 

num over steel—then it's like money 

in the bank. And our figures are 


ae 


(EBELCHER ING. 


a ee enn ne cements ean 


based on the 61,200-lb gross limit we 
operate under in Connecticut and 
Massachusetts." 


Let Heil give you the facts 

When you’re ready to add to your fleet, let your 
Heil man help you make a sound decision by pro- 
viding you with all the facts. And remember... 
Heil aluminum transports are backed by the longest 
experience in the industry... that, too, is a fact 
worth remembering when you want top perform- 
ance in aluminum hauling units. 


THe HEIL co. 


3000 West Montana St., Milwaukee 1, Wisconsin 
Factories: Milwaukee, Wis.; Hillside, N. J.; Lancaster, Pa, 
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Lyddon: Strictly a chauffeur 


New Chief for Illinois 


CLYDE LYDDON, new president of 
Illinois Petroleum Marketers Associa- 
tion, carries a double load these days. 
While executive secretary Keith Ed- 
wards recovers from a heart attack, 
Lyddon makes frequent trips from his 
home base in Rockford to association 
headquarters in Peoria. “I’ve been 
keeping the company plane pretty 
busy,” he says. 

Fifty-three-year-old Lyddon is secre- 
tary and controller of Smith Oil & Re- 
fining Co. in Rockford. He’s a twenty- 
year veteran of oil marketing—all of it 
with Smith. A hometown Rockford 
boy, he received his B.S. degree in ac- 
counting from Illinois University in 
1926. 

Lyddon is active in NOJC and com- 
munity circles. For relaxation, he 
drives to his summer home in nearby 
Lake Delavan, Wis. He “fishes a little” 
and tows water-skiing youngsters in 
one of his outboards. 

Lyddon’s pride and joy right now 
is a brand new eight-room ranch house 
in Rockford. When he’s not balancing 
accounts at Smith Oil, you'll find him 
there with his wife and seventeen-year- 
old daughter. ® 


News Notes... 





A second term was voted to Mis- 
souri Petroleum Assn. officers, with 
T. O. (“Doc”) Haggard, Doc Haggard 
& Son. Oil Co. (Conoco) as president. 

Two new directors were elected: J. 
E. Mason, Mason Oil Co. (Phillips), 
Rutledge, and Tom Edington, Butler 
County Oil Co. (Shell), Poplar Bluff. 


Magnolia Petroleum has elected 
three new vice presidents: George J. 
Gregor (marketing), R. G. Sanders (re- 
fining), and Charles B. Wallace, who 
will continue as general counsel. 

The three were also named directors, 
along with H. H. True, president of 
Magnolia Pipe Line. Gregor has been 
assistant to marketing vice president 
Guy L. Tate, who is retiring. Sanders 
has been assistant manager of refining. 
He succeeds John Newton, who is re- 
tiring. 


* 

Guy C. Kiddo, general vice presi- 
dent of the First National Bank of Chi- 
cago, and Robert S. Kerr, Jr., associate 
in the law firm of Kerr-Conn-Davis of 
Oklahoma City, have been elected di- 
rectors of Kerr-McGee Oil Industries, 
Inc. 

In a recent ceremony, Sen. Robert 
S. Kerr, founder and chairman of the 
company, presented a watch to Carl 
Johnson of Langford, S. D., in recog- 
nition of his more than 35 years as a 
Deep Rock jobber. This was the first 
such presentation for Kerr-McGee. 

+ 
| Sidney A. 
Swensrud retired 
as chairman 
of the board of 
Gulf Oil Corp. on 
April 23. After 
almost 30 years 
of active service 
in the oil industry, 
Swensrud says he 
wants to have 
more time for 
puunees other interests. 

Before joining Gulf in 1947, 
Swensrud was executive vice president 
of Standard Oil Co. of Ohio. 

No successor will be appointed. The 
office of chairman will be discontinued 
because of a rearrangement of execu- 
tive responsibilities. 

In line with an over-all company de- 
centralization, Gulf has announced the 
following changes in the general office 
and sales division: G. T. Ryan, for- 
merly director of operations in the gen- 
eral office, becomes division manager 
for supply and operation in the Phila- 
delphia sales division; W. K. McCoy, 
formerly general superintendent for 
plant operations and equipment, will be 
superintendent for plant operations 
and equipment in Toledo; E. M. Besch- 
witz, formerly general superintendent 
for engineering and _ construction, 
comes to a similar post in New York; 
and C. B. Gregory, formerly superin- 
tendent plant operations and equip- 
ment in Atlanta, is named director of 
the new coordinating unit for opera- 
tions in the general office. 
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About Oil People 


Robshaw: Supplier owns none of it 


Career Man in Florida 


FRANK N. ROBSHAW, new presi- 
dent of the Florida Petroleum Mar- 
keters Assn., is a career man at oil 
jobbing. He went into the business 
as an employe when he was gradu- 
ated from high school in 1934; in 
1946, he bought the South Atlantic 
Oil Co., Palatka from the Oliver 
Garrett Co. He had been general 
manager of Garrett. 

South Atlantic distributes Atlantic 
Refining Co. gasoline and fuel oil to 
eight counties in north central Florida. 
Bulk plants with a total capacity of 
120,000 gal. are located in Palatka, 
Ocala and Gainesville. 

Since he bought his own business, 
Robshaw has built up a chain of 22 
service stations and none is Owned 
by his supplier. Ten are operated on 
long-term leases with individual own- 
ers and 22 are owned by South At- 
lantic. 

Robshaw’s new post crowns a long 
period of active work in FPMA, the 
past two years as vice president. & 


Martin A. Koenigsberg has been re- 
elected president of Major Oil Co., 
Inc., a private brand operation in Con- 
necticut. At present, Major is experi- 
menting with a branded operation. 
Koenigsberg has been instrumental in 
opening several service station chains. 


* 

Oklahoma Oil Jobbers Assn. elected 
J. W. Countryman, Jr., Tulsa, associa- 
tion president. Countryman succeeds 
K. C. Jeffries of Miami, Okla. 

(Continued on page 196) 
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REDA pioneers the FIRST 
submergible jet fuel pump 


Now, the Reda Pump Company—world’s 
largest manufacturer of submergible mo- 
tors and pumps provides a new, improved 
means of pumping jet fuel and gasoline 
with these exclusive advantages: 


1. No surface A, 
structures. 


No stuffing 
boxes to leak. 
5. No explosion 
hazards. 
3. No priming 6. No pressure 
necessary. limitations. 
7. No horsepower 
limitations. 
...and backed by over 35 years submerg- 
ible pump manufacturing experience and 
know-how. Reda designed and developed 
the first successful submergible motor 
and pump. Over 100,000 Reda Submerg- 
ible Pumps are installed for pumping oil, 
brine and water wells, L.P.G. and gasoline 
for filling stations. 


2. No vapor locks. 


of 


REDA PUMP 


BARTLESVILLE, 


3 


Let us know your requirements. 
Complete information will be 
furnished on request. 


JOBBERS: Territories avail- 


able; Jobbers, write or call for 


complete information, 
CO~e 


OKLAHOMA 


Worlds Largest Manufacturer of Submergibie Electric Motors and Pumps, For Over 35 Years. 
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For Markley, special assignment .. . 


For Wright, a vice presidency. He’s... 


Sun’s New Marketing Boss 


WILLARD W. WRIGHT is Sun Oil 
Co.’s new vice president in charge of 
marketing. He was elected to succed 
Frank R. Markley last month; Mark- 
ley will continue as vice president on 
special assignment, even though he’s 
65, Sun’s usual retirement age. 

Wright, 60, started as an industrial 
product salesman in 1922. He was 
managing director of Sun of Canada 
for six years and New England re- 
gional manager from 1935 to 1949, 
He became general sales manager in 
1950 and a director in 1952. 

Markley joined Sun as a lubrication 
engineer in 1920. After serving as 
manager of foreign sales, he organ- 
ized Sun’s industrial products depart- 
ment in 1937. He became general sales 
manager in 1946, a director in 1947, 
and marketing vice president in 1950. 
He will continue as a director. 

° 
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W. G. Violette has stepped up trom 
president of Standard Oil Co. of Ken- 
tucky to chairman of the board of 
directors. W. C. Smith, assistant to the 
president, was elected president. At the 
same time, M. H. Utley, director and 
sales manager, became vice president 
in charge of sales. 


Robert M. Jen- 
ney has been elec- 
ted president of 
the Jenney Man- 
ufacturing Co., 
succeeding his 
father, the late 
Charles S. Jenney. 
He was elected a 
director of the 
company in 1946 
and vice president 

eniond in 1950. 

The 38-year-old executive is the 
fifth generation active in the family 
business which traces its history back 
to selling whale oil as fuel for illumina- 
tion in 1812. 

Jenney is a member of the general 
committee of the division of marketing 
of the American Petroleum Institute. 


Illinois Petroleum Marketers Assn. 
members elected Clyde Lyddon of 
Smith Oil and Refining Co., Rockford, 
their new president. (See page 195.) 
The new Ist vice president is Karl 
Friend, and 2nd vice president, Jack 
Sweeney. 

Board members re-elected to 3-year 
terms include E. H. Davis, Gail Morri- 
son and George Oecehler. Incoming 
board members are Richard Hester 
and Wyatt Patterson, both 3 years, and 
Roy Thompson for a l-year term. 

Keith Edwards, executive secretary 
of IPMA, is recovering from an ail- 
ment and was not at the meeting. He 
was re-elected for another term. 

s 


Sample 
Baxter F. Ball has been named vice 
president and director of marketing of 
General Petroleum Corp., after two 
years as general sales manager. He 
joined GP in 1931 as salesman in the 
Wash.-Ore. area. He succeeds John C. 





It's easy to see the savings in 
QUAKER 

gasoline pump 

and air hose! 


Hard knocks, gasoline, oil, 
grease or the sun’s rays won't 
harm these rugged, flexible 


hose. They'll last and 
last and last. 





QUAPRENE 


Wire Reinforced 
Gasoline Pump Hose 


This lightweight, extremely flexible 
gasoline hose can be used on either 
retractable reels or regular pumps 
Quaprene’s hard wall construction and 
wire reinforcement make it kink-proof 
and give it collapse-resistance. Sub-zero 
temperatures won't harm its flexibility 
or ease of handling. Quaprene’s cover 
is gasoline and oil-proof and non- 
marking. The cover is also highly 
abrasion resistant and withstands harm- 
ful sun's rays. Size: 4” 1.D.; 1%” O.D. 














KORKER ~ 


Service Station Air Hose 


Flexible and oil and gas resistant, Korker 
Air Hose withstands pressures up to 
1500 Ibs. It is reinforced with two braids 
of high tensile rayon to take high burst 
pressures. Extra-heavy cover resists scuff 
marks and is not affected by sun's rays. 
Size: %” LD.; %” O.D. 











Save time by ordering Quaker 
gasoline pump and air hose from your 
nearest Quaker Rubber distributor. 
We'll gladly send you his name along 
with free brochures on the products 
described above. 


Write: Quaker Rubber Division, 
H. K. Porter Company, Inc., 
Philadelphia 24, Pa., or 
Pittsburg, California 





HKP) QUAKER RUBBER DIVISION 
» K. PORTER COMPANY, INC. 
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Sampie, who is returning to Standard- 
Vacuum Oil Co. in New York as vice 
president and director. Sample, a 
veteran of more than 35 years in the 
petroleum industry, has held executive 
positions with Standard Oil Co. of 
New York and Standard-Vacuum, in 
addition to General Petroleum. 


e 
Stewart L. Pomeroy, Lee and Pom- 
eroy Oil Co., Jacksonville, was re- 
elected vice president of the Florida 
Petroleum Marketers Assn. Edward R. 
Mims, Royal Arrow Co., Jacksonville, 


was re-elected secretary-treasurer; and 
Eugene Maples was reappointed execu- 
tive secretary. Frank N. Robshaw, 
South Atlantic Oil Co., Palatka, was 
elected president (see page 195), suc- 
ceeding J. H. Williams, Jr., Tampa. 
Directors elected for the coming 
year are: Clarence B. Casity, Dunedin; 
E. B. Porter, St. Petersburg; A. K. 
Leach, Bradenton; John A. Torode, 
Starke; D. R. Shackelford, Lake City; 
Fred Lakey, Jacksonville; Norman J. 
Nahoom, Tallahassee; Ralph Proctor, 
Tallahassee; Crook Stewart, Parker; J. 








FOR FLEETS, FARMS, DOCKS, CONSTRUCTION JOBS, ETC. 
Gasboy alone offers a complete selection of job-designed electric 
gasoline-diesel dispensing pumps for the ever increasing and 
profitable consumer-commercial market. 

For installations large or small... tanks above or underground 
.. Space limited or unusual...for any budget... there’s a 
Gasboy Electric engineered and priced to fit the need exactly. 
Let us show you how you'll be time, money, and satisfaction 
ahead when you use “all three” styles of Gasboys for your gasoline 
and diesel accounts. Twenty models to choose from. 


o GASBOY Ctrl 


7 wd er beautiful i 
ull_ length cabinet style...14 GPM 

t-driven pumping unit...the in- : 
dustry’s most popular pump. Underwriters’ conn: 


&: Series 200 cabinet style 
“Compact”... this 12” square midget per- 
forms like a giant. All Gasboy Electrics deliver 
a fast 14 GPM. UL Approved. 


GASBOY ge 


© Series 900 offers the maximum in 
all-around economy . . . Rugged... 
weatherproof . . . dependable. 


Wire or write today for new Gasboy catalog showing complete 
line of hand and electric pumps. 
REPRESENTATIVES IN PRINCIPAL CITIES 


WILLIAM M. WILSON’S SONS, INC. 


LANSDALE, PA 


MEMIIRITY 





A. Dunscombe, Ft. Lauderdale; For- 
rest C. Mobley, West Palm Beach; 
John Colozoff, Miami; Sam Hopkins, 
Orlando; L. M. Hurlburt, Ocala; and 
T. H. Scovell, DeLand. 


E. E. Wall has 
been named vice 
president of the 
California Oil Co. 

(Perth Amboy, N 

J.). He succeeds 

T. P, O’Neill who 

has assumed the 

responsibilities of 

vice president and 

secretary -treasur- 

er of California 

Shipping Co. 

Wall, also elected to the board of di- 
rectors, is Calso’s chief marketing of- 
ficer on the Eastern seaboard. 

C. J. Moody has been appointed a 
vice president. He will continue to 
guide the company’s lubricant develop- 
ment and marketing activities. 

Other changes in top marketing po- 
sitions include the shift of W. S. Mor- 
ris to general sales manager. G. S. 
Cranmer has been appointed manager- 
wholesale sales. J. A. Jones, Jr., lubri- 
cant sales manager, has assumed the 
additional responsibility for sales to 
government agencies and to special 
product accounts. 


* 

Ervin C. Dreblow has been ap- 
pointed assistant manager-consumer at 
Duluth, Minn., for Standard Oil Co. of 
Indiana, succeeding Charles J. Craw- 
ford, who transferred to a similar post 
at Milwaukee, Wis. Donald A. Hagen 
has been named as assistant manager- 
reseller at Huron, S. D. He replaces 
Horace G., Peterson, who has been pro- 
moted to the new position of assistant 
to the executive vice president. 


Walter Brunn 
has been named 
marketing man- 
ager of  Tide- 
water’s Western 
division. He re- 
places W. A. 
Reanier, recently 
appointed _assis- 
tant to the divi- 
sional general 
manager. In_ his 
new appointment, nme 
Brunn will be coordinating and super- 
vising all company sales activities in 
the seven Western states and Hawaii. 
This includes marketing of petroleum 
products, TBA, establishment of credit 
policies, advertising and sales promo- 
tion and purchase or rental of realty. 
George D. Gavin has been placed in 
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the newly created post of dealer and 
distributor relations supervisor. He will 
be responsible to Brunn for establish- 
ing and maintaining direct lines of 
communication between top sales man- 
agement and the independent business 
men who retail or wholesale the com- 
pany’s products. 

Replacing Gavin is Thomas J. 
Kroetch, the new retail sales manager. 
Kroetch, also reporting to Brunn, will 
plan and administer retail product sales 
in the area, working at the policy mak- 
ing level. 

fe 

New officers of the Wisconsin Pe- 
troleum Assn. are Don Neverman, 
Neverman Oil Co. (Phillips), Marin- 
ette, president, and Ray Johns, Chief- 
tain Oil Co. (Pure), Chippewa Falls, 
vice president. A. C. Breuch, Pennsyl- 
vania Oil Co., was re-elected treasurer, 
and Ken C. King continues as execu- 
tive secretary. 

Three new directors chosen for 
three-year terms are: E. G. Wingfield, 
Wingfield Oil Co. (Shell), Manitowoc; 
James F. Fitzgerald, F-W Oil Co. 
(Shell), Janesville, and Elmer Quearm, 
Quearm Oil Co. (Socony), Ashland. 


e 

Harry R. Hammerle, manager of di- 
rect sales, foreign marketing depart- 
ment, Gulf Oil Corp., retired on April 
1, after 43 years service with the com- 
pany. He joined Gulf in the credit de- 
partment and also served in the light 
oil and heavy oil sales departments. 
Hammerle was a member of the API 
and was Gulf’s representative to the 
National Foreign Trade Council. 


2 
William D. Elliott has been pro- 
moted to manager of crude oil pur- 
chase and sales at Leonard Crude Oil 
Co. Formerly assistant manager, he 
succeeds D. W. Dolson, who has 


joined Leonard Refineries, Inc. as 
manager of crude oil and products 


supply. 


& 

E. F. Crites, Phillips jobber in Ft. 
Worth, has been elected president of 
the Texas Oil Jobbers Assn. He suc- 
ceeds O. N. Pederson, Skelly jobber, of 
Kilgore. 

Marshall Traylor, Phillips jobber in 
Lufkin, was elected Ist vice president, 
and Hubert Herren, a private brander 
in Houston, 2nd vice president. 


* 

Willard L. Lemmon, 32-year-old 
president of Lemmon Transport Co., 
Marion, Virginia, was named Virgin- 
ia’s Outstanding young man of the year. 
He became head of the company when 
he was 21 and has built it into one of 
the state’s largest carriers of petroleum 
products. He has been a director of the 





Service is our business, too! 





Parts and service as close as your 
phone...whenever an air compressor 
emergency arises. That’s the job being 
performed today by the nationwide 
network of Kellogg-American Service 
Parts Depots. 

These firms carry a comprehensive 


stock of parts and complete assemblies 
to meet all your compressor needs. 
They are staffed with experienced men 
to do the job fast and right. Check 
this listing of Kellogg-American 
Service Parts Depots . . . there’s one 
in your area waiting to serve you. 





LOCATION FIRM CITY & STATE 


. . . Billings, Mont. 
Chicago, Ii. 


Indianapolis, Ind 
Wichita, Kans. 


SERVICE PARTS DEPOTS 


LOCATION FIRM CITY & STATE 
Wichita, Kans. 


Oakland, Cal. 
Boston, Mass. 

















Kellogg Division - Rochester, N. Y. 


Kellogg-American 
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National Tank Truck Carriers and a 


i director of the Virginia Highway Users 
' Assn. And he is very active in civic 
affairs. 


Louis K. Bell, Shell Oil Co.'s 

Augusta, Ga., distributor, has been 

named to spearhead a drive to further 

; the industrial, economic, social and 


cultural advancement of Georgia’s 
Central Savannah River area. 


H | 3 | E ST John H. Tudor he been elected vice 


president and treasurer of Maritime 

Petroleum Corp. He has been with the 

company since 1946. William A. Lech- 

trecker was appointed sales manager. 
* 


James D. Bogan has been named 


manager of the Texas division market- 

i ing department of Arkansas Fuel Oil 
Corp. (Cities Service). He succeeds 

& Bert W. Walker, now manager of the 


company’s new marketing training pro- 
gram. Bogan was formerly manager of 
one of the Arkansas districts. 

o 

John C. Weidman has been ap- 
pointed manager of Sun Oil Co.’s New 
York sales region. Succeeding K. R. 
Ware, now on special assignment, 
Weidman had been assistant manager 
of the company’s Middle Atlantic re- 
gion since 1949. 

* 

Leon F. McGrath, assistant man- 
ager-consumer sales in the Standard 
Oil Co. (Indiana) Chicago sales di- 
vision, has retired after more than 48 
years with the company. Joseph R. 
Richardson, of the Joliet, Ill., sales 
division, succeeds McGrath at Chi- 
cago, and George J. Gohlinghorst, of 
the Indianapolis, Ind., regional office, 
succeeds Richardson at Joliet. 

oe 

Harry J. Kennedy, marketing vice 
president of Continental Oil Co., is the 
new president of the Western Petrol- 
eum Refiners Assn., succeeding Reid 
Brazell, president, Leonard Refineries. 

New vice presidents are Rex Blazer, 
Ashland Oil and Refining; W. J. Cart- 
haus, Great Northern Oil; Walter 
Famariss, Jr., Famariss Oil and Re- 
fining; and J. A. Vickers, Vickers Pe- 
troleum. 

e 

Sam Bohlen, president, Snyder Oil 

Co., Orrville, was re-elected president 

HY-TEST 3 o3 of Ohio Petroleum Marketers Assn. 
Elmo D. Hidy, president, Arrow Pe- 
troleum Co., Cincinnati, was re-elected 
vice president. 

Two newly elected directors include 
Cloyce K. Aller, Aller Oil Co., Find- 
lay; and Charles H. Miller, Miller Oil 
Co., Zanesville. Re-elected directors 
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include Ray L. Burke, Sunset Oil Co., 
Sindey; and Ernest G. Vorwerk, Home 
Oil Co., Napoleon. 

Clyde E. Wallingford was renamed 
OPMA executive secretary-treasurer. 
+ 
K. W. Kendrick has been elected 
regional vice president of Standard Oil 
Co. of California, Western Operations, 
Inc. for southern California. He will 
continue as Los Angeles regional man- 
ager of wholesale sales and will direct 
activities in the fields of stockholder, 

community and industry relations. 

W. H. Ditler, formerly assistant di- 
vision manager of retail sales at San 
Francisco has been transferred to Spo- 
kane in a similar capacity. He replaces 
J. W. Phegley, who has been promoted 
to assistant manager of the motor fuels 
division at Standard’s home office. 

J 

Continental Oil Co. has announced 
the appointment of three men to key 
positions in the Central region market- 
ing department: H. E. Collinson, Okla- 
homa City district manager, has been 
named manager of the newly created 
Turnpike district, with headquarters at 
Vinita, Okla. D. S. Yielding, Enid, 
Okla., district manager, succeeds Col- 
linson. E. C. Loosley, formerly city 
manager at Little Rock, is promoted 
to district manager at Tulsa. 

H. C. Briggs has been appointed as- 
sistant to Continental’s Rocky Moun- 
tain region general manager, head- 
quartered in Denver. He has been with 
Conoco since 1927 and has held vari- 
ous key positions in the company’s 
western region. 


Charles W, Irwin has been appointed 
industrial products manager for the 
Michigan division of Shell Oil Co. A 
21-year man, he will continue to 
handle special products sales, 

J. M. Lendway, for the past 15 years 
lubrication manager of the division, 
takes the newly created post of senior 
head office representative for industrial 
products. 

A. P. B, Anderson, formerly assis- 
tant to the Shell head office fuel oil 
manager, has been promoted to assis- 
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rugged... flexible... 


everything you want 


in hard-wall gas pump hose 


Specially engineered for 
faultless gas pump service, Gates 
Hard-Wall Retractable Hose 
combines non-collapsible 
strength with extreme flexibil- 
ity. Reinforcement consists of 
strong cords interwoven with 
spiral steel wire. 

Expertly compounded cover 
and tube resist effects of gasoline, 
oils and weather. 

Gates Hard-Wall Retractable 
Hose fits all type pumps. The 
small, uniform outside diameter 
(only 3/16” wall gauge) makes 
it especially suitable for retract- 
able type pumps. Smooth cover 
further facilitates easy flexing. 

It will not kink, buckle, twist 
or balloon in cold weather. 

Approved by Underwriters’ 
Laboratories, Inc. Available 
in %” diameter in any speci- 
fied cut lengths up to 150 feet. 
Couplings are permanent or 
re-usable, as desired. 

Stocks quickly available 
everywhere through a nearby 
Distributor. Just consult the 
yellow page of your phone book. 


The Gates Rubber Co. 


Denver, Colorado 


The Mark of 


Gates 


Gasoline 
Pump 


a USE ASA ® 
OR FUEL ONLY 


TPA 205 


201 





MAKE SURE THE TUBELESS TIRES YOU ORDER 
FIT ANY CAR ON THIS CHART— 
SPECIFY THE VALVE THAT WILL DO IT 


THE 
SCHRADER 
VALVES 
YOU NEED 


Your choice of these valve combinations serves all sizes of the tubeless 
tires you stock. Save carrying seven Original Equipment valve sizes and 
various extensions for each popular tire size. 


oe, COMBINATION NO. 1 


al 


Fits 95% of all cars. 7£3640K2 Valve with 
washers for .453” and 54” rim holes, and 
#3680 Extension. 


COMBINATION NO, 2 


144 


Fits all cars. #413 Valve for .453” and 
254 Valve for 5,” rim holes, with nee 
or 2£36806 Extension. 





SERVICE PRACTICE #1 


SERVICE PRACTICE #2 


Orig. Equip. Snap-in Valve Practice 
SEVEN SVALVES, TWO EXTENSIONS NEEDED 


413k 
453” R. Hole 





ALL 1957 MODELS 


Tubeless Clamp-in Valve Practice 
ONE VALVE, ONE EXTENSION NEEDED 


Tubeless Snap-in Valve Proctlge 
TWO VALVES, TWO EXTENSIONS NEEDED 





TIRE 
SIZE 


Make and model 
of 1957 cars 


Schrader valve | 
w/o ext. for std. | 
rim covers | 


Schrader valve 
with ext. for 
deluxe rim covers 





Rambler 6 

Studebaker ene, 
Silver H 

Willys 4- nye ma 


6.40 x 15 


Rambl 

Stud. Eechuiter, 
Studebaker Pres. 
Silver Hawk 8, 
Willys 6-226- 2x4 


6.70 x 15 


Buick 40 Special, 
Stud. Golden Hawk, 
Stud. Pres. Classic 


Chevrolet (all) 


Dod - eng 6,8 
For 


7.10 x15 


Pontiac Chieftain, 
Dot run) 


Packard Country Sedan 


DeSoto Firesweep, 
Dodge —_ _— 
een iornet, 


Pontiac (all but 
Chieftain) 


Buick 

Cad. 82, 86'Spel., 
Continental, 
Lincoln (all) 


Cad. 75 


Chrysler W., 
Chrysler Sara., 
DeSoto Frf., 
DeSoto Fdme, 
Olds (Sedans) 


Chrysler N. Y., 
Olds Convert. 


Chrysler imp. 


8.00 x 15 


8.50 x 14 


! 
| 
E 
Ee 
| 


9.00 x 14 
9.50 x 14 


Schrader valve Schrader valve 
w/o ext. for std. with ext. for 
rim covers deluxe rim covers 


for standard and 
deluxe rim covers 





3640K2 
3640K2 
3640K2 


3640K2 
3640K2 
3640K2 


3640K2 


}+- 3680C Ext. 


+ 3680C Ext. 
3680C Ext.* 





3640K2 


3680C Ext. 
3680C Ext. 
}+- 3680C Ext. 


+- 3680C Ext. 


3640K2 +- 3680C Ext. 








413R 
54 
54 


413R +- 3680C Ext. 


54 + 3680C Ext. 
413R + 3680C Ext.* 


54 + 3680C Ext. 


54 + 3680C Ext. 
54 + 3680C Ext. 
54 -+- 3680C Ext. 


54 + 3680C Ext. 


54 + 3680C Ext. 











418R 
413R 459” R. Hole 


54 
54 


54 
54 

¥,” R Hele 
54 a” R. Hole 


413R, 418R 
ge + 36800 


413R 
413R +- 3680C 
413R + 36806 
413R 


423R 
453” R. Hole 


414r 
453” R. Hole 


55 





ALL 1956 MODELS 


Take #3640K2 Clamp-in Valve or #54 Snap-in Valve except Cadillac, Chrysler Imperial, Lincoln and Mercury, which need 


#3640K2 or #54 +- 


#3680C Extension. 





ALL 1955 MODELS 





Take #3640K2 Clamp-in Valve or #54 Snap-in Valve. 





*Some Ford Special Deluxe Ornamental Rim Covers (approx. 3% of production), call for #413R Snap-in Valve +- 3680G Ext, 
REMEMBER: Always install a new valve with every new tubeless tire you mount. 








A. SCHRADER’S SON BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 
FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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a division of SCOVILL 

















tant manager head office fuel oil and 
asphalt department. E. G. Hay, pre- 
viously Operations representative in the 
Central division, has been appointed 
distribution manager of that division. 
P. J. Tansey has been named asphalt 
manager, Eastern division. Prior to this 
he was on special assignment under the 
administration of the head office fuel 
oil manager. 


e 

George F. Getty II, director and vice 
president of Tidewater Oil Co. and 
general manager of its Eastern divi- 
sion, has been elected a director of 
Mission Development Co. Before join- 
ing Tidewater last year, Getty served 
as executive vice president and director 
of Pacific Western Oil Corp., now 
Getty Oil Co. 

Lloyd Walck has been placed in 
charge of Tidewater’s “Flying A” ser- 
vice station site development for the 
Tulsa area. Jack C, Colvin replaces 
Walck as Oklahoma distributor sales- 
man, and Forrest C. Weicher has been 
named service station developer in the 
Oklahoma City area. 


» 

Milton G. Davis has been named 
manager of the sales operations di- 
vision of Atlantic Refining Co. He 
comes to this post from Reading, Pa., 


FOR PROMPT, 


where he managed the Eastern Penn- 
sylvania and Delaware marketing re- 
gion. He replaces Dr. Donald J. Long- 
man, who has joined the staff of J. 
Walter Thompson Co. 

William H. Quay replaces Davis. 
Quay previously held various market- 
ing positions in the southern region. 


Hines H. 
Baker, president 
and director of 
Humble Oil and 
Refining Co., 
Standard Oil Co. 
of New Jersey, re- 
tired April 29th. 
He will be pro- 
posed to the 
stockholders for 
election to the 
Jersey board of 
directors at the annual meeting May 
22. 

M. J. Davis, executive vice president 
of Humble, is expected to replace 
Baker. 


Baker 


@ 

Paul Hall has opened a Phillips job- 
bership in Waterloo, Ia. The jobbership 
replaces a direct operation there. 

Hall was formerly with his brother 
Melvin in the Melvin Hall Oil Co., 
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Noel, Mo. New officials in the Melvin 
Hall organization: Doyle Clemmon, 
assistant to the president, and W. R. 
(Bill) Smith, sales manager, Neosho 
Oil Co. (a subsidiary). 

Clemmon, superintendent of schools 
and basketball coach at Wheaton, Mo., 
will take his new position June 1. 
Smith is retiring from Phillips after 27 
years in sales. 

a7 

R. J. Munzer, 
formerly execu- 
tive vice president 
and general man- 
ager of Petrolane 
Gas Service, Inc., 
has been named 
president of the 
’ company. He suc- 
ceeds P. E. Foote, 
who held the po- 
sition concurrent- 
ly with that of 
chairman of the board of directors. 
Leonard Andrews, former vice presi- 
dent, will assume the post vacated by 

Munzer. 


Munzer 


a 
Cities Service Oil Co. announces 
several personnel changes affecting its 
Philadelphia office: Thomas J. Bowes, 
formerly advertising representative in 





NICS 


lok EVERY STORAGE 


REQUIREMENT 


e@ Dependable Service 
e@ Higher Quality 

@ Precise Fabrication 
e@ Reasonable Cost 


Serving the Oil Industry since 1923! 


PERSONAL SERVICE, CALL OR WRITE... 


BIRMINGHAM 7a@#h COMPANY 


DIVISION OF 


THE INGALLS 


IRON WORKS COMPANY 
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the area, appointed advertising sales 
manager; Joseph P. Wisdom, manager 
of lubricant sales; Woodruff S, Kelly, 
4 dealer sales manager, Philadelphia di- 


~ Be y vision; and John A. Jones, consumer 
i y | s sales manager in Philadelphia division. 
nw A } <' 2. 

/ 4 


John Farrand, former executive sec- 


» SS a h* te FS »,, A. retary of Fuel Oil Distributors Assn. of 
<_—f emer ert ‘e! - a New Jersey and secretary of Oil Heat 


| Council of N. J., is now in the fuel oil 


ae = A RP ey _eee * sales department of Gulf Oil Corp.'s 
ie ; ie , district office in Newark, N. J. 
* 


president of director of Consolidated 
Fuel Oil Co., Kansas City, Mo., fol- 
lowing his retirement from Phillips 
Petroleum Co. He had been technical 
engineer in fuel oil and lube oil depart- 
. ments at Phillips. 
° 


Correction: The 
news about the 
retirement of H. 
G. Meador, sen- 
ior vice president 
for marketing of 
Gulf Oil Corp., 
appeared here last 
month with the 
picture of another 

person. Before his 


| W. H. Hooper is now serving as vice 


Dutt tobe the Leauder in Shengite 
Durabilily and bug: Sewice Cconenuy 





retirement, Mea- 
dor had been re- a 
sponsible for all of Gulf’s marketing 
activities, both in the U. S. and abroad. 
NPN regrets the error. 


Deaths... 


William G. Skelly, founder and 
board chairman of Skelly Oil Co., 
died in Tulsa April 11 of a kidney 
ailment. He was 78. 

Starting as a mule skinner in the 
Pennsylvania oi! fields, Skelly built 
himself an empire in the Midwest, 
Southwest and South. Skelly Oil’s total 
assets for 1956 came to over $339- 
million. It’s a large crude and natural 
gas producer. 

Skelly had many business interests 


“Py 9s : ” outside oil and was Republican na- 
4 di GOODALL «/ MUST 4 Geod/ tional committeeman from Oklahoma 
from 1924 to 1940. 
ao 
Russell A. Herman, 54, Russell A. 
Herman Oil Co., a Socony jobber in 
Savannah, Mo., was killed in an auto- 


mobile accident on Feb. 22. He is 
survived by his wife. 


me 
Leo R. Portney, 53, comptroller of 
the Barber Oil Corp., New York, died 


recently after a long illness. Portney 
had been with Barber since 1946 and 
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was named comptroller in 1948. 

Survivors include his wife, Agnes 
Leaming Portney, two daughters, two 
sons, a sister, and two brothers. 

» 

Herbert H. 
Hahn, secretary 
of the Nebraska 
Petroleum Mar- 
keters, collapsed 
and died from a 
heart attack on 
March 12. He had 
just finished testi- 
fying before the 
Nebraska _ state 
legislature’s agri- 
cultural commit- 

tee. He was 66. 

Hahn had been connected with the 
petroleum industry in the state since 
1926. He began as secretary-treasurer 
and general manager for the Motor- 
Inn Oil Co. in Columbus, Neb. He next 
served with the Nebraska Petroleum 
Committee from 1933-35, when he 
became secretary of the Nebraska Pe- 
troleum Industries Committee. He had 
been with the petroleum marketers 
since 1943, 

He is survived by his wife, Pearl 
Kathryn. 

e 

Keddar E. Brown, manager of East- 
ern Petroleum Marketing Corp., Wil- 
mington, N. C., distributors of Crown 
products, was overcome by a fire at 
his home on Feb. 18. 

Surviving are his wife, Mary Louise, 
and a son. 

* 

Harry A. Lo- 
gan, 76, president 
of United Refin- 
ing Co. and Em- 
blem Oil Co., died 
at his home in 
Warren, Pa., on 
March 13. He was 
a member of the 
board of directors 
of the American 
Petroleum _Insti- 

a tute; a trustee of 
the National Petroleum Association, 
having served as president in 1942; 
and a director of the Pennsylvania 
Grade Crude Oil Assn. 

He is survived by his widow, Helen 
Temple Logan, a daughter and a son. 
e 

Ralph W. Henderlong, 60, for 36 
years a Union Oil Co. employe in 
Sacramento, Calif., died Feb. 25 after 
suffering a heart attack. Henderlong 
joined Union as a salesman in 1920. 
Later he became a special representa- 
tive and in 1947 was appointed con- 
tract representative. a 
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SPECIFY 


ROPER 


ROTARY PUMPS 


FOR 


TANK TRUCKS 
TRANSPORTS 
BULK TRANSFER 


40-300 GPM © PRESSURE TO 100 PSI 


Furnished in hi- and lo-drive design — 40-300 GPM sizes, pressures 
to 100 PSI. A rotary unit, with accurately machined alloy iron gears 
.. + heavy duty bronze bearings . . . hardened steel drive shaft . . . with 
mechanical seal — (packed box, if desired). Adjustable relief valve is 
standard. Bulk plant units on bedplate, with or ready to receive motor, 


are also made by Roper. 


SEND FOR CATALOG 957 


GEO. D. ROPER 
CORPORATION 
475 Blackhawk Park Ave. 
Rockford, lilinois 





Coming Meetings 


MAY 


Connecticut Petroleum Assn., Hotel 
Statler, Hartford, Conn., May 1. 
Oil-Heat Institute of New England, 
annual meeting, Hotel Statler, Boston, 
May 2. 

Georgia Oil Jobbers Assn., 10th an- 
niversary convention, The Bon Air 
Hotel, Augusta, May 3-4 

API Division of Marketing, lubrica- 
tion committee meeting, Grand Hotel, 
Point Clear, Ala. May 6-8 

Missouri Petroleum Assn., manage- 
ment institute meeting, University of 
Missouri, Columbia, Mo., May 7-8 
Indiana Independent Petroleum 
Assn., French Lick Sheraton Hotel, 
French Lick, Ind., May 8-9 

Virginia Petroleum Jobbers Assn., an- 
nual meeting, John Marshall Hotel, 
Richmond, Va., May 9 

Virginia Oil Men’s Assn., annual 
meeting, John Marshall Hotel, Rich- 
mond, Va., May 10. 

California Petroleum Marketers 
Council, Desert Inn, Las Vegas, Nev. 
May 11. 

Pennsylvania Petroleum Assn., Bed- 
ford Springs Hotel, Bedford, Pa., 
May 12-14. 

Liquefied Petroleum Gas Assn., an- 
nual meeting, Conrad Hilton Hotel, 
Chicago, May 12-15. 

North Carolina Oil Jobbers Assn., 
spring convention, Carolina Hotel, 
Pinehurst, N. C. May 12-15. 

Fuel Oil Distributors Assn. of New 
Jersey, 19th annual convention, Hotel 
Berkeley Carteret, Asbury Park, N. J. 
May 15-17. 

Independent Oil Men’s Assn. of N. E., 
33rd annual convention, Hotel Stat- 
ler, Boston May 16. 

Tennessee Oil Men’s Assn., spring 
meeting, Andrew Johnson Hotel, 
Knoxville, Tenn., May 16-18. 

API Fuel Oil Committee meeting, 
Seaview Country Club, Absecon, N. 
J. May 18-19. 

Chicago Gasoline Jobbers Assn., an- 
nual meeting, Inn Hotel, Ponte Vedra 
Beach, Fla., May 18-24. 

National Assn. of Oil Equipment Job- 
bers, Board of Directors, The Sheraton 
Hotel, Chicago, May 20-21. 

API Division of Marketing, mid-year 
meeting, Chalfonte-Haddon Hall, At- 
lantic City, N. J., May 20-22. 
Gasoline Pump Manufacturers Assn., 
annual spring meeting, Greenbriar 
Hotel, White Sulphur Springs, W. Va., 
May 22-24. 


206 


Western Petroleum Refiners Assn., 
Texas-New Mexico area meeting, 
Hotel Paso Del Norte, El Paso, Tex. 
May 23-24. 

Louisiana Oil Marketers Assn., an- 
nual meeting, Roosevelt Hotel, New 
Orleans, May 24-26. 

Empire State Petroleum Assn., annual 
meeting, Hotel Statler, Buffalo, N. Y. 
May 26-28. 

National Tank Truck Carriers, annual 
meeting, Sheraton-Cadillac Hotel, De- 
troit, May 26-30. 


JUNE 


Society of Automotive Engineers, 
summer meeting, Chalfonte-Haddon 
Hall, Atlantic City, N. J., June 2-7. 
Oil-Heat Institute of America, 35th 
annual convention, Sheraton Plaza 
Hotel, Boston, June 3-6. 

Packaging Institute, Petroleum Pack- 
aging Committee, Hotel Radisson, 
Minneapolis, Minn., June 4-5, 
Pennyslvania Grade Crude Oil Assn., 
34th annual meeting, Penn-Sheraton 
Hotel, Pittsburgh, June 6. 

Arkansas LP-Gas Assn., annual meet- 
ing, Hotel Arlington, Hot Springs, 
Ark. June 9-11. 

Interstate Oil Compact Commission, 
mid-year meeting, Canyon Hotel, Yel- 
lowstone Park, Wyo., June 10-12. 
National Oil Jobbers Council, mid- 
year meeting, Shoreham Hotel, Wash- 
ington, D. C., June 12-15. 
>American Society for Testing Ma- 
terials, annual meeting, Chalfonte- 
Haddon Hall, Atlantic City, N. J., 
June 16-21. 

Western Petroleum Refiners Assn., 
Oklahoma - Kansas - Missouri area 
meeting, Broadview Hotel, Wichita, 
Kan., June 20-21. 

>Northwest Petroleum Assn., Breezy 
Point Lodge, Pequot Lakes, Minn., 
June 30-July 2. 


AUGUST 


Society of Automotive Engineers, na- 
tional West Coast meeting, Olympic 
Hotel, Seattle, Wash., Aug. 12-15. 
National Congress of Petroleum Re- 
tailers annual meeting, Sheraton-Gib- 
son Hotel, Cincinnati, Ohio, Aug. 
18-23. 


SEPTEMBER 


API Oil Information Committee meet- 
ing, Broadmoor Hotel, Colorado 
Springs, Sept. 5-6. 


Society of Automotive Engineers, na- 
tional tractor meeting & production 
forum, Hotel Schroeder, Milwaukee, 
Sept. 9-12. 

Packaging Institute, Petroleum 
Packaging Committee, Hotel Guild- 
wood Inn, Point Edward, Ont., Sept. 
10-11. 

National Petroleum Assn., 55th an- 
nual meeting, Hotel Traymore, At- 
lantic City, N. J., Sept. 11-13. 
»Michigan Petroleum Assn., Hotel 
Grand, Mackinac Island, Mich., Sept. 
13-14, 

Ohio Petroleum Marketers Assn., 
fall conference, Commodore Perry 
Hotel, Toledo, Sept. 18-19. 
Florida Petroleum Marketers Assn., 
(place not available at publication), 
Sept. 19-20. 

Independent Oil Compounders 
Assn., annual meeting, Hotel Carter, 
Cleveland, Sept. 22-24. 
»Pennsylvania Petroleum Assn., an- 
nual meeting, Pocono Manor Inn., 
Pocono Manor, Pa., Sept. 22-24. 
Western Petroleum Refiners Assn., 
Rocky Mountain area meeting, Hen- 
ning Hotel, Casper, Wyo., Sept. 26-27 
Missouri Petroleum Assn.,_ Fall 
Frolic, Columbia Country Club, Co- 
lumbia, Mo. (date not available at pub- 
lication). 

Gasoline Pump Manufacturers 
Assn., annual fall conference, Del 
Monte Lodge, Pebble Beach, Calif., 
Sept. 29-Oct. 4. 


OCTOBER 


American Society of Lubrication 
Engineers, annual meeting, Royal 
York Hotel, Toronto, Ont., Oct. 7-9. 
American Petroleum Credit Assn., 
33rd annual conference, Mark Hop- 
kins Hotel, San Francisco, Oct. 13-16. 
>Empire State Petroleum Assn., 
Lake Placid Club, Lake Placid, N.Y., 
Oct. 13-16. 

API Division of Marketing, mar- 
keting research committee meeting, 
Camelback Inn, Phoenix, Oct. 16-20. 
Virginia Petroleum Jobbers Assn., 
Hotel Roanoke, Roanoke, Va., Oct. 
17. 

West Virginia Petroleum Assn., an- 
nual meeting, Daniel Boone Hotel, 
Charleston, W. Va., Oct. 17. 
Tennessee Oil Men’s Assn., annual 
meeting, Peabody Hotel, Memphis, 
Tenn., Oct. 17-19. 

(More October Meetings Next Month) 


First listing 
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NEED ONE MORE 
EQUIPMENT LINE 


Aggressive, well-financed sales organiza- 
tion. Long acquaintance all major, minor 
oils this area. Can do outstanding job. 
Present factories (and our customers) our 
best references. Specialists—not jobbers. 
We can put your product over! 


THE SOUTHERN COMPANY 
3303 Commerce, Dallas, Tex. 














REPLIES (Box No.): Address to by yd nearest you 
¢/o This gomsige Classifie a Div. 
NEW YOR G. Box 1 
CHICAGO: 520 N vest em (11) 
SAN FRANCISCO: 68 Post St. (4) 


Ui)! EMPuovmewt 


Positions Vacont —————————"—> 
Mechanical Engineer with hydraulic background, 


for design of valves and special fittings for 
liquid handling in petroleum industry. Ideal op- 
portunity to apply complete engineering back- 
ground and to grow with a progressive, small 
manufacturer who are the leaders in their field. 

cow York City area. P-4778, National Petroleum 
ews. 





bf Florida Marketer, General Manager pe chain 
Independent Service Stations. Excellent op- 
portunity for Executive with wide experience in 
Petroleum Marketing. Good Salary. Expense ac- 
eount. Write fully, outlining experience, refer- 
ences and vital statistics. P-4948, National Pe- 
troleum News. 


{|//EQUNPMENT--ised-surphus 


For Sale 


Tank Trailers — Used — For Sale or Lease — 
New York area, 40 single axle and tandem axle 
gasoline, fuel oil, asphalt and LPG trailers with 
capacities from 4000 gallon up. Priced from 
$600.00. Write, wire or phone Butler Manufac- 
turing Company, Suite 602, 103 Park Avenue, 
New York 17, New York. Telephone MUrray 
Hill 3-9473. 

















Tank Trailers — Used — For Saie or Lease — 
Chicago area, 25 tandem axle gasoline, fuel-oil 
and LPG trailers with capacities from F200 gal- 
lon to 7900 gallon. Priced from $2000.00. Write, 
wire or phone Butler Manufacturing Company, 
Suite 1110, 624 S. Michigan Avenue, Chicago 5, 
Illinois. Telephone WEbster 9-5035. 





Tank Trailers — Used — For Sale or Lease — 
Minneapolis area, 80 tandem axle gasoline and 
fuel-oi] trailers with capacities from 5400 gallon 
to 7900 gallon. Priced from $1600.00. Write, wire 
or phone Butler Manufacturing Company, 900 
Sixth Avenue, S.E., Minneapolis 14, Minnesota. 
Telephone FEderal 3-8111. 





Tank Trailers —- Used — For Sale or Lease — 
Birmingham area, 18 single axle and tandem 
axle gasoline and fuel-oil trailers with capacities 
from 4000 gallon to 7400 gallon. Priced from 
$700.00. Write, wire or phone Butler Manufac- 
turing Company, 931 Avenue “W” Ensley, 
Birmingham 8, Alabama. Telephone 6-5181. 








OPPORTUNITIES 


Business; personal or personnel; finan- 
cial; equipment; etc., may be offered or 
located through the classified advertising 
section of NATIONAL PETROLEUM 
NEwSs. 





DISPLAYED RATE 
Rate is $17.50 per inch for Equipment and 
Business Opportunity advertising. Contract rates 
on request. 
Employment opportunities rate is $23.40 per 
inch. Subject te Agency Commission. 
AN ADV. INCH is measured % in. vertically. 


CLASSIFIED 


UNDISPLAYED RATE 
$1.80 a line. Minimum 3 lines. Box numbers 
count one additional = Position Wanted rate 
is one half of above rate, payable in advance. 
DISCOUNT OF 10% if “iult payment is made 
in advance of four consecutive insertions of un- 
displayed ads. 





able. Write 
1125 W. 6th Street 





SERVICE STATION — REAL ESTATE 
PLANNING MANAGER 


Leading independent integrated oil company seeks 
man 30-45 experienced in selecting, operating, pur- 
chasing, leasing and financing service station proper- 
ties. Experience Southern California area important. 
Would be manager of new department that will 
develop service station expansion program. Excep- 
tional opportunity for a man with INITIATIVE and 
integrity. Salary commensurate with ability and 
experience. Replies confidential. Send photo if avail- 
P4931 NATIONAL PETROLEUM NEWS 


Los Angeles 17, Calif. 











For Sale 








For Sale—Major Brand Bulk Oil Jobbing Busi- 
nesses in Wisconsin and Illinois. Each is show- 
ing a substantial net profit and all have excellent 
potential. Write for information, M. Putnam, 
Petroleum Realty, 3236 University, Madison, Wis. 


Tank Trailers, 5000 galion, 
Freuhauf tandem. 6100 gallon 3 compartment 
Trailmobile. 4000 gallon single axle trailer. 
Bruce E. Hackett Company, 1400 Kansas Ave., 
Kansas City, Ks. Mayfair 1-2363. 


6 compartment 


For Sale: National Multi Purpose Typewriter 
Model Bookkeeping Machine, 4 total, $1,000.00. 
Yetter Oil Company, Box 275, Burlington, Iowa. 


Used Tank Truck 1947 11/2 Ton Chevrolet, 8.25 
Tires, having five compartments, 815 gallon 
Garwood Tank. Two inch lines and dump valves 
with swing hose and quick couplers, Tokheim 
pump and meter. Ideal for rural kerosene route. 
FS-4903, National Petroleum News. 


6000 gallon Columbian tank transport, 4 com- 
partments, new Reyco tandem, excellent condi- 
tion. Other used trailers for Gasoline, Asphalt, 
and Sanitary products. Kraft Trailer Sales Co., 
1645 Washington Blvd., K.C., Kansas. DR 1-4772. 


_ BUSINESS OPPORTUNITES 


Bulk Oil Plants—Propane Gas Piants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bidg., Minne- 
apolis 3, Minnesota. 











Private Capital Available for marine tanker 
financing. New, from blue-prints, or fully found 
presently operating. Domestic or Foreign charter. 
Inquiries confidential. BO-4910, National Petro- 
leum News. 





Oil Jobber Business for Sale 


Distribution of home heating oi!, commercial and 
industrial fuel oil, liquid asphalts. Nine truck, 

tractor, trailer and strai fleet. Sales run 

, $750,000.00 to $1,000,000 annually. Location: 
jorida. 


BO 4403 National Petroleum News 
330 W. 42nd St., New York 36, N.Y. 








SERVICE STATIONS WANTED 


Ind dent oil company will buy or lease; 
prefer locations suitable for multi-pump opera- 


tion. Send full information to 


BO 4711 National Petroleum News 
520 N. Michigan Ave., Chicago 11, lil. 











WANTED 
EMPTY CANS 


SURPLUS STOCKS — MISPRINTS 
DISCONTINUED BRANDS — OVER RUNS 
LITHO 1 & 5 QT, 2 &5 GAL 


WARREN OJL CO. 
OMAHA 8, NEBR. 








STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


we 3-1117 
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There is no substitute 
for TOKHEIM QUALITY! 


TOKHEIM 


NOW AVAILABLE IN & SIZES 
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You don’t need a sledge to drive a roofing 
nail, and you can’t drive a spike with a 
tack hammer. Your equipment should fit 
the job. In submerged pumps Tokheim 
now provides the right size for every re- 
quirement from the smallest to the largest 
station. The three smaller pumps can be 
installed in a minimum 31” tank open- 
ing. The Series 60-E requires a minimum 
6” opening. All four pumps are the ex- 


OKHEIM 


a ° 
SERIES 55-E 
SUBMERGED 

PUMP 
3/4 H.P. MOTOR 
60 G.P.M. 
CAPACITY 


SERIES 60-E 
SUBMERGED 
PUMP 
3-1/2 H.P. MOTOR 
200 G.P.M. 
CAPACITY 


4 


SERIES 72-E 
SUBMERGED 
PUMP 
1/2 H.P. MOTOR 
40 G.P.M. 
CAPACITY 


SERIES 70-E 
SUBMERGED 
PUMP 
1/3 H.P. MOTOR 
25 G.P.M. 
CAPACITY 


tractor-type and can be installed or re- 
moved through very small manhole open- 
ings. Design of all models is similar to the 
famed Model 55 which has proved re- 
liable in field service for more than eight 
years. A properly selected Tokheim Sys- 
tem saves on original cost, installation 
and maintenance, and gives more effi- 
cient service. Call your Tokheim repre- 
sentative for a demonstration today! 


Write for bulletin! 
Model 300-RC Pedestal 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 








GASOLINE PUMPS 


Subsidiaries: Tokheim N.V., Leiden, Holland — GenPro, Inc., Shelbyville, Ind. 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 





irst to build 
remote control 
“push pumping” 
systems for 
service stations 
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WIDE VISION 


“CONTINENTAL” DISPENSERS 
AND “REMOVO” PUMPS 


ERIE METER SYSTEMS, INC., Erie, Pennsylvania 


Atianta Dallas Kansas City, Mo. New York 
Boston Denver Los Angeles Oakiand, Calif. 
Chicago Detroit Minneapolis Philadeiphia 
Cleveland Erie New Orleans Seattle 





